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WHATEVER YOUR METERING PROBLEM 


BRODIE EXPERIENCE & SERVICE 
.-eAT HAND'S REACH © 


in all principal cities and 
areas—coast to coast 


Whether you operate a single meter or many meters... in a local 

area or throughout the country...you'll find that Brodie meets all of your 
basic requirements: 

1. A thoroughly trained and experienced organization fully qualified to 
help you work out your metering problems. 

Service facilities conveniently located in all principal cities. 

3. Efficient meters and accessories that have built a reputation for high 
sustained accuracy and low maintenance. 

Why not avail yourself of the knowledge and assistance your nearest Brodie 
Meter Specialist can provide. He’s as near as your telephone. A complete range of meter sizes, 


types and accessories... for every 
petroleum metering need 


ETERS 


RALPH N. BRODIE COMPANY - San Leandro, California, U.S.A. 


MT. VERNON, N.Y. CHICAGO 5, ILL. DALLAS, TEXAS 
550 So. Columbus Ave. 59 E. Van Buren 167 Parkhouse St. 


REPRESENTATIVES WITH STOCKS AND SERVICE 


SEATTLE 9, WASH. LOS ANGELES 22, CALIF. 
221 9th Ave. N. 5401 E. Sheila Street 


FACILITIES #*N ALL PRINCIPAL CITIES 














Something new in diesel fuel 


The way things were going, there had to be something new in diesel fuels! 


As you probably know, demand for diesel fuels has increased sixfold since 
1941 and was threatening to outrun available supplies of middle distillates of the 
desired ignition quality. 


So Ethyl went to work. 


Out of our long experience in the field of fuel additives, we were able to come 


up with an answer. It is a new additive called ‘‘Ethyl’”’ Diesel Ignition Improver, 
which will upgrade heating oils to diesel fuel quality quickly and economically. 


ETHY! 


It was tested in marine engines, railroad locomotives, and trucks. Everywhere the 
report was the same: Cetane numbers gained through the use of “‘Ethyl’’ Diesel 
Ignition Improver are equal to natural cetane numbers. 


Continued on next page 
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Something new in diesel fuel 


(Continued from preceding page) 


As a result, diesel fuels improved with Ethyl’s new additive are being success- 
fully used in U. S. Navy ships and submarines, and in diesel engines on the road 
and on the rails. 

Our new additive offers several extra advantages to refiners. First, it is now 
possible to produce large quantities of specification diesel fuels simply and 
economically. Second, our new additive will increase the flexibility of refining 
operations. Third, because it is so simple to mix, it enables refiners to upgrade 
heating oils to diesel fuel quality, either at the refinery or at bulk terminals. 
Fourth, it enables refiners to market diesel fuels of more uniform ignition quality. 


We like to cite the development of “Ethyl” Diesel Ignition Improver as an 
example of how we were able to be of service to refiners by anticipating what 
might have become an industry problem. 


ETHYL CORPORATION 


NEW YORK 17, NEW YORK 








Seventy-five per cent ofall work on American railroads 
is done by 20,000 diesel locomotives—more and more 
of which each year use fuels improved with “‘Ethyl’”’ 
Diesel Ignition Improver. 


During 1954, Ethyl’s advertisements support- 
ing the oil industry’s public-relations program 
appeared in national magazines reaching more 
than 31,000,000 readers. 





The experimental XO-121, the world’s most efficient trac- 
tor engine, developed by the Oliver Corporation, was de- 
signed and tested with the assistance of Ethyl technicians. 


Ethyl Service is backed by 31 years of antiknock experience 
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HANNAY HOSE REELS 100% 


“trouble-free operation and 
fine driver-acceptance”’ 


One of the Farm Bureau 
Cooperative Association's 
fleet of dual equipment trucks. 


Dual equipment trucks like these, using 
Hannay Hose Reels exclusively, make it 
possible to deliver both gasoline and 
fuel oil in one trip. Read what this 
enthusiastic user of Hannay Hose Reels 
has to say... 


ORE eee 
For the past ten years, we have 


because of their 


VeaAANAaAnwn™ Rees eres YS BV 


Scientifically designed and constructed 
for SAFE, efficient handling of inflam- 
mable and volatile liquids, Hannay 
Hose Reels are built to last! For top 
performance, economy, trouble-free 
operation with little or no maintenance 
.+.no other reel compares with 
HANNAY. Greatest name in Hose 


Reels. 
yWANNAy 


S86. U.5. PAT. OFF 


HOSE REELS 


CLIFFORD B. HANNAY & SON, Inc 
WESTERLO. new YOR 


MANUAL & POWER OPERATED 
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Ethyl Service is backed by 31 years of antiknock experience 


COUPLING 
ASSEMBLIES 








KAMLOKS positive seal all along the line assures greater 
safety in ell any type of liquid. A perfectly tight no leak 
connection is made in seconds by sliding coupler over adaptor, 
then pressing cam levers. No threads to engage, no twisting 
friction against gaskets, no tools required. KAMLOKS pro- 
vide long years of economical trouble free service. 


Available in any combination to meet coupling requirements 
in sizes from 4%” to 4” inclusive. Sizes 4%" to 3” precision ma- 
chined of special hard wear resistant bronze. 4” size of hi-tensil 
OPALUMIN, (OPW hi-tensil aluminum alloy requiring no 
additional heat treating). 4” in bronze on special order. 
Parts A, E, F, are interchangeable with parts B, C, D, G, H, 
in the same size. 


OPW CORPORATION 


2735 COLERAIN AVE. @ CINCINNATI 25, OHIO 
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GREATEST 


from Flying 
- Red Horse Research... u 


Wobilgas Ky Sbiloj ! 


SPECIAL 


The Only Gasoline 
Double Powered with 


Mobil Power 
Compound — 


most powerful combination 
of chemical additives ever 
put into any gasoline to 
correct engine troubles... 


Top Octane— 


for greatest knock-free 
power —result of the world’s 
most advanced refining 
developments! 





SOCONY-VACUUM 





Mobiloil Special in effect adds 
octanes to gasoline! Best lubricant 
for any car—new or old—in ex- 
treme heat or sub-zero cold. Adds 
years to engine life! 








Here’s the perfect pair to power and pro- 
tect today’s modern cars... 


Mobilgas Special boosts engine power 
up to 25%! Laboratory controlled tests in 
passenger car engines showed increases in 
engine power output up to 25% when 
using New Mobilgas spEcIAL as compared 
to conventional premium gas. 


Mobiloil Special —boosts gas mileage up 
to 23°! In identical road tests, using fleets 
of vehicles, New Mobiloil Special reduced 
gasoline consumption—increased miles per 
gallon up to 23% —over results obtained 
with conventional high-quality SAE 20 
motor oil. 


This mighty pair is the best yet from Fly- 
ing Red Horse research— your promise of 
still better products when car engine de- 
sign demands them! 


SOCONY-VACUUM OIL COMPANY, INC. 


and Affiliates: MAGNOLIA PETROLEUM CO., GENERAL PETROLEUM CORP. 


NEW YORK (4. N. Y.—26 Broadway « CHICAGO 5, ILLINOIS—59 E. Van Buren St. « BALTIMORE 18. MARYLAND —1914 North Charles St. «© MILWAUKEE 1, WIS 
CONSIN—907 South First St. « KANSAS CITY 13, MISSOURI—925 Grand Ave. « DETROIT 32, MICHIGAN-—903 West Grand Blvd. « ST. LOUIS 8. MISSOURI—4140 
Lindell Blvd. « DALLAS 1, TEXAS—Magnolia Petroleum Co.. Magnolia Building « LOS ANGELES 54, CAL 


d General Petroleum Corp., 612 S. Flower St. e«Socony-Vacuum 
maintains many other conveniently located service offices to give you close fast cooperation 
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, Publisher's Page 


7 OU WILL see that this issue has a strong jobber flavor 
with an underlying tone of fuel oil’s problem—meeting the 
potent competition of natural gas. There are half a dozen 
articles about jobbers and jobber problems, ranging from 
how Barney Holland set up a program for taking On men in 
the 40- to 50-year age group as dealers, to the plans John 
White has for the Hewitt Oil Marketing Co. John recently 
acquired control of that company. 

While these are jobber articles, major company representa- 
tives will find them pertinent because they touch on problems 
that also confront majors. 

Besides the jobber articles, there are others that will provide 
plenty of optional reading for all marketers. 

To get those various articles, our field men have been 
hustling around the country. Marvin Reid, our Southwest 
editor, ran up to Fort Worth from Houston to get the Holland 
story. Holger Ridder got the news about John White’s plans. 

Last month the most important jobber meeting of the year 
was held in Chicago—that of the National Oil Jobbers Council. 
Herb Yocom, NPN chief editor, and Len Castle, Midwest 
editor, covered that for us. 

No sooner was the meeting over Nov. 6, than the 34th 
annual meeting of the American Petroleum Institute began. 
We fielded a large staff for that because there are so many 
activities to cover. 

Yocom and Castle stayed on. They were joined by Frank 
Breese, managing editor; Glenn Green, roving correspondent; 
Frank Holman, Chicago office, and Holger Ridder, of Detroit. 
Glenn Dietrich, associate editor, went to Chicago to assist with 
the news coverage and also to edit the Oilgram News. 

As you can imagine, there are countless dozens of thousands 
of words at a meeting like that. The job of our reporters was 
to digest the voluminous wordage for the terse but complete 
account starting on page 35. 


The API meeting makes a fairly large impact on downtown 
Chicago. L. T. White, Cities Services, took a cab to the Hotel 
Sherman for the NOJC meeting. 

En route he was asked by the taxi driver if he was an oil 
man. “L. T.” said yes, that he was going to a meeting of “the 
little oil men,” meaning NOJC. The driver said, “I suppose 
those guys only have a million.” 


Center of the meeting of the 6,500 at the API was the 
Conrad Hilton Hotel. A hotel official said, “Of all the meet- 
ings, the employes like this one best because the oil men are 
most understanding and considerate.” 

This was in contrast to popular misbelief engendered by 
some newspapers. One night club columnist reported that 
the night clubs were bulging with oil men “loaded with loot.” 

No wonder public relations men are addicted to aspirin. 

HARRY WADDELL, Publisher 


HERBERT A. Yocom, Editor 
FRANK BREESE, Managing Editor 
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FOR TROUBLE-FREE 
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WAYNE REMOTE SYSTEMS 


utilize any Wayne Pump 
cabinets and are supplied 
by master pumping unit of 
the above ground rotary 
type pump, vertical turbine 
pumps, or the sub sible 
type pump. 











WAYNE DUO-2 PUMPS 


... disp two 
through two outlets, each 
with retriever hose. Two 
complete and separate 
pumping systems. Delivery 
up to 15 gpm at each 
nozzle. 














WAYNE DUO-1 PUMPS 
. . « dispense one brand 
through two outlets each 
with retriever hoses. Single 
suction line, dual meters 
and computers. Delivers up 
to 16 gpm. 





WAYNE 80 SERIES PUMPS 


+ «+ +» computing and non- 
computing pumps for the 
newest stations. Available 
with stendard hanging 
hose or extension hose. 
Service engineered for 
maximum operating life. 
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SERVICE...LOW COST MAINTENANCE 





For extra value . . . extra service that has been 
proved by performance compare these Wayne 
Pumps feature for feature with all others. No 
wonder they are the choice of stations across the 
nation for dependable long service . . . for real 
sales building beauty on any island. 

Whatever your station needs . . . single or multi- 
pump ... remote systems or direct Wayne has the 
pump “station-engineered” to meet your specific 
requirements and deliver the finest service. As an 
example every Wayne 500 Pump has: 
LIFETIME GASKETS for longer service 
LARGEST JUNCTION BOX for easier service 
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EXTRA CAPACITY PUMPING UNIT to re- 


duce maintenance 
GREATER AIR SEPARATOR CAPACITY to 
prolong pump service life. 
When you specify these value-packed pumps you 
are sure of buying top quality for more gallons 
... backed by a nation-wide service organization. 
To make these stars of the islands star in your 
station write for full details on the new Wayne 
plan to... 


THE WAYNE PUMP COMPANY 
SALISBURY, MARYLAND e TORONTO, CANADA 


email 
¥ 


TOTAL °2.75- sae 
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WAYNE 500 SERIES PUMPS 
. » » Styled for the most 
modern stations . . . built 
for the severest duty. Avail- 
able with extenda hose or 
concealed hose. Offers ex- 
tra value in design and 
performance. 
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=that’s how VISCO 


guards the purity of ifs products 


_ Visco Products Co. Inc. is celebrating 
its 25th anniversary supplying a variety of 
Visco Chemicals—emulsion-breaking com- 
pounds, desalting chemicals, anti-corrosion 
chemicals, scale preventives, and many others 
—to oil producers and refiners! 


And just as Visco products are 
made to protect oil from impur- 
ities, so Visco protects the 
purity of its own products in 
transit. Every drum shipped 
from the Visco plant is sealed 
securely from leakage, contam- 


I 


CLOSURES 


ination and losses by Tri-Sure* Closures. Visco 
standardizes on Tri-Sure Closures—and has done 
so for over a decade—to safeguard gallonage 
and good will. The Tri-Sure Flange, Plug and 
Seal give positive assurance that every gallon 
put into a drum will be delivered 
.. and that every customer 
will get the precise quality and 

quantity specified. 


When you ship in drums, get 
Tri-Sure protection every time 
by specifying Tri-Sure Closures 
on every drum order. 


*The “‘Tri-Sure’’ Trademark is a mark of reliability backed by over 30 years 
serving industry. It tells your customers that genuine Tri-Sure Flanges 
(inserted with genuine Tri-Sure dies), Plugs and Seals have been used. 


AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, N.Y. 
Tri-Sure Products Limited, St. Catharines, Ontario, Canada 
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Public Works and Oil—New business opportunities for 
oil marketers are in sight in the Administration’s over-all 
public works program. Spending by federal, state and 
local government on hospitals, for example, may rise from 
$600 million annually to $1.5 billion. School and college 
construction is to climb from $2.6 billion to perhaps $6.7 
billion a year. These projects will need heating plants and 
fuel, plus some oil-based construction materials. And vast 
amounts of oil and gasoline will be consumed by construc- 
tion equipment. This also applies to the planned boost in 
water and sewerage spending from $1.1 billion to $3 billion 
a year. And under the Administration’s road expansion 
program, highway contractors alone would use an estimated 
$140 million a year in additional oil and gasoline supplies 
—more than double current expenditures in this field. 


Swing to Paper—A throw-away, paper-element air clean- 
er will be standard equipment on 1955 Hudsons. Stude- 
baker came so equipped last year and will be in 1955, and 
it looks as though Nash and a few others may join the 
trend before production of 1955 models is completed. Best 
market currently for this type of air filter is in cars equipped 
with oil-wetted cleaners, which reputedly are 50 to 60% 
efficient. The paper element type cleaner is said to be 
about 99% effective and needs replacement about twice a 
year for average city use, more frequently in dusty areas. 


More 2-Car Families—The next five years probably will 
see twice as many two-car families in the U.S. as there are 
now, says George Romney, president of American Motors, 
adding that the number has quadrupled since World War II 


New Car Antifreeze—Car manufacturers are watching 
with interest Chevrolet’s experiment of installing two gal. 
of glycol in all 1955 models coming off the assembly line. 
Car dealers collect the customary “extra” and are reported 
well satisfied with half the profit, for which they do no 
work. The other half goes to the factory 


Gasoline Forecast for 1965—If an American Auto- 
mobile Assn. prediction holds good, passenger cars will be 
using 45 billion gal. of gasoline in 1965—8 million more 
than 1954’s requirement. AAA predicts that 81 million 
motor vehicles, including 67 million passenger cars and 14 
million trucks and buses, will be using the highways in 
another decade. 


December, 1/954 * NATIONAL PETROLEUM NEWS 


Gasoline Probe Possibility—Washington observers ex- 
pect the antimonopoly subcommittee of the Senate Judiciary 
Committee to ask for $1 million next year for sweeping 
investigations of business that will include gasoline supplier- 
retailer relationships. Two senators on the committee 
described the target of the study as “increasing regimenta- 
tion of Main Street businessmen by monopolists through 
agency and other contracts.” 


Pushing Promotion—Suggestions that the American 
Petroleum Institute get into product promotion are increas- 
ing in number. They stem mainly from motorist confusion 
over advertising claims for new gasolines, declining motor 
oil ratios, and oil heat’s competition from gas. Asphalt 
(vs. concrete) also has its pleaders. 


Profit in Hauling—A Texas oil jobber who is making 
money hauling for his supplier is leaving consumer account 
selling to the latter. The supplier bids on and sells the 
account direct. The jobber, who believes this is the best 
arrangement for both him and his supplier, says: “I’m 
making money now On transportation charges, where if I 
had to bid myself on these accounts, I would have to price 
myself out of the market to get the business.” 


Oil Spending Outlook—Oil company expenditures in 
1955 for new plants and equipment will increase 1% over 
1954 to reach $4,290 million. A McGraw-Hill Department 
of Economics survey shows oil as the only major “non- 
manufacturing” industry anticipating a higher capital ex- 
penditure next year than this. Outlay for marketing will 
change littlke—from $374 million this year to $375 next— 
but spending for crude oil is expected to rise 7% to $3,743 
million. 


Round Cans vs. Rectangular—A large increase in oil 
company use of rectangular 1-gal. cans for house-brand 
antifreeze is causing speculation whether the round can is 
on the way out. Definitely not, say marketers sticking to 
the round can. They concede that a rectangular can takes 
22% less floor space and makes a better display at the 
service station. But round cans are stronger and can be 
stacked 18 high in the warehouse against six for rectangular. 
And marketers sell considerable antifreeze in round cans. 


For more Ahead of the News 
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Sh Ahead of the News 


Titanium Truck Tanks Next?—A transportation official 
of an East Coast major says use of titanium for truck tanks 
may be practical in “as little as five years from now.” He 
objects to the use of aluminum because of its comparatively 
low melting point. And, he adds, titanium, with a con- 
siderably higher melting point than steel, weighs only about 
half as much as steel. Use of titanium in jet airplanes, he 
says, has “expedited its metallurgy,” making early adapta- 
tion to truck manufacture a “definite possibility.” 


Strength for State Dealers—Groundwork has started 
on the molding of Illinois’ 10,000 service station operators 
into one giant Organization. The Gasoline Retailers Assn. 
of Metropolitan Chicago is backing the move in the belief 
that a strong organization can (1) promote legislation to 
cut dealer losses on evaporation, (2) control premiums and 
give-aways at service stations, (3) perhaps limit the size of 
gasoline price signs, (4) be a force in dealing with Teamster 
union demands, and (5) bring about an Illinois law like 
Michigan’s below-cost sales act, making it illegal to sell 
below an established margin. 


Sign Success Yardstick—Standard Oil Co. (Indiana) 
will measure the value of its new experimental plastic 
station signs in terms of public acceptance—rather than 
in effect on business volume. The identification signs, bear- 
ing the familiar Standard torch, have been erected at high- 
way outlets along Route 66 between St. Louis and Chicago. 
If motorists like them, the company may adopt the signs 
for a general program, even if volume doesn’t rise at the 
stations they identify. 


LP-Gas Invasion Spreading—Following successful cam- 
paigns in the Rio Grande Valley and the Panhandle, Texas, 
LP-gas sellers now are making inroads in the southern rice- 
growing area. Gasoline marketers there say they are 
beginning to lose farm accounts. One large jobber says he 
is losing four or five a month. 


“Rebate” Order Ignored—A quict death faces a ruling 
prohibiting oil truckers in Minnesota from buying their 
gasoline from oil companies for whom they haul. Jobbers 
have complained bitterly, saying that no state agency—in 
this case the Minnesota Railroad and Warehouse Com- 
mission—has the authority to keep citizens from buying 
anything from anyone they please. The commission has 
made no attempt to enforce the regulation and apparently 
would like to forget the whole matter. The commission 
issued the order originally on the ground that such pur- 
chases constitute a “rebate” of established hauling rates. 
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Jobber Field Training—Texas Oil Jobbers Assn. is study- 
ing how to carry its management institutes to the jobber in 
the field. This fall two institutes were held—at Lubbock 
and Austin. The association hopes some day to be able to 
conduct institutes in each of its 12 regions in the state. 


Easing Fire Code—Los Angeles fire prevention officials 
say they are re-writing city’s fire code to remove limitations 
on service station underground storage and permit inter- 
connection of underground tanks up to 30,000 gal. total 
capacity. Also, the requirement for 100% backing capacity 
of walls around tank farms will be modified so walls will 
have to hold only the capacity of the largest tank plus 10% 
of the aggregate. Small spill dikes will be required around 
each tank, however. Before it becomes law, the revised 
code must receive city council approval. 


Major vs. Dealer—The lease dispute between Shell Oil 
Co. and Roger Stubbs, Seattle Shell dealer, will come to 
trial Jan. 4. The case has more than usual interest because 
Stubbs is supported by the Washington Gasoline Dealers 
Assn., of which he is an officer. Shell terminated Stubb’s 
lease last spring, and is suing to force him out of the station. 
Stubbs contends Shell representatives renewed the lease 
orally. But, he says, Shell seeks to oust him because he 
declined to cut prices on orders allegedly from the company. 


Strategy in Virginia—The Richmond Oil Heat Institute 
is laying plans for a slugging advertising campaign, con- 
centrated in January and February, to combat natural gas 
Newspaper advertisements will feature updated statistics 
to reinforce the argument that oil really is economical. 


Northwest Gas Switch?— The door to Canadian natura! 
gas in the Pacific Northwest may not be closed, after all 
Recently the Federal Power Commission rejected the 
application of Westcoast Transmission Co. to supply the 
area from Canada, on the grounds that there was no inter- 
governmental agreement that would assure continued 
Canadian gas supplies. Instead, FPC gave the nod to 
Pacific Northwest Pipeline Co., which proposes to move 
gas in from the U. S. Southwest. But California interests 
want Southwest gas reserved for their area and have 
banded with supporters of Canadian gas to fight the FPC 
ruling. And the possibility is growing now that PNPC may 
not be able to meet its commitments. Also, the State 
Department and the President’s Fuels Policy committee are 
leaning towards the idea of a Canadian-U. S. gas agreement 
The jelling of these two developments would leave FPC free 
to reopen the entire Pacific Northwest gas question. @ 
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—yy petroleum indicators 


MONTHLY PETROLEUM STATISTICS 


Primary Stocks (Last Day) 
Finished and unfinished gasoline (thous. bbl.) 
Distillate fuel oil (thous. bbl.) 
Kerosine (thous. bbl.) 
Residual fuel oil (thous. bbl.) 
Crude oil—B. of M. (thous. bbl.) 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) 
Foreign crude included (thous. bbl. daily) 
% of refinery capacity operated 
Refinery Output 
Gasoline (thous. bbl. daily) 
Kerosine (thous. bbl. daily) 


Distillate fuel oil (thous. bbl. daily) 
Residual fuel oil (thous. bbl. daily) 


Crude Supply 


U. S. crude oil production (thous. bbl. daily) 
Crude oil imports (thous. bbl. daily) 


*Through Nov. 19. 
Source of Data: API Weekly Reports, except 1954, Bureau of Mines 


MONTHLY MARKET TRENDS 


Petroleum products in secondary storage (thous. bbl.) 

Exports of crude and refined products (thous. bbl.) 

Average station gasoline price, ex tax (¢ per gal.) 
**Gasoline consumption (million gal.) 

Service station permits (number) 

Passenger cars—domestic shipments (thous.) 

Trucks and buses—domestic shipments (thous.) 

Automotive replacement tire shipments (thous.) 

Replacement battery shipments (thous.) 

Oil burner shipments (thous.) 


**Excludes Missouri and Oklahoma 
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Nov.* 
1954 


147,224 
135,353 
36,155 
55,872 
269,679 


6,947 
641 
83.2 


3,377 

336 
1,574 
1,130 


6,229 
686 


Latest Month 


54,871 (Sept.) 
10,240 (Aug.) 
21.28 (Nov.) 
4,371 (Aug.) 
604 (June) 
215 (Oct.) 
49 (Oct.) 
4,546 (Aug.) 
2,725 (Sept.) 
91 (Aug.) 


NPN PRICE AVERAGES* 
Refinery /Terminal 


(¢ 


Nov.** 
1954 
11.24 
10.42 


Gasoline 
Kerosine 
Distillate 8.90 
Residual 4.06 
4 principal 

products 8.69 
Lube oil 16.30 
Crude at 

well ($ 

per bbl.) 2.81 


*Weighted average price, 
cipal markets. **Through 


19. 


Oct. 
1954 


149,603 
137,015 
38,214 
56,414 
271,930 


6,838 
634 
82.8 


3,343 

315 
1,516 
1,045 


6,170 
660 


Previous Month 


52,719 
11,516 
21.32 
4,468 
513 
293 

51 
5,429 
2,481 
65 


per gal.) 


Oct. 
1954 
11.28 
10.37 
8.87 
3.98 


8.69 
16.24 


Nov. 
1953 


12.36 


2.81 
rifi- 
Ov. 





—F7 supply and demand 


1955 Forecast: Oil Demand to Rise 4.1% 


Total domestic demand for the 
volume oil products next year is 
expected to be up 5% over cur- 
rent requirements. That’s the 
consensus of the oil company 
economists among a group of 50 1953 
authorities polled by the McGraw- 1,206,329 
Hill magazine Petroleum Proc- 114,520 
essing in its annual survey to 489,110 
find out what’s ahead for the in- eee 
dustry. This forecast is based on "40.481 
normal winter temperatures in ‘ 
1955. 

The anticipated upsurge is particu- 
larly heartening in view of the fact 
that demand this year has been less 
than 1% above 1953—a considerable 
slackening off in the rate of increase 
the industry has been experiencing for 
a number of years. 

On other points, the economists 
predict: 

e Exports of oil to fall off. Next 
year they are expected to be down 
nearly 19% compared to 1954, which 
in turn is something like 9% below 
1953. 

e Premium motor fuels are ex- 





OIL PRODUCT DEMAND 1953-1955 
(in 1000 bbl.) 


DOMESTIC 


1954* 
1,228,955 
118,260 
525,600 
643,860 
$27,425 
40,150 


1955* 
1,279,690 
121,180 
564,655 
685,835 
$42,755 
40.880 


Gasoline 

Kerosine 

Distillates 

Total Middle Distillates 
Residual Oils 

Lubes 


EXPORTS 
Gasoline 37,920 34,310 28,105 
Kerosine 7,212 5,475 4,380 
Distillates 32.269 22,995 18.615 
Total Middle Distillates 39,481 28.470 22,995 
Residual Oils 26,208 27,740 21,900 
Lubes 13,015 15,695 13,505 


OVER-ALL 

1,263,265 
123,735 
548,595 
672,330 
555,165 
55,845 
48,000 
2,594,605 


Gasoline 

Kerosine 

Distillates 

Total Middle Distillates 
Residual Oils 

Lubes 

Jet Fuels 

Total Products 


1,244,249 
121,732 
521,379 
643,111 
591,141 

53,496 
34,892 
2,566,889 


1,307,795 
125,560 
583,270 
708,830 
564,655 

54,385 
65,000 
2,700,665 


we 
SISAL A- = 
=U RANDAY 


+++ 


pected to reach octane levels in the 
range of 95-96, with the aromatic con- 
tent of the average gasoline going up 
7-8%—both the result of rapid ex- 
pansion of catalytic reforming facili- 
ties. 

Surplus refining capacity will in- 
crease to 1,375,000 bbl., some 120,- 
000 bbl. more than the present 1954 
surplus. 

What Happened in 1954—To get a 
better perspective on the 1955 outlook, 
let’s look briefly at the 1954 picture: 

U. S. refiners started their 1954 
operations with their sights on an 
estimated gain of 3.5% in domestic 
demand. They prepared for a consider- 
able loss in exports, making their total 
over-all anticipated product demand 
2.5% over 1953 actual shipments. 
They adjusted crude runs to this basis. 

But by the middle of the year, it 
became apparent that requirements 
were not living up to the earlier esti- 
mates. 

Inventories of gasoline in par- 
ticular, were becoming topheavy. 
Crude runs were cut back, and since 
late summer have been below the level 
for the same period in 1953. 

There appear to be three primary 
reasons for the slowdown: 1—The 
mild 1953-54 winter, which put a 
brake on the consumption of oil for 
heating. 2—The general decline in in- 
dustrial activity in the nation. 3—The 
12 


* 1954—8 months actual, 4 months forecast; 1955—forecast. 





accelerated decline in exports as newly 
installed refining capacity in Western 
Europe came on stream. 

Demand — Over-all demand — do- 
mestic and export—for gasoline, mid- 
dle distillates, residual fuels, jet fuels 
and lube oils is forecast at 2,700,665,- 
000 bbl. 

This will be an increase of 4.1% 
over the present estimated 1954 re- 
quirements and the largest rate of 
gain since 1951. 

This forecast is based on normal 
temperatures for the heating season 
(so far they have been above normal) 
and moderate gains in industrial ac- 
tivity. 

It allows for an even larger drop in 
oil shipments abroad because they do 
not yet show signs of having reached 
the leveling off stage. 

Over-all 1955 demand for gasoline 
is estimated at 1,307,795,000 bbl. 
3.5% larger than in 1954; middle dis- 
tillates at 708,830,000 bbl. 5.4% 
larger; residual fuels at 564,655,000 
bbl., 1.7% larger; and lubricating oils 
at 54,385,000 bbl., a small decrease 
from 1954. 

Foreign Trade—Exports of the big- 
volume products in 1955 will be about 
19% less than for the current year, it 


is forecast, reflecting the loss of mar- 
kets to the expanding refining capacity 
in Western Europe. Shipments of lu- 
bricating oils will drop from 15,695,- 
000 bbl. in 1954 to 13,500,000 bbl. in 
1955, a decline of abeut 14%. Our 
export trade in these products next 
year will be only about 3% of the 
total demand at U. S. refineries. In 
1951 it was nearly 5%. 

Total domestic demand for the vol- 
ume products and lube oils in 1955 
will be about 2,614,000,000 bbl., an 
increase of about 5% from 1954. Do- 
mestic gasoline requirements will be 
1,279,690,000 bbl., 4.1% more than 
is estimated for 1954. Middle distil- 
lates demand is forecast at 685,835,- 
000 bbl., 6.5% larger. Anticipated do- 
mestic demand for residual fuel oil is 
542,755,000 bbl., 2.9% larger than 
the estimated 1954 figure, which in 
turn showed a decline from 1953 for 
this product. Domestic lubricating oil 
requirements are forecast at around 
41,000,000 bbl., which is a gain of 
1.8% from estimated 1954 domestic 
demand. Of the 1955 requirements, 
some 23,500,000 bbl. will be automo- 
tive and aviation lubricants and 17,- 
500,000 bbl. industrial and processing 
oils, s 
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&T. the members of the oil industry as typified by the man at the pump— 


a Happy, Peaceful Christmas and increasing Prosperity in the New Year. 
From the production field to the refinery, to petroleum distribution, you 
have set high standards of service which we strive always to equal in helping 
you to serve the public pleasantly and profitably. 
With these sincere greetings we add our thanks for the many opportunities 


to serve you well. 
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Swee D. Seldom has the auto- 


motive industry seen a year bring greater 
changes or harder selling than 1954. But 
one thing hasn't changed. The industry still 


advertises most in The Saturday Evening 


Post. Year after year, the Post sweeps the 


field, leading every other weekly magazine 
in every automotive classification.* For as 


always, the Post gets to the best prospects 





of all—the people ee 


who read and buy. 
The Post gets to the 


heart of America. 















































for CONVENIENCE... makes awkward filling 


positions easy to reach 


For ECONOMY... prolongs life of gasoline hose 









Any pump nozzle equipped with the 
Buckeye No. 4101 Multi-Swivel can be rotated 
completely in all directions, thus making 
hard-to-reach filler openings easy to service. 


In fact, it is like adding a foot or two to 
the length of the hose. 


Its use eliminates kinks and twists which 
increases the life of the hose many times. 


It is lightweight and easily accessible if repair 
or standard “O” ring replacement should 

be necessary. Made in 34” and 1” sizes. Mail 
coupon for full details. 


No. 4101 





BUCKEYE IRON & BRASS WORKS, Dept. N 
Box 883, Dayton, Ohio 


Please send details on Buckeye No. 4101 Multi-Swivel. 








NAME 

ADDRESS 

ee entiiteanenseecmecnpinaenee 
STATE 
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ARCHITECTURAL PORCELAIN ENAMEL 


© FRAMELESS LOAD- A NEW CONCEPT OF CONSTRUCTION 
BEARING WALLS USING THIS VERSATILE MATERIAL 


* LOAD-SPAN DECKING AVONCRAFT Porcelain Enamel Frameless 
Load-Bearing Walls provide inner finished walls, 
* CURTAIN WALLS structural ribs and insulation space. 
Load-Span Decking provides high safety factor 
over long unsupported areas, smooth ceilings 

and insulated roof. Curtain Walls are engineered 
for flexibility of architectural design. 

Avoncraft products are tailor-made for the 
construction of frameless buildings such as Service 
Stations, Motels, Schools, Single-story commercial 
buildings, Freight and Bus Stations, and 
maintenance-free industrial buildings of all kinds. 





iia ati ale Noakes vet | 





A DIVISION OF AVONDALE MARINE WAYS, INC. 
P. 0. BOX 1030 NEW ORLEANS 8, U.S.A. 


Avondale Marine Ways, Inc. is a name famous throughout the Industrial South. Avon- 
craft, their newest division, joins a trio of industries composed of Main Yard (Avondale, 
La.) —Harvey “Quick Repair Plant” (Harvey, La.)—and Service Foundry (N. O., La.) 




















Write today | Learn how AVONCRAFT can fill your specific requirements better! 
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Du Pont announces... 





NEW TYPE lube oil additives 





Starting with new engines, a representative number of taxicabs were tested in 50,000 miles of 
low-duty service (with oil-drain periods at 4500 to 5000 miles) to determine the effectiveness of 
Du Pont Lube Oil Additive 564. Typical results are indicated by the two sets of photographs above. 

Notice the difference in sludge on the oil screen and timing gear cover on the left as compared 
to the clean appearance of the corresponding parts at the right. Those on the left were operated 
on a representative heavy-duty motor oil (for service MS and DG). The cleanliness of those on the 
right resulted from the use of the same base oil to which only DuPont Lube Oil Additive 564 
vlus an antioxidant had been added. 


ee polymeric additives offer solution 
to your low-duty sludge problems 


A new solution to engine oil sludge prob- 
lems, particularly those caused by low- 
power, low-temperature, and other low- 
duty driving conditions is now possible. 
This is especially significant in helping 
promote your product to the mass passen- 
ger car market, and is also of interest to 
the operators of urban fleets—taxis, buses 
and delivery services. 

The solution of sludge problems is 
available through the use of new poly- 
meric lube oil additives by Du Pont. Be- 
ing outstanding detergents and viscosity- 
index improvers, these double-action ad- 
ditives are exceptionally effective under 
stop-and-go driving conditions. They are 
especially effective in retarding sludge for- 
mation on all engine parts in contact with 
lubricating oil. As a result, Du Pont Poly- 


meric Lube Oil Additives help maintain 
good engine lubrication and extend the 
useful life of your customers’ engines. 
Leave No Deposit 

Polymeric lube oil additives, being ash- 
less detergents, permit more efficient op- 
eration of the engine oil system. Oil 
screens and filters are kept clean and free 
from sludge. The resulting free flow of 
oil through the engine keeps it in better 
operating condition. 

Cost Less Than Other Detergents 
DuPont Polymeric Lube Oil Additives 
are effective in low concentrations. And, 
when used in multi-graded oils, result in 
substantial savings since these new addi- 
tives are both detergents and V.I. im- 
provers. They are supplied in two molecu- 


Petroleum 


lar weights—Lube Oil Additive 564 (for- 
merly PL-164A) and Lube Oil Additive 
565 (formerly PL-164). 

Commercial quantities of both addi- 
tives are now available. For testing their 
effectiveness in your own engine oils, 
why not send for your samples now? Any 
of our regional offices listed below will 
help you. 


*16.u, 5,PaT ore 
Better Things for Better Living 
. « « through Chemistry 


Chemicals 


a eee ee ee ee ee ee ee ee 


NEW YORK, N. Y.—1270 Ave. of the Americas... Phone COlumbus 5-2342 


Regional CHICAGO, ILL.—8 So. Michigan Ave........... Phone RAndolph 6-8630 
E. 1. DU PONT DE NEMOURS & COMPANY (INC.) re TULSA, OKLA.-1811 Sc. Soltimere Avo Phone Toles 5.5578 
Petroleum Chemicals Division * Wilmington 98, Delaware fices: HOUSTON, TEXAS—705 Bank of Commerce Bidg.... Phone Blackstone 1151 


LOS ANGELES, CALIF.—612 So. Flower St .. Phone MAdison 5-1691 


IN CANADA: Du Pont Company of Canada Limited—Petroleum Chemicals Division, 80 Richmond St. W., Toronto 1, Ont 
OTHER COUNTRIES: Petroleum Chemicals Export—Nemours Building, 6539 Wilmington 98, Delawore 
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“powerful profit producer” 
say Skelly dealers about: 


Dynamic combination for a car — the new Skelly Supreme Gasoline — the guar- 
anteed new gasoline for modern motors—and Skelly Supreme Motor Oil— the 
5-years-ahead motor oil that others are just now copying! 


Dynamic combination for sales—this new Skelly promotion combining two 
unequalled products, merchandising and advertising them widely all over Skelly- 
land, sending hundreds of new customers in to Skelly stations. 


Thousands of Skelly dealers are happy. Why not find out how the Skelly 
Franchise can help your business? 


SKELLY TELLS ‘EM! 


e On Network Radio 

e In Leading Farm Papers 

e On Big-impact TV 

e In Big-Space Newspaper Ads 


DEALER SELLS ‘EM! 


SKELLY > the franchise with a future 


SKELLY OIL COMPANY ~ Marketing Headquarters: Kansas 
Crty, Missouri + Division Offices: Kansas City + Chicago « St. 
Paul + Omaha Cedar Rapids+ Tulsa + Wichita +» Denver + Dallas 
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One man drives it. . . One man “unloads a. 
speeds up to 56 mph_ in 3 seconds — 


You are invited to a free showing of 


“Over-the-Load 
Materials Handling” 


a 25-minute sound movie starring the ROSS CARRIER 








You can revolutionize your handling operations! You can move 
materials faster, farther, at less cost, and this new movie shows 
you how to do it. As in the above pictures from the film, you'll see 
the Ross Carrier handling pineapples, whiskey barrels, lumber 
packages, heat exchangers, cotton bales, steel tube—for aggres- 
sive, cost-conscious companies which have discovered the unique 
advantages of over-the-load handling. If you are sincerely inter- 
ested in knowing what’s new in materials handling, you won’t 
miss this free movie. It’s available on a loan basis—simply send 
the coupon to reserve your showing. We’ll mail the film to you— 
your only cost is return postage. 


‘ 
m ROSS CARRIER DIVISION 
C {q RK CLARK EQUIPMENT 
EQUIPMENT bean 


Benton Harbor 89, Mich. 


Send “Over-the-Load” movie for showing on 
(give 2 choices): 


Dates 1) 


Name 





ra... 





Address___ 





ae | 
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Gives 
maximum 
accessibility 
to undercar parts 
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ae 
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up stha 18“! 
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Brings hard-to-reach parts ‘‘out in the open’’.. . safely 


Automatic transmissions, intricate wheel suspensions and 
frameless bodies are no problem for the Rotary Frame 


Pick-Up Lift. It’s designed to give maximum undercar 


accessibility for fastest, most profitable service, lubrication, 
repairs and brake work. And with Rotary’s rubber pick-up 


pads gripping the frame securely you always work in safety. 


Adapters needed for only 2% of all 

cars—furnished as standard equipment 

Fixed rubber pads eliminate need for adapters on SRS? WEEE GrONTRS 
98% of all cars. Simple, easy to use adapters fur- 

nished as standard equipment. Wheel grooves for 

accurate front-wheel spotting, and efficient non- 

rotator are also included as standard equipment. 


Inexpensive to buy . . . to install... 

to maintain 

The initial cost of the Rotary Frame Pick-Up Lift 

compares with other standard single-jack lifts. 

Installation is the same and maintenance is negli- 

gible. But there’s extra value . . . longtime economy 
. in the design, engineering and manufacture of 

the famous Rotary jack and superstructure. 


ROTARY, the original manufacturer of hydraulic 
auto lifts... and still the leader 


ie 


Safety-grip rubber pick-up pads 


a g>lealo me od (ol Gl Ol om Mas 














ROCKWELL 
(ROTOCYCLE 


METERS 


NO BRAKES On Lines 


Operating Principle 


Measured By This Exclusive 


= Follow the Rotocycle Through a ‘‘Flo-Ward” Cycle 


Ve S —maamaaite 
O 


4 Sane 
As < tty 


f ff: Vihbdds? te 
A 4, “e, 


1% 


yh 
7 he “ “ty 


FILL FASTER ® USE SMALLER ELECTRIC MOTORS @ SAVE CURRENT 


You'll break that bottleneck, excessive pressure 
loss, when you install Rockwell Rotocycle meters 
on your loading rack and terminals. That’s be- 
cause the Rotor in this design revolves freely with 
the flowing stream. To eliminate friction the 
Rotor shaft turns on double, stainless steel ball 
bearings—always in the “flo-ward” direction, 
like an electrical motor. A liquid capillary seal 
eliminates the need for pressure absorbing metal- 
to-metal contacts. 


ROCKWELL MANUFACTURING 


Atlanta 
Philadelphia 


Boston Dallas 


San Francisco 


Chicago 
Pittsburgh 


Houston 
Seattle Tulsa 


Free-running Rotocycles can bring you several 
important savings. You can use smaller, lower 
current-consuming motors on your pumps. You'll 
gain from the absence of wear that affects meter 
accuracy and causes expensive and troublesome 
maintenance. Get full facts today—write for 
bulletins. 


YOU CAN RELY ON ROCKWELL 


COMPANY pirrtssurGu 8, PA, 


New York 
In Canada: Peacock Brothers Limited 


Kansas City, Mo. Los Angeles 
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This announcement is neither an offer to sell nor a solicitation of an offer to buy any 
of these Debentures. The offer is made only by the Prospectus. 


$100,000,000 
Continental Oil Company 


Thirty Year Sinking Fund 3% Debentures 


Dated November 1, 1954 Due November 1, 1984 
+ + 


Interest payable May 1 and November 1 in New York City. 


Price 101'4% and Accrued Interest 


Copies of the Prospectus may be obtained from only such of the under- 
signed as may legally offer these Debentures in compliance 


with the securities laws of the respective States. 


MORGAN STANLEY & CO. 


BLYTH & CO., INC. THE FIRST BOSTON CORPORATION GOLDMAN, SACHS & CO. 


HARRIMAN RIPLEY & CO. KIDDER, PEABODY & CO. 


Incorporated 


LAZARD FRERES & CO. 


LEHMAN BROTHERS SMITH, BARNEY & CO. F.S. SMITHERS & CO. 


STONE & WEBSTER SECURITIES CORPORATION UNION SECURITIES CORPORATION 


WHITE, WELD & CO. DREXEL & CO. SALOMON BROS. & HUTZLER 


October 28, 1954. 
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Autocar 


COST RECORD BOOK 


ANNUAL 
EDITION 


READY 





GD GD GS I SS a ae ea a awe ene anen eas anes 
Autocar Division of The White Motor Company, Exton, Pa. 
Please send me a free copy of the 


Autocar Cost Record Book for 1955 


Nan ve. 








Company 





Street Address. 





City. County aR 
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The Autocar Cost Record Book is a tradition 
among Autocar users. For the past thirty-two 
years, Autocar has made this book available to 
operators of heavy-duty trucks. The Cost Record 
Book has been continually edited and revised to 
keep pace with changing methods in accounting 
and in truck operating. It provides a simple and 
accurate system for keeping a record of operating 
costs for each vehicle in a fleet, and for comparing 
costs, one with another, month by month. 

The thirty - third edition of this book is now 
available. A copy can be obtained by mailing in 
the coupon below. Our object in publishing it is 
not entirely altruistic, for it usually serves to re- 
veal to the operator the outstanding economy of 
his Autocars. 





AUTOCAR TRUCKS 


AUTOCAR DIVISION OF THE WHITE MOTOR COMPANY 
EXTON, PA. 
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| September 22, 1954 
pisTarsuTORs 
yevon on co. OF CALF Mr. Haines Finnell 
a Eastern Territory Manager 
yarn Union 0i1 Company of California 
onnasts Union oil Building 
Sean WUeeS Los Angeles ye California 
TRANS. FLUIDS 
| Dear Haines: 
| Royal Triton has done it again! I have just 
gone over our August sales report in detail 
| and Royal Triton continues to show 4 sizable 
gain. 


I believe that the superiority of Royal Triton 
is the prime reason for our steady increase 

in sales and profits. Once 4 customer tries 
Royal Triton, he is completely convinced that 
it is the only oil for him. The repeat orders 
we are receiving from car dealers and service 
stations indicate how well recognized this 
“purple oil" has become in our area. 


We sincerely believe that Union oil's Royal 
Triton advertising in THE SATURDAY EVENING POST, 
COLLIER'S, LOOK, NEWSWEEK and SPORTS ILLUSTRATED 
is helping a lot. This type of quality advertis- 
ing serves as a door opener to many new accounts 
for our Royal Triton salesmen. 


Our hat is off to Royal Triton and to the Union 
Oil Company, ~ a combination that spells increased 
sales and profits. 


Yours very sincerely. 
| JENKIN VUERIN, INC 
| ’ / 
th 
William C. Kohl 


vice-president 
wCK : mbc 





" ..the superiori 
iority of Royal Triton 


is the pri 
ime 
reason for our steady incre 
ase..." 


The success whi 
ich Mr. Kohl h 
products th as enjoyed in sell ; ; 
means ee the greater St. Louis er ia ew oe 
Oil, Unoba a 4 fi increased demand for Roval ‘iso by no 
nd Red Line Greases, etc., has Pa Y er 
: itated a rapid 





UNION OIL COMPANY 


expansion 
of our Eastern Territory sales organizati OF CALIFORNIA 
. ization. Your i 
" o- 


quiry concerni . Los Angeles: U 
in : nion Oil 
g available franchises in your area is invi 1612 Bonkers Bldg. + Ni Bidg. * New York: 45 Rockefeller Plaza * Chi 
ea is invited. lew Orleans: 644 Notional Bank of Co a 
mmerce Bidg 


Decembe Atlenta: 40] A 
r, 1954 * NATIONAL PETROLEUM lanto Notional Bldg. * Kansas City, Mo.: 92 
NEWS , Mo.: 921 Rialto Bid 
9- 
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at oi! men's fingertips 


In 1955 National Petroleum News will present, for the first time in 
the oil industry, a comprehensive Statistical and Reference Yearbook 
of Oil and TBA* Marketing. This new Yearbook will be published in 
May asanextra, or thirteenth, issue of the monthly National Petroleum 
News, and will be sent at no extra charge to all NPN subscribers. It will 
give them factual answers to many of the myriad questions that con- 
front oil marketing men in their daily work. 

Why an Oil Marketing Yearbook? Because NPN editors see a 
tremendous need for it in their own daily work. Readers constantly ask 
for the kind of information the Yearbook will contain. By answering 
questions frequently encountered in everyday operations, the Yearbook 
will prove a valuable reference work for every oil marketing man. A 
glance at the contents sample shows why—much of this information is 
now found only in widely scattered forms, and some of it is not pub- 
lished elsewhere at all. 

What It Is. The Statistical and Reference Yearbook of Oil and TBA 
Marketing will contain basic data on the marketing division of the 
petroleum industry, plus much of the information previously presented 
in the NPN annual TBA Directory and Buyers’ Guide. The Yearbook 
will be easy to read and easy to use, with tables in big type, ample charts 
and graphs, and plenty of functional color. Tables will be tightly edited 
so readers won't have to swim through a sea of figures to find the infor- 
mation they want. Statistics will be presented on an annual basis, with 
data from previous years to show trends. 

What It Will Contain. Some Yearbook features are given at the right. 
More information will be included as surveys uncover detailedl reader 
needs and preferences. 

Who Will Use It. Everyone who needs detailed, factual information 
on oil marketing—or on tire, battery and accessory distribution—will 
turn to the new Yearbook as a valuable source of facts. This includes 
executives and operations men in production . .. sales... economics . . . 
transportation—throughout the entire petroleum industry. 

If you sell equipment or supplies to oil marketers—if you sell tires. 
batteries, or accessories through oil marketers—this big new marketing 
Yearbook will keep your sales story at oil men’s fingertips. Distribution 
to NPN subscribers gives year ‘round coverage of your prime prospects. 
The cost is low, the value high. Be sure to provide for it in your 1955 
budget. Consult your National Petroleum News representative for 
full details. 


*TBA: Tires, Batteries and Accessories. 
e $4 
i hae 


a = National 








Some Yearbook Features 


TBA manufacturer and supplier personnel. 

Oil company marketing personnel. 

Oil company marketing territories. 

Oil company dealer and TBA programs. 

TBA sales at service stations. 

Car breakdowns. 

Battery date codes. 

Antifreeze sales data. 

TBA ratios. 

Replacement tire and battery shipments. 

Index to important TBA articles published 
in NPN. 

Production and consumption of all oil 
wroducts handled by marketers: Gaso- 
ine, distillate, kerosine, residual, motor 
oil, LP-gas. 

Motor oil ratios; oil exports and imports. 

Highlights of Canadian statistics. 

Trends affecting supply; passenger car, 
truck and bus registrations and produc- 
tion; oil burner shipments. 

Station permits and number of stations by 
states. 

Directory of all U. S. refineries, showing 
capacity, products and location. 

Maps of U. S. refineries, product pipe 
lines, crude lines, terminals, under- 
ground LP-gas storage; crude produe- 
tion by states. 

Index to NPN reprints available. 

Jobber cost-profit survey. 

Octane ratings. 

Directory of state jobber associations, 
with officers and addresses of secretaries. 

Toll read statistics. 

Gasoline taxes by states. 

Degree day totals by cities 

Equipment jobber directory. 
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OPENING NEW 
HORIZONS IN 
ACCURACY! 


Now tank farms and refineries can maintain at least 100% greater 
accuracy with the new Gilbarco Electronic Tank Gauge. No other tank 
gauge today offers all these advantages for liquid measurement: 


* Accurate to 1/16 of an inch. * Can be used in any type of low 


* Exterior Installation and main- pressure tank. 
tenance, without taking tank out of 


. * Can be supplied with automatic 
service. 


switches and an instrument to indi- 
* Not affected by variations in cate the average temperature of the 
specific gravity or viscosity. product. 


* Remote reading equipment available for accurately 
transmitting temperature and liquid level data. 


A truly Electronic Tank 
Gauge — actually measures 
electronically, not with a 
float! 























For assured accuracy... get all the facts on the 
new Gilbarco Electronic Tank Gauge today! 





GILBERT & BARKER MANUFACTURING CO. 
West Springfield, Mass. 


Please send us complete information on 
the Gilbarco Electronic Tank Gauge. 


NAME __ peementaeiah 





COMPANY 





West Springtield, Mass. 
Toronto, Canada 


ADDRESS 
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You'll be surprised at the 
feats Bosco" Service Jack 
can perform. Its compact 
chassis and practical light 
weight make it the easiest- 
to-handle, simplest-to- 
maneuver jack on wheels! 
“Bosco” features a heavy 
steel frame; unbreakable, 
malleable iron lifting arm; 
and a durable, metal- 
covered pump. These plus- 
value construction 
advancements give 
“Bosco” the strength and 
stamina of much bigger 
jacks, without the extra 
bulk and chassis length 
that hinders and slows 
down service work. 





Can you imagine an 
honest-to-goodness 
service jack like this 
costing just $61? Once 
you use a “Bosco”, 
you'll see why we call it 
the 1%-ton Service Jack 
that performs like a 
bigger one...in ‘most 
everything but pricel 


weighs only 68 lbs! 


obhnis IS the baby i. é LIFTING 


HEIGHT 


With this handy saddle elevator* 
“Bosco” raises the load 21” 


that makes servicing a eee 
easier $0€édlep 


small extra 
cost, 


1% ton 
service 
eae Jack 
neo AUTO SPECIALTIES MFG. CO., ST. JOSEPH, MICHIGAN * FOUNDED 1908 
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An over-all night view of the modern refinery facilities built 
by Procon for Ingram Oil and Refining Co. of Meraux, La. 


Included in the offsite construction work completed by Procon were dock 
lines from the storage area of the refinery to the Mississippi River. 
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Another Modern Refinery 
Built by PROCON 


A completely modern refinery—built by Procon—is now 
producing high-quality petroleum products for 
Ingram Oil and Refining Co. at Meraux, La. 


Here is another example of how Procon is serving the 
petroleum refining industry with its planned process 
construction . . . process construction that is planned so that 
every requirement will be successfully and economically fulfilled. 


Procon’s job at the Ingram plant was to install modern refining 
units, along with the necessary auxiliary facilities. The project was 
started by dismantling existing equipment. Then a 10,000 B/SD 
crude topping unit, a 4,000 B/SD UOP Fluid Catalytic Cracker, 
gas concentration, polymerization, and vacuum units were installed. 


In addition to the process units, a considerable amount of offsite 
construction was completed by Procon, including buildings, 
steam generation, water supply and disposal systems, 

loading racks, and dock lines. 


The same careful planning that resulted in Ingram’s new and 
modern refinery is available to everyone when they choose Procon. 
And no matter what the scope of the project may be, construction 
by Procon means a job well-planned . . . and well-completed. 


PROCESS CONSTRUCTION 
1111 AT. PROSPECT ROAD, DES PLAINES, ILLINOIS, U.S.A. 
PROCON (CANADA) LIMITED 
40 ADVANCE ROAD 

Pie TORONTO 18, ONTARIO 
PROCON (GREAT BRITAIN) LIMITED 


112 STRAND, LONDON, W.C. 2 


The polymerization plant is an integral part of the refining 
facilities built by Procon. Immediately adjacent to these 
columns will be found the gas concentration plant. 


The vacuum unit tower rises in the background. To the right of the tower The UOP Fivid Catalytic Cracking unit as seen from a portion of the large 
can be seen the vacuum heater, and in the foreground, the ‘cat’’ cracker. tank form at the new and modern refinery of Ingram Oil and Refining Co. 
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CHEMICAL FOR TEWITE BUTYRATE USED FOR NEW PLASTIC PIPE 


MOTOR OIL AND GASOLINE (ADDITIVES) 


For new customers...and 
bigger sales...specify 


34 successful years of leadership in serving industry 


Here’s why more and more industries in the 
paint, chemical and surface coating fields 
rely on Enjay. They know Enjay supplies 
a complete line of uniform, high quality 
petroleum chemicals, and assists in develop- 
ing new or improved products through 


chemistry ...the products that win new cus- 
tomers and bigger sales. 

For proved product results plus expert 
technical assistance, make it your business 
to specify Enjay. 

ENJAY COMPANY, INC. © 15 West Sist St., New York 19, N.Y. 


VARNISH, SHELLAC AND PAINT 


of high quality 
petroleum chemicals 
PETROLEUM 


PARANOX 
PARATONE 
PARAFLOW 
PARAPOID 
PARADYNE 
PARATAC 
PETROHOL 
Methyl Ethy! Ketone 
Dewaxing Aid 
Ethyl! Ether 
Isopropyl! Ether 
Reference Fuels 


SURFACE COATING 


PETROHOL 91 
"ROHOL 95 
TROHOL 99 


Secondary Buty! Alcohol 
Secondary Butyl Acetate 
Isopropyl! Acetate 
\cetone 

Methy! Ethyl! Ketone 
Diecyclopentadiene 

Ethyl Ether 

Isopropy! Ether 
Naphthenic Acids 
Iso-Octy! Alcohol 

Decy! Alcohol 
Denatured Ethyl Alcohol 


CHEMICAL 


PETROHOL 91 
PETROHOL 95 
PETROHOL 99 
JAYSOL 

Iso-Octyl Alcohol 
Decy!l Alcohol 
Denatured Ethy! Aleohol 
Tridecy! Alcohol 
Dicyclopentadiene 
Isoprene 

Butadiene 

Ethyl Ether 
Isopropy! Ethe: 
Tetrapropylene 
Tripropylene 
Aromatic Tars 
Benzene 

Acetone 

Methyl! Ethyl Ketone 
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—¥j editorially speaking 


December, 


Give the Jobbers Their Inning. . . 


ROM just about everyone’s standpoint, the 

most encouraging development yet in the fight 
against federal control of natural gas production 
is the way in which state oil jobber associations 
are calling upon Congress to wipe away the threat 
posed by the Supreme Court's Phillips case de- 
cision. 

It’s a healthy development for several reasons. 
But most of all because of one rather simple thing: 

The fact that in most of the great consuming 
areas of the country jobber groups are about the 
only organized medium through which our indus- 
try can ever hope to make known to the public, 
with any degree of acceptance, the great dangers 
inherent in this regulatory situation. 

That makes the Independent oil jobber the one 
really big plus factor on the industry’s side in this 
fight. The oil (and gas) producer can pass resolu- 
tions and warn of the danger of federal control 
from now until doomsday. But he'll be mostly 
talking to himself or to his immediate, like-minded 
friends. Unfortunately, his circle of influence 
doesn’t include the ultimate consumer. His simply 
isn’t a voice that will be listened to. He has little 
hope of being heard amid the clamor that will be 
raised by many politicians and all of the left-wing 
economic planners as this issue moves toward a 
showdown. The clamor will rise on the false argu- 
ment that federal regulation is the sure-fire guar- 
antee of adequate supplies of natural gas at low 
prices. 

Of course the oil jobber has his own personal, 
even selfish, reason for entering this fight. The 
peculiarly fortunate thing, though, is that in the 
long run his interest works out to being about the 
same as that of Mr. Average Homeowner. And it 
matters not whether he burns oil or gas. The 
h»meowner wants heat for a reasonable price; the 
jobber wants to continue in the fuel oil business. 
In many areas, however, the jobber already is hard 
put to survive in the face of natural gas competi- 
tion—and he may be pushed completely out of 
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the picture before the inevitable consequences of 
the Phillips case decision begin to be felt by the 
consumer: less gas at higher prices. 

All too frequently in the past, the producing 
segment has tended to belittle or ignore the views 
and aims of the Independent oil marketer in mat- 
ters which, to the jobber, have seemed as much 
his legitimate concern as that of anyone else in 
the industry. 

That’s why the controversy over natural gas 
regulation, which finds them on the same side of 
the fence, should be welcomed by the producer as 
an Opportunity, at long last, to recognize the job- 
ber as a valuable ally and a stalwart force for 
general industry betterment. 

Jobbers are becoming better organized right 
along. There have been more new state associa- 
tions formed in the past couple of years than in 
any comparable recent period. The old, estab- 
lished associations are strengthening their member- 
ship rolls. And, through the National Oil Jobbers 
Council, jobbers speak today with a voice that is 
more united than at any time in history. 

What is more, it’s an influential voice. Poten- 
tially, it is the most influential voice. Of all the 
voices which this industry now uses, it alone 
speaks the grass-roots language best understood 
by politicians and voters alike in areas where the 
industry urgently needs to win support. Not only 
in this fight but in others that are surely coming 
down the road. 

So let the industry in general, and the producing 
segment in particular, welcome and make fullest 
use of the contribution being made by these state 
jobber associations toward a proper settlement of 
the present controversy. 

And then, when that’s over, let everyone have 
the good sense to encourage the oil jobber to 
believe he’s wanted on the all-industry team, by 
not promptly giving him a kick in the seat of his 
pants for seeming to get his neck out of joint on 
some other issue. a 
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EXTRA SKID PROTECTION 


NEW CONCEPT IN TREAD DESIGN 


HERE’S A TUBELESS TIRE 
WITH ALL THE “BUGS” REMOVED 


HE tubeless tire is still a new 

product to most tire companies. 
But Hood offers you a puncture- 
sealing tubeless tire with all of the 
“bugs” eliminated! It’s the Hood 
Safety-Seal “400”—backed by over 12 
years of research and development 
by the inventors of the tubeless tire. 


Hood, with the Safety-Seal “400”, 
offers you the benefits of this manu- 
facturing experience, plus the addi- 
tional advantages of more than six 
years of tubeless tire sales and service 
experience. 


WHAT ARE THESE BENEFITS? 


FIRST, Hood gives you a tubeless tire 
so perfected in design and construc- 
tion that its satisfied users become your 
best salesmen. Your dealers can offer 
their customers a tire with all four of 
the ‘most wanted” features—blowout 
protection, puncture protection, 
skid protection and extra mileage. 
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SECOND, Hood gives you a tire you 
can sell with confidence—a tire that 
won't give you a lot of “headaches”. 
The Safety-Seal “400” is backed by a 
well-established service program 
based on experience. Your dealers 
will have fewer complaints . . . fewer 
adjustments. 


THIRD, Hood gives you a tire you can 
sell at a good profit. The Safety-Seal 
“400” is being used as a quality 
“leader” to build traffic and stimulate 
sales. When your dealers can sell a 
self-sealing tubeless tire for /ess than 
the price of a regular tire with safety 
tube, they’ve got an exciting propo- 
sition for any genuine tire prospect. 


INVESTIGATE THE HOOD 
FRANCHISE 


The Safety-Seal “400” is just one of 
the bonus features of the Hood Fran- 
chise. Hood supplies petroleum 
marketers with a complete line of more 


NATIONAL 


than 190 different sizes and types of 
tires. All are backed by aggressive lo- 
cal and national area advertising. 


In addition, Hood provides out- 
standing selling helps and training 
materials including motion pictures, 
slide films, demonstration kits, sea- 
sonaldisplay services, literature, direct 
mail, etc. 


Hood’s protected territory fran- 
chise gives you the opportunity to 
compete profitably against anyone. For 
complete facts, write Dept. NH-12, 
Hood Rubber Co., a Division of The 
B. F. Goodrich Co., Akron, Ohio. 








PETROLEUM NEWS * December, 1954 











iy Industry News 


AP! MARKETING DIVISION REPORTS 


National 
Petroleum 
News 


- 
— 


JOBBER ADVISORY COMMITTEE hears Dwight Benton, Indiana Standard marketing vice president, suggest confer- 


This month jobbers probably will decide 
whether to follow through with their plan 
to seek relief in Washington from the prob- 
lem of commercial-account price-cutting. 

The situation was brought almost to a 
head by developments at two separate meet- 
ings last month. First, a decision to call on 
the federal government was adopted by 
the National Oil Jobbers Council at the an- 
nual meeting in Chicago. 

Then the jobber leaders stayed on for a meeting 
of the American Petroleum Institute Advisory 
Committee, composed jointly of representatives of 
major company suppliers and jobbers. At that 
meeting, the jobbers notified the suppliers of the 
NOJC decision. 

An appeal from supplier representatives caused 
NOIC leaders to defer the request for government 
relief. 

Major company representatives urged the job- 
bers to thrash out the problem of commercial- 
account price-cutting with individual suppliers 
instead of placing blame for the condition on all 
the suppliers as a group. 

If the situation doesn’t show signs of improving, 
here’s what Otis Ellis, NOJC counsel, will do: 
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Jobbers Demand Commercial Accounts Relief 


Aroused jobbers bring committee to its feet with threat to seek relief 
from government 








What Marketing Division Did 

e Started wheels turning for revision of 
jobber leases. 

e Approved programs for training driver- 
salesmen and building dealer prestige. 

e Moved ahead on establishing jobber 
management courses. 

e Approved formation of API toll road 
study group. 





First—Consult with the Federal Trade Commis- 
sion, the Department of Justice and the Congress 
“toward the end of exploring the possibilities of 
obtaining relief from this destructive type of com- 
petition.” 

Second—Following these consultations, “to in- 
itiate such action as is deemed necessary to protect 
the principle of preserving competition and, in 
particular, to protect the interest of Independent 
jobbers and retailers of gasoline.” 

The integrated companies “have turned a deaf 
ear to the pleas” to halt price-cutting on accounts 
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the NOJC charged. As a result, the 
Independents “have exhausted every 
legal means of attempting to reconcile 
this problem within the industry with- 
out resorting to seeking relief from 
appropriate commissions, courts or the 
Congress.” 

Having decided on that step, the 
jobbers wound up their meeting. But 
their leaders stayed on for the API. 
Toward the end of a routine session, 
the commercial-account price-cutting 
was thrown into the open. 

C. H. Arnold, Fargo, N. Dak. job- 
ber, declared that jobbers can’t under- 
stand how it is economically possible 
for a supplying company to sell com- 
mercial accounts at less than it sells to 
jobbers. He said he would like to have 
it explained. 

Sam Wilkes of Hartford, Conn., 
said that a new competitive practice 
was developing in the East with re- 
ports of suppliers offering “substantial 
cash inducements” to dealers to sign 
five-year contracts. This is another 
type of competition that, if it became 
widespread, would be ruinous to job- 
bers, Wilkes contended. 

Russell Williams of Indianapolis ob- 
served that jobbers are baffled again 
when they see majors paying 8¢ per 
gal. for the privilege of doing business 
on toll roads. 

Suppliers Hear It—Ellis then an- 
nounced to the mixed jobber-supplier 
group that he had the “distasteful 
task” of going to Congress, the FTC 
and Justice Department to say that the 
commercial account situation is be- 
coming more aggravated. He had ex- 
plained that NOJC’s policy always has 
been to settle its own problems within 
the industry. He noted, for example, 
that the NOJC was supporting the 
general industry position that the Fed- 
eral Power Commission should not 
have the authority to control the price 
of natural gas at the wellhead, as 
established by the U. S. Supreme 
Court in the recent Phillips’ case de- 
cision. 


But, said Ellis, the jobbers are so 
up in arms that they feel their only 
recourse is to go to Washington. 

Up rose tall, urbane Robert Scholl, 
Esso Standard general counsel, who 
serves with Ellis as co-counsel of the 
Jobber Advisory Committee. The 
problem developed because of intense 
competition within the industry, he 
said. The same is true with competi- 
tion on turnpikes. 

“I don’t blame you for complain- 
ing,” Scholl said, “but I don’t think 
that a group like this, within the law, 
can do anything about it.” 

Think Twice—His suggestion: “I 
think you should think before going to 
Washington. You get in that door, and 
it’s hard to get out. Government regu- 
lations On major companies are going 
to affect you fellows, too.” 

“You ought to try to settle with 
your Own suppliers, not in a group like 
this. What you try to do to the sup- 
plier, you do to yourself, too. 

“T plead with you to consider this.” 

Ellis emphasized that the mass of 
jobbers have no feeling of “retaliation” 
against suppliers in deciding to confer 
with Washington officials. Jobbers re- 
spect the efforts of majors to keep 
their commercial account business, he 
said, and their primary goal is “the 
guy who pulled the first thread.” In an 
NOJC spot survey, Ellis reported, it 
was found that if one company 


changed its marketing practices “this 
situation would be relieved 75%.” 

“The competition is already gone 
insofar as preserving it for the jobber,” 
Ellis said. “They are drowning men 
who are reaching for straws.” 

John H. White of Charleston, S. C., 
newly elected chairman of NOJC, sug- 
gested that strides toward solving the 
problem could be taken if the market- 
ing vice presidents of major companies 
would “take a look into their channels 
of communication from the field.” 

“I suspect,” White said, “that in 
many cases, they would find the need 
for unscrambling the final messages. 
I am appealing for extreme care to be 
taken to insure the accuracy of infor- 
mation being transmitted from the 
field or district offices, especially when 
it concerns the economical aspect of 
our segment. 

“I feel that when the field repre- 
sentatives are permitted to put into 
effect policies that can disrupt or 
throw into a tailspin the orderly struc- 
ture of marketing, then I feel that 
maybe the real responsibility accrues 
not to the field representative but to 
the policy making heads.” 

Nobody’s Taking Sides — Harry J. 
Kennedy, marketing vice president for 
Continental Oil Co., cautioned jobber 
members of the committee that it 
would be a mistake to think that sup- 
pliers were arrayed on One side of the 
table against jobber representatives. 

“There is just as much disagreement 
among suppliers as there is between 
jobbers and suppliers,” Kennedy said. 
“Conoco has been just as exasperated 
as the jobbers at some of these things. 
But there isn’t much we can do about 
it. We are in a competitive world, a 
competitive business. 

“Please do not assume that the sup- 
pliers are all ‘agin’ you. When we lose 
a commercial account, or one of our 
jobbers loses one, we get mad about it. 
I’m competitive, too. You poke me in 
the eye, and I'll poke you right back. 

“Let’s don’t do something just be- 
cause we’re mad at somebody,” Ken- 





nedy cautioned. “Don’t shoot at the 
whole bunch of suppliers. Shoot at the 
guy who is guilty.” 

Talks Can Help—Then Dwight F. 
Benton, marketing vice president of 
Indiana Standard, rose to suggest that 
NOJC could accomplish more by 
across-the-table conferences with the 
suppliers who were guilty of bad mar- 
keting practices. In this way, jobbers 
could extend “Consult Your Supplier 
Month” one step further, and it would 
be a “real challenge” to NOJC. 

He agreed that “many of these fla- 
grant marketing practices must be 
corrected” but contended that “I don’t 


think the solution is in Washington.” 

Benton paid tribute to most Mid- 
west jobbers as being excellent mar- 
keters and a stabilizing influence but 
also noted that “some jobbers are 
guilty of very, very bad marketing 
practices.” 

“I suggest to NOJC,” said Benton, 
“that they could accomplish something 
by getting buyer and seller together 
and frankly discussing the problem. 
Why don’t you make an issue of it be- 
tween the jobber and the supplier who 
might be responsible. I think you can 
get someplace.” a 


ROBERT SCHOLL — Government curbs on majors 
will hurt jobbers, too 


> he 
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Lease ‘Escape Clause’ Proposed 


A step toward helping to solve 
the problem of long-term jobber 
financing for expansion of 
marketing facilities was taken by 
a subcommittee headed by Mare 
F. Braeckel of Sinclair. 

The subcommittee agreed unani- 
mously to recommend that supplying 
companies give consideration to pro- 
viding an “escape clause” in the leases 
they endorse to enable jobbers to ar- 
range financing. 

Because of time limitations, how- 
ever, the subcommittee recommenda- 
tion was not brought before the Job- 
ber Advisory Committee, which must 
pass upon any report before it is pre- 
sented to the Division of Marketing. 

Indications were that the recom- 
mendation of the Braeckel committee 
would be brought before the mid-year 
meeting of the marketing division in 
St. Louis next spring. 

Jobbers argue that inclusion of the 
“escape clause” in lease arrangements 
is of utmost importance to them. With- 
out it, they contend, they lose their 
independence of operation because 
they are tied down to a long-term lease 
on properties financed by the supplier, 
even though the obligation might be 
paid off years in advance of the lease’s 
expiration date. 

Jobbers have said they would be 


able to retain their feeling of inde- 
pendence if they had assurance that 
the lease would be terminated once 
the debt was paid off. Inclusion of an 
escape clause would provide this as- 
surance. 

The Task Ahead—Facing marketers 
as they assembled for their group ses- 
sion in the huge grand ballroom of 
the Conrad Hilton Hotel was a big 
sign, blazoned in bright red letters, 
proclaiming that “Never Was Market- 
ing More Important.” 

It was with this theme in mind that 
the Division of Marketing approved a 
long list of committee recommenda- 
tions designed to upgrade marketers 
and marketing methods during the 
ensuing year. 
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Iwo of these new projects were de- 
veloped by the Personnel Training 
Committee, headed by E. J. McClana- 
han of California Standard, which al- 
ready has a long record of achieve- 
ment in providing practical services to 
marketers. 

Harry J. Kennedy, marketing vice 
president of Continental Oil, paid 
tribute to McClanahan by declaring 
that “you have done more for the API 
marketing division (through the com- 
mittece’s work) than any otker person 
in marketing.” 

Training and Prestige — McClana- 
han, who is retiring as committee 
chairman, outlined these new projects: 

1. A program of training for driver 
salesmen—tank truck drivers. Included 
would be training in customer rela- 
tions, selling, courtesy of the road, 
preventive maintenance, good driving 
and safety, and related subjects. 

2. A program to “build the prestige 
of the dealer.” This project would 
concern itself with the dealer's rela- 
tionships with the public, his supplier 
and the industry as a whole, rather 
than his functional activities. It would 
stress his particular obligations to the 
community in which he operates. 

Jobber Management — Two other 
projects are in the process of develop- 
ment, McClanahan reported. One of 
these is the establishment of manage- 
ment courses on “Jobber Develop- 
ment,” similar to the ones held during 
the past year in Texas, Connecticut, 
Georgia and Wisconsin. 

L. T. White of Cities Service, vice 
chairman of the committee, was named 
counselor for jobber organizations to 
assist in setting up the institutes. He 
will be assisted by R. F. Chase of the 
committee’s training council, who will 
investigate the facilities that organiza- 
tions and universities have set up for 
management training in human rela- 
tions, and determine how best they 
may be used. 

[he second project being developed 
for vocational schools. It is being 
is a Course On service station operation 
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drafted by the University of Texas and 
will be ready for review of the com- 
mittee next year. 

Consignee Problems—The market- 
ing division also approved several rec- 
ommendations of the new Commission 
Wholesale Marketers Advisory Com- 
mittee, headed by Frank A. Watts of 
Humble. 

One of the committee suggestions 
was that marketing companies be en- 
couraged to open channels of com- 
munications, both ways, between top 
management and their commission 
representatives. 

Further, the report said, the mar- 
keting companies should consider 
designating one month each year as 
“Commission Wholesaler Month,” 
during which top executives would 
hold open forum meetings with com- 
mission marketers or visit agents in 
their home communities. 

The idea for a “Commission Whole- 
saler Month” developed from the 
“Consult Your Supplier Month” estab- 
lished by the National Oil Jobbers 
Council in 1953 and repeated last 
May. The suggestion that commission 
agents adopt the plan came from 
James Doss of The Texas Co., who 
told the committee: 

“I've never seen a problem that 
couldn’t be solved by intelligent people 
sitting across the conference table. The 
jobbers accomplished a lot by their 
program. It did a lot of good for us 
and a lot of good for the jobbers.” 

Action on Stations—Another busy 
committee was the service station ad- 
visory group headed by C. Z. Hard- 
wick of Ohio Oil. It studied a variety 
of topics including the effect of toll 
roads on marketing, long-term leases 
for qualified dealers, and a voluntary 
code of ethics for oil marketers. 

The marketing division approved a 
recommendation of the Hardwick 
committee that an “appropriate group” 
in the API be established to give fur- 
ther study to the toll road problem, 
particularly as to the effect of toll 
roads upon petroleum marketing, and 
whether the API should change its 
present policies on toll roads. 

“It is suggested that such study in- 
clude, but not be limited to, the effect 
of such toll road facilities upon the 
following: state gasoline tax rates, 
obsolescence of existing service sta- 
tions, the influence upon new investors 
in service station facilities.” 

J. G. (Doc) Jordan of Shell was 
chosen as chairman of the marketing 
division, succeeding R. M. Bartlett of 
Gulf. Stanton K. Smith of Smith Oil 
& Refining Co., was named vice chair- 
man and Howard G. Vesper, Standard 
Oil of California, is secretary. 
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J.G. Jordan Knows Oil Jobbers 


New chairman of the Marketing 
Division of American Petroleum In- 
stitute is J. G. Jordan, Shell Oil’s vice 
president for marketing. From his first 
job as station supervisor in Decatur, 
[ll., through a succession of sales posts 
in Cleveland and San Francisco, his 
career has a solid oil marketing back- 
ground. 

A frequent speaker before state oil 
jobber associations, Jordan brings to 
the Marketing Division an interest in 
and grasp of jobber problems. He be- 
lieves that oil jobbers in general do 
not realize how much their individuai 
businesses have grown. In the past 15 
years business units in all lines, oil 
jobbers included, have expanded far 
beyond their former size, along with 
our expanding economy and popula- 
tion, Jordan observes. 

“Fifteen years from now these al- 
ready big enterprises will be even big- 
ger,” he says. As heads of big busi- 
ness, jobbers acquire new responsibili- 
ties, in Jordan’s opinion. Employes, 
dealers and the supplying oil compa- 
nies have come to expect continuity 
in jobber enterprises. 

“The oil jobber needs to ask him- 
self now if he is in business for the 
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long or short haul,” says Jordan. “If 
for the short haul, with the intention 
of selling out, he may be digging the 
grave for all jobbers. Because he now 
has a big business, who has the money 
to buy him out?” asks Jordan. 

The oil jobber thus has an obliga- 
tion to preserve the balance among all 
segments of the industry. 





What's Ahead for Lubricants 


Oil marketers and refiners may have 
their operations remodeled in the fore- 
seeable future by changing lubrica- 
tion markets. 

Paul V. Keyser, domestic marketing 
manager for Socony-Vacuum Oil Co., 
paints this picture: 

Markets are being changed by .. . 

@ The growing trend to automation 
in the industrial field. 

®@ Increasing demand for better and 
more versatile lubricants. 

®@ A shift to synthetic lubricants in 
some fields to replace oil lubricants. 

@ Declining demand for bright 
stocks in motor oils. 

@ Shrinkage of the total automotive 
lubricants market. 

Here is what the oil industry must 
do to meet those changes... 

@ Expand research to produce 
better and more versatile lubricants. 

@ Hire more engineer-trained sales- 
men to co-ordinate product and ap- 
plication. 

@ Find other uses for the growing 
surplus of bright stocks. 

™@ Seek closer co-operation with the 
automotive industry toward mutually 


agreeable lubrication recommenda- 
tions to increase demand for automo- 
tive lubricants and benefit the motorist. 

Keyser addressed the API Lubrica- 
tion Committee at the American Pe- 
troleum Institute’s annual convention. 

He told the group that the elimina- 
tion of bright stock from engine oils 
cuts the amount of deposits built up in 
new cars and eliminates some of those 
already in old cars. It also reduces 
knock requirement by about three 
octane numbers and minimizes pre- 
ignition and wild ping. 

He said any reduction in octane re- 
quirement achieved through lube oil 
is equivalent to the same reduction in 
fuel octane requirement. 

With the new premium motor oils, 
Keyser said, oil change and make-up 
recommendations have become com- 
petitive selling points with auto mak- 
ers. One example of this is the length- 
ening of oil drain periods where higher 
quality products are used. “It seems 
to me longer oil drains defeat the pur- 
pose of our product improvements and 
we should continue to impress our rec- 
ommendations on car owners.” e 
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KEEN INTEREST in work of National Oil Jobbers Council shows in faces of these delegates to annual convention in Chicago 
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Stronger NOJC Maps 1955 Campaign 


The National Oil Jobbers Council, under the guidance of John H. 
White of Charleston, S.C., enters a vital new phase of its services to 
Independent marketers on January 1. 

As the new year starts, NOJC, fortified with an increased budget, 


wil expand the facilities of its 
Washington office to supplement 
the activities of Otis H. Ellis, its 
general counsel. 

White, vice chairman for four 
years, became chairman of NOJC 
at its annual meeting in Chicago 
last month, succeeding Roy J. 
Thompson of Chicago. 

Ellis, supported by an NOJC budget 
almost double that of recent years, 
will continue to head up the council’s 
operations in Washington. 

But serving with him, under the 
expanded program, will be a paid sec- 
retary whose principal duties will be 
the assembling and correlation of 
statistical information concerning mar- 
keting operations. 

The council’s new budget totals 
$50,000. Under a new _ schedule 


adopted at the Chicago meeting, $28,- 
790 of that amount will come from 
regular dues of member associations. 
The remainder will be raised by addi- 
tional “voluntary” contributions from 
the state associations. 

More than $10,000 of this amount 
was pledged at Chicago and antici- 
pated contributions from associations 
that were not then able to commit 
themselves assures that the $50,000 
goal will be reached. 

First on the Program—Ellis and the 
new secretary—when he is selected 
enter the new year with two important 
mandates from the council. 

e NOJC strongly supported the 
general industry position that the Fed- 
eral Power Commission should not 
have authority to control the price of 
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NOJC Highlights 

Here are some of the “top 
priority” plans NOJC has laid 
for the coming year: 

e Expansion of its Washing- 
ton office, including the hiring 
of a paid secretary. 

e Opposition to the Supreme 
Court decision in the Phillips 
natural gas case. 

e A campaign against “raid- 
ing” of commercial accounts by 
suppliers. 

e Opposition to “end-use” 
controls on fuels. 

e A new request for market- 
ing profit and loss statements 
from majors. 

e A study of jobber contracts 
by the NOJC Marketing Com- 
mittee. 
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natural gas at the well, as established 
by the U. S. Supreme Court in the 
recent Phillips case decision. 

e It again denounced the “continu- 
ing discriminatory and cutthroat price 
practices” of supplying companies in 
sales of gasoline to commercial. con- 
sumers. 

The council opposed the principle 
of the Phillips case ruling as an “undue 
invasion of states’ rights by the fed- 
eral government.” It denounced the 
decision particularly as an “unjustified 
expansion of the scope of federal regu- 
latory agencies over private business.” 

NOJC’s Washington office was in- 
structed to support legislation that 
would exempt producers and intra- 
state gatherers of natural gas from pro- 
visions of the Natural Gas Act and 
from authority of the Federal Power 
Commission. 

Rap at Majors— NOJC declared 
that the integrated companies “have 
turned a deaf ear to the pleas” to halt 
price cutting on commercial accounts. 
As a result, Independents “have ex- 
hausted every legal means of attempt- 
ing to reconcile this problem within 
the industry without resorting to seek- 
ing relief from appropriate commis- 
sions, courts, or the Congress.” 

Going a step further in the natural 
gas battle, NOJC contended that “the 
relative Btu cost of gas and crude oil 
at the well are greatly out of propor- 
tion” and concurred in the recent state- 
ment by Gen. Ernest O. Thompson of 
the Texas Railroad Commission that 
“Btu costs of gas be increased to a 
level more comparable with crude oil.” 

The council also recommended that 
Ellis make legal studies and recom- 
mendations “for combatting fictitious 
claims of convenience and necessity 
made by gas pipe line companies in 
support of applications for construc- 
tion or extension of their lines.” 

End-Use Fight — Ellis and the 
Washington office also were instructed 
to Oppose any attempt to impose end- 
use controls on fuels, as proposed by 
the coal industry. 

No industry, said NOJC, “should be 
given preferential competitive position 
through government action to the 
detriment and economic disadvantage 
of competitive industries.” 

There is no question but that the 
coal industry is suffering from eco- 
nomic difficulties, the council said, but 
its troubles “are attributable to a 
failure . . . to keep up with the progress 
of competitive industries.” 

Back OIC Expansion—Concerning 
the Oil Industry Information Com- 
mittee, NOJC applauded the $60,000 
appropriation grass roots OIIC proj- 
ects in 1955, as compared with $42,- 
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000 this year, but commented that 
“there is still a long way to go. 

“We not only believe in a budget 
of at least double this size, but we 
also believe that it should not be lim- 
ited to special purposes but assigned 
to the OIIC district manager for use 
in accordance with the best judgment 
of his committee.” 

The jobber also suggested that the 
OIC co-operate in highway «safety 
programs and encourage the wider use 
of the lucky folder program to enlist 





CLINT K. ELLIOT 
Clint K. Elliot of Elliot Oil 
Co., Pine Bluff, Ark., has been 
named new vice chairman of 
NOJC. 


Other NOJC Officers 

New district directors and 
vice directors of the National 
Oil Jobbers Council are: 

District 1 — Larry Setzer, 
Pennsylvania; Sam Wilkes, Con- 
necticut. 

District 2—William G. Wil- 
lard, Jr., South Carolina; W. B. 
Hood, Georgia. 

District 3—Francis Schuster, 
Indiana; M. G. Schermerhorn, 
Illinois. 

District 4—Fred Stokes, Ken- 
tucky; Tom Strong, Alabama. 

District 5—Myles Hall, Min- 
nesota; M. J. Knight, Wyoming. 

District 6—Leslie Neal and 
Hugh Dreyer, Texas. 

District 7—J. Parks Gwalt- 
ney, North Carolina; Gilbert 
Campbell, Virginia. 

District 8—Fred Evans, Ne- 
braska; R. B. Ritter, Iowa. 

District 9—Bruce Cook, Ar- 
kansas; R. G. Johnson, Arkan- 
sas. 











wider dealer participation. 

Major oil companies were asked— 
for the second time in three years— 
to issue profit and loss statements for 
their marketing departments, as well 
as for production, refining and trans- 
portation. 

Contract Question—As a result of 
Ellis’ regular report to the council, its 
Marketing Committee is beginning a 
study of jobber contracts. 

Ellis suggested that NOJC eventu- 
ally might draft a model form of an 
“equitable” jobber contract because 
many jobbers feel they have no con- 
tract in the true sense of the word. 

He suggested that NOJC take the 
recommendations of various jobbers as 
to changes and additions which should 
be made in contracts. Then a model 
contract could be drawn for those 
jobbers who wished to use it. 

Ellis emphasized that in no way did 
he mean to suggest that NOJC should 
“attempt to cram a uniform contract 
down the throats of jobbers and the 
various supplying companies. 

“In brief,” Ellis said, “the council 
can provide a service to jobbers... . 
without incurring the improper accu- 
sation that it was attempting to coerce 
the supplying segment.” g 


New Oil Magazine 


McGraw-Hill Publishing Co. will 
begin publication in July of the first 
weekly oil magazine to cover news 
in all branches of the industry— 
production, refining, transportation 
and marketing. The name: Petrole- 
um Week. 

Planned after more than a year’s 
research among oil men, the maga- 
zine will present news of top signifi- 
cance, written in terms that are 
clear to oil men in all segments of 
the industry. It will thus provide 
cross-communication among oil 
specialists and between specialists 
and general management. 

A new writing and layout tech- 
nique — variable-speed reading — 
will allow the reader to scan articles 
for main points first, and then read 
for details. 

Initial distribution will be about 
20,000 copies, with conversion to 
paid circulation to follow as 
rapidly as feasible. More details 
on Petroleum Week are on pages 
124-127. 

The new magazine in no way 
affects NATIONAL PETROLEUM 
News, which will continue its 
monthly coverage of oil marketing 
news. 
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John White, new NOJC chair- 
man, injected a big-company at- 
titude in Hewitt Oil Co., Charles- 
ton, S. C. A similar approach to 
Council affairs can be expected 





New NOJC Head: Smart, Busy and 36 


“It’s a big sacrifice for Johnny, tak- 
ing this job of NOJC chairman just as 
he is getting into his own business. | 
wouldn’t take that NOJC job if it paid 
$25,000 a year.” 

That's Batson 
Founder of the 
Charleston, S. C., Hewitt recently 
passed controlling interest in the 
Hewitt Oil Co. to his protege, John 
White, who was named chairman of 
the National Oil Jobbers Council last 
month. 

Not only does the NOJC chairman- 
ship pay nothing, but the chairman 
digs into his own bank account while 
serving Office. It was estimated that 
Roy Thompson, retiring chairman, 
spent $7,000 to $8,000 out of his own 
pocket during the past year, in addi- 
tion to the scores of hours attending 
meetings from coast to coast. 

At 36, John H. White has 10 years 
of sound experience in oil jobbing be- 
hind him and nearly as many years in 
jobber association activities. 

He got into the business by chance. 
In the early 1940s, Hewitt Oil Co. 
business began outgrowing the small 
operation that Batson Hewitt had 
created. He asked his certified public 
accountant to find someone to do the 
bookkeeping for him. Two years later, 
the CPA called and reported, “I have 
just the man for you.” 

Enter John White—A handsome, 
earnest, black-haired young man pre- 
sented himself. 

Not long after, he informed Hewitt 
that he had a suggestion for improv- 
ing the operation. “You need more 
people in this operation,” he told the 
boss, describing what they should do. 

“I thought he was plain crazy,” 
Hewitt recalls, “but he talked me into 
it. Even with the additional men, we 


Hewitt talking. 
Hewitt Oil Co., 
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never made less money than before. 
And business has beem increasing ever 
since.” 

White injected a big-company ap- 
proach into the business. He depart- 
mentalized the Hewitt Oil Co., carving 
out new positions and functions. 
“Sometimes I thought we were going 
to get topheavy with personnel,” said 
Hewitt. “But they were kept busy.” 

Every Saturday, White conducts a 
meeting of department heads, in the 
same spirit of a big company. In- 
cluded are the operations manager, 
the head salesman, the office manager, 
the truck foreman and the secretary. 

The same big-company approach 
can be expected when he takes the 
helm at NOJC. 

A Doer—White has a marked abil- 
ity to get things done. “You mention 
an idea to him and then forget it,” 
said Hewitt. “The next thing you 
know, that idea has been turned into 
an’ accomplishment. 

John White is a rare combination of 
executive, accountant and salesman. 

Being promotion-minded, he is 
spurred by his enthusiasm into new 
projects. 


Motivation 

White has 11 different projects un 
der way or ready to be acted on. In 
the past seven years, the Hewitt com- 
pany has always had at least one serv- 
ice station under construction all the 
time. In the’ past five years, the com- 
pany has built more service stations 
in its area than all the other compa- 
nies, Hewitt said. 

With his new stations, he has lured 
‘operators away from major-company 
outlets. 

“When you go out and take opera- 
tors away from the majors, you have 


PETROLEUM NEWS 


got to be a salesman,” comments Bat- 
son Hewitt. “Those men change from 
a major brand to take on (Hewitt Oil's) 
Crown, and that name was not known 
in the Charleston area up to a couple 
of years ago.” 

The Majors—Although White is a 
non-major jobber, he has a reputation 
for being unbiased about the majors 


Background 


White, a self-made man, was born 
in Maxton, N. C., one of four sons of 
William H. and Alma White. 

He studied accounting and law, 
started working in 1934 for American 
Bakeries, Inc., Florence, S. C., and 
held several accounting jobs before 
going to Hewitt. 

His rapid rise at Hewitt Oil is re 
flected in this chronological data: 
1944, accountant; 1946, secretary- 
treasurer; 1947, vice president and 
general manager and elected to board 
of directors; 1953, president. 

White affects the intensity of an 
earnest businessman, tempered by his 
extreme courtesy, in the Southern tra- 
dition. Conservative in dress, he looks 
as though he just stepped out of a 
haberdashery. 

John White married Jane Hanlon in 
1941 and has three daughters. The 
Whites live in the suburb of Moreland, 
across the Ashley River from Charles- 
ton. He belongs to the Charleston 
Country Club and the Carolina Yacht 
Club. 





To see how John White operates 


Hewitt Oil Co., turn this page 





STATIONS now under construction .. . 


White acquires 
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In a new 10-county area (color)... 


1955 Goal Set for Hewitt Oil: 15% Gain 


The hottest jobber in South Carolina is in the midst of a far-seeing 
expansion program that he expects will hike his present 12 million- 
gal. gasoline volume by 15% in 1955. 

He is John H. White, president and board chairman of Hewitt Oil 








HEWITT OUTLETS honor all tourist credit 
cards as a customer convenience 
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Marketing Co. in Charleston, 
who has just been elected chair- 
man of the National Oil Jobbers 
Council—literally leader of all 
the nation’s jobbers. 

White has set his sights on: 

e Expansion of Hewitt’s 18-county 
marketing territory to include 10 
more counties. 

e Construction of 20 new service 
stations. 

e Creation of a sub-jobber distribu- 
tion system within the Hewitt jobber- 
ship. 

e Elimination of TBA as a jobber 
item. Encouragement for dealers to 
set up their own TBA supply sources. 

e An extensive credit card system 
for its own stations. 

e Gradual elimination of industrial 
oil accounts. 


HIS PHILOSOPHY 


White makes it sound easy, but his 
big test is ahead. This fall he acquired 


NATIONAL 


524%2% of the Hewitt Oil Marketing 
Co. stock. So he has the task of mak- 
ing a go of his own company that, 
psychologically, is different from run- 
ning someone else’s firm. With that 
will be the added burden of the NOJC 
chairmanship, nearly a fulltime job in 
itself. 

White believes the jobber must 
make his own future, that he must 
help himself and not look to the sup- 
plier to carry him. 

He also believes the Independent 
marketer deserves a place in oil mar- 
keting only so long as he renders a 
useful service to the public and to 
the supplier, and can deliver a reason- 
able profit to himself and his supplier. 

The jobber also must watch the 
tomorrows and be ready to adopt new 
methods and ideas necessary to cope 
with them, he declares. 

But his philosophies and planning 
ahead had a bearing on his company’s 
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control of his company, sparks expansion program 





will look like this—efficient and eye-catching to draw the tourist trade 


operating policies long before he took 
over as president and chairman of the 
board. 


THE NEW BEGINNING 


In June, 1952, Hewitt signed a 
long-term contract to market Crown 
Central Petroleum Corp. products in 
18 South Carolina counties. A big 
factor in working out the contract 
hinged on Hewitt’s willingness and 
ability to expand its marketing facili- 
ties. 

As a top executive, White played 
an important role in_ establishing 
Hewitt in its 18-county marketing 
territory. In the two years since sign- 
ing with Crown 24 service stations 
have been acquired, 11 of them new 
and built by Hewitt with its own 
funds. 

Three sub-jobbers and one con- 
signee have been set up to market 
Crown products through Hewitt Oil. 

Then, last March Coastal Termi- 
nals, of Charleston, purchased Hewitt 
Oil Terminals. Batson Hewitt, with 
40% stock in both terminals, became 
their general manager and president. 

In June Hewitt Oil was reorganized 
as Hewitt Oil Marketing Co. Then in 
September White acquired controlling 
interest in the company, with Hewitt 
keeping 4742 % of the stock. 


Marketing Territory — Currently 
Hewitt markets in 18 of 47 South 
Carolina counties, covering the south- 
ern half of the state. 

White is expanding that to embrace 
10 more counties. 

This will bring the Crown brand 
into every county in the state along 
U.S. Rt. 1 and south of that line. 

The expansion will require working 
capital. He says the company’s expan- 
sion budget for 1955 is about $250,- 
000. 

In two years under the new set-up, 
Hewitt’s volume has grown enough to 
utilize all of one Hewitt Oil Terminal. 
In addition, the marketing company’s 
three sub-jobbers are drawing prod- 
ucts from other Hewitt Terminals. 

Now Hewitt Oil is building nine 
stations that it plans to lease to dealers, 
although one or two may be operated 
directly by the company. Plans call 
for construction of all outlets to start 
before the end of 1954. 

Because Hewitt operates in an area 
with heavy tourist trade, its stations 
have been designed with an eye toward 
attracting transient business. The sta- 
tions are mostly two-bay buildings, 
white with blue trim, and featuring a 
6-ft. canopy across the front and 
down one side. Signs are orange with 
white letters. White says the station 
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cost an average of $22,000, including 
land. 

Though the stations have done their 
job in bringing in tourists, White says 
it is the top-notch service and cleanli- 
ness that is bringing the customers 
back. 


MARKETING METHODS 


Hewitt currently owns or has under 
long-term lease 14 stations. The com- 
pany operates two stations directly 
one in Summerville and one in Wal- 
terboro. 

In expanding its station operations, 
Hewitt usually builds its first station 
in the county seat. Usually the county 
seat in these South Carolina counties 
is the hub of activities, and often is 
the largest town in the county. Thus, 
the Crown name and Hewitt service 
are exposed to more potential cus- 
tomers. 

Credit Cards—Hewitt Oil Market- 
ing has set up its own credit card 
plan. Under this plan all Crown sta- 
tions supplied by Hewitt accept all 
tourist credit cards. Hewitt carries 
these non-company credit accounts, 
not the dealer. The dealer is not 
charged anything on credit card trans- 
actions with tourists. 

When the tourist credit charge is 
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turned into the Hewitt office in 
Charleston, a form letter, along with 
a bill, is sent to the home office of 
the company that issued the card. 

White reports that since January, 
1953, when Hewitt stations began ac- 
cepting all credit cards, the company 
has lost only $50. 

He says the tourist credit card plan 
pays off. Several stations report re- 
peat visits from numerous Florida- 
bound or nothern-bound motorists. 

When it comes to local customers, 
Hewitt stations do not honor all credit 
cards. The reason: Hewitt has its own 
credit card plan and stations are en- 
couraged to push that rather than ac- 
cept other cards. 

However, dealers may honor any 
credit cards they want to, but are 
responsible for collection and stand 
any losses incurred. 

TBA—Hewitt has stopped handling 
TBA for its stations. White says that 
as a jobber he has found the profit on 
TBA doesn’t warrant the inventory 
investment necessary to meet all sta- 
tion demands. 

As a result, Hewitt encourages all 
its dealers to make their own arrange- 
ments with TBA _ suppliers. White 
says this direct tie-in with TBA manu- 
facturers gives the station operator a 
better profit. The operator gets not 
only his normal profit but also gains 
the margin Hewitt would have taken. 

White says each station is encour- 
aged to carry a full stock of TBA. 
He also says that as a part of an over- 
all plan to provide the best service 
possible at stations, careful study is 
being made now of a service station 
training program. He feels this is an 
important part of the over-all expan- 
sion plans of the company. 

Sub-Jobbers—White believes that a 
jobber or sub-distributor functions 
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better locally than can a direct opera- 
tion. 

Already Hewitt has set up three 
sub-jobbers and one commission agent. 
Each sub-jobber is actually a jobber, 
earning the normal margin. He owns 
his own bulk plant, trucks and prod- 
uct and makes his own investments. 

The commission agent furnishes 
only the labor and his own truck. 

White says, “We definitely intend 
to establish other sub-distributors and 
commission agents in our marketing 
territory. In fact, we are working on 
two good prospects now for sub-dis- 
tributors.” 

Industrial Accounts—White says he 
has found that most of Hewitt’s in- 
dustrial accounts have not been worth 
the small profit involved. So, by and 
large, industrial oil accounts are not 
solicited. 

However, White said he will take 
On a gasoline or heavy fuel oil indus- 
trial account if he can also be assured 
of about 1,200 gal. of gasoline busi- 
ness per month from the account. 

He explained that the expense of 
handling industrial accounts is too 
great for his operation to show a 
profit. Such accounts usually require 
a specialized man to service the 
accounts, an inventory of specialized 
products, etc. 

Officers — Under the new set-up, 
officers of Hewitt Oil Marketing Co. 
are: 

White, president and chairman of 
the board. 

Neal A. Fairfax, vice president, in 
charge of accounting. 

B. S. Wilson, vice 
charge of sales. 

L. K. Fowler, vice president in 
charge of plant and engineering op- 
erations. 

Ethel Braswell, secretary. co 
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Gasoline Octanes Rising, 
Du Pont Survey Shows 


Octane ratings are going up on gaso- 
lines—both premium and regular— 
being sold in U. S. cities, according to 
Du Pont’s October motor gasoline 
survey. 

The study, made by Du Pont’s Pe- 
troleum Chemicals Division, shows 
research ratings in samplings in 50 
cities—44 in the U. S. and six in 
Canada. 

The average octane rating of premi- 
um gasoline was up in 33 cities, un- 
changed in 5 and down in 12, in com- 
parison with the July survey. Average 
rating for regular-grade gasoline in- 
creased in 37 cities, remained the same 
in 3, and was down in 10. 

The Du Pont studies are made four 
times a year, the next being due in 
January. 

Highest Rating — Three cities — 
Dallas, Fort Worth and Little Rock— 
have the highest average octane—95.3 
—for premium fuel. In 44 other cities 
premium averaging between 90 and 
95 octane was being sold. In three 
cities, the octane averaged between 
85 and 90. In the July survey, no city 
offered gasoline in the above-95 oc- 
tane range, 46 sold in the 90-95 octane 
range and four cities sold in the 85-90 
octane range. 

For regular-grade gasoline, the sur- 
vey found the highest average octane 
—90.3—being sold in Philadelphia. 
Regular between 85-90 octane was be- 
ing sold in 27 other cities. 

The summary shows the average oc- 
tane rates in various cities for the July 
and October surveys. 


City Premium Regular 

Oct. July Oct. July 
Atlanta 94.6 94.5 86.5 86.3 
Boston 94.8 94.4 89.8 89.3 
Calgary, Alta. 88.7* 88.7* 82.9 82.3 
Chicago 92.2 92.4 85.0 84.7 
Dallas/Fort Worth 95.3 94.6 86.3 85.9 
Denver 90.4 89.9 83.1 82.7 
Edmonton, Alta. 89.4 89.8 83.5 83.8 
Great Falls 92.6 91.6 84.7 84.2 
Indianapolis 93.5 92.2 84.6 84.3 
Jacksonville 94.9 944 89.0 88.0 
Kansas City, Mo. 92.1 91.9 84.6 84.4 
Los Angeles . 93.3 92.7 844 83.9 
Louisville 94.2 93.9 86.4 86.6 
Memphis 94.7 94.3 86.6 86.1 
Minneapolis 92.2 92.2 84.7 84.6 
Montreal, Que. 92.1 92.5 87.7 87.9 
Nashville 94.4 948 86.7 86.4 
New York 94.5 94.0 89.3 88.7 
Omaha 91.7 92.0 84.4 84,3 
Philadelphia 94.7 94.5 90.3 89.4 
Pittsburgh 94.6 94.3 89.8 88.9 
Salt Lake City 89.8 89.6 81.8* 81.3* 
Seattle 93.5 92.0 849 83.5 
Spokane 92.8 92.2 85.1 84.4 
Toronto, Ont. 92.6 92.6 87.8 88.2 
Tulsa 92.0 92.2 84.7 84.5 
Wichita 91.6 912 840 84.1 
* Lowest in survey 
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® Shareholders of W. H. Barber Co., 
Minneapolis, are slated to vote this 
month on Pure Oil Co.’s proposal to 
buy the company. Barber has exten- 
sive oil product distribution in Michi- 
gan, Indiana, Illinois, and North and 
South Dakota—with 830,000 bbl. stor- 
age on the Mississippi and Illinois 
Rivers. 

SIGNIFICANCE: Pure’s supply-marketing 
position in the upper central states would 
be greatly strengthened by the purchase, 
since Pure recently acquired Globe Oil & 
Refining Co.’s 30,000-b/d refinery at 
Lemont, Ill. 


@ Herman Fowler, a government ca- 
reer employe who spent 18 years in oil 
marketing, has been named small busi- 
ness representative for Armed Services 
Petroleum Purchasing Agency. Before 
starting government work 12 years 
ago, Fowler was an oil salesman in 
New York State, and still owns a 
station. 

SIGNIFICANCE: Small oil companies will 
have a better chance to sell to the mili- 
tary, since it is Fowler’s assignment to 
help them in such sales. 


@ Two courses for service station op- 
erators are being sponsored by the Re- 
tail Gasoline Dealers Assn. of Michi- 
gan—in Dearborn and in Kalamazoo, 
Mich. The courses cover all phases of 
station operation. 

SIGNIFICANCE: The two pilot courses are 
the start of what the association hopes to 
make a statewide program to upgrade 
dealers. 


@ Truck performance tests by Riss & 
Co. on the New York State Thruway 
and on parallel Route 5 show “marked 
improvements in running times, and 
gasoline consumption” for trucks using 
the Thruway. Riss operates 500 truck 
tractors and 1,400 trailers in 22 states, 
from Kansas City headquarters. 
SIGNIFICANCE: The company’s trucks will 
use the Thruway whenever possible. 


@ Du Pont and Ethyl Corp. last 
month cut prices for their tetraethyl 
lead antiknock compounds. Prices of 
Du Pont’s Motor Mix dropped about 
1¢ to 36.7¢ per Ib., while Ethyl’s 
Motor Mix dropped about 1.6¢ to 
59.69¢. 

SIGNIFICANCE: This is the third TEL cut 
for Ethyl this year, and the second for 
Du Pont. 
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B® National Congress of Petroleum 
Retailers is surveying more than 2,000 
station Operators in 30 states to deter- 
mine operating costs and profits. Re- 
sults will be known in January. 
SIGNIFICANCE: The retailer congress 
hopes to arm itself with statistics to 
support its policies and future legal argu- 
ments before Congress. 


® Southern California Air Pollution 
Foundation has proposed a study of 
“alternate fuels” for motor vehicles as 
a stop-gap measure to control smog. 
Tests have shown vehicle exhaust an 
important cause of smog. 
SIGNIFICANCE: Unleaded gasoline, an al- 
cohol-gasoline blend, or LP-gas may 
eventually be recommended for vehicles 
in the smog area. 


@ Gasoline marketing in New Jersey 
is being investigated by the Depart- 
ment of Justice and the state Motor 
Fuels Tax Bureau. Retailers are being 
asked about dealer association tactics 
and supplier practices. 

SIGNIFICANCE: The investigations could 
lead to government intervention in New 
Jersey’s five-year price war. 


® Arkansas Fuel Oil Corp. has opened 
a new South Carolina marketing divi- 
sion office in Columbia, and has 
created a new North Carolina division, 
with office in Charlotte. The two states 
were formerly under the single Caro- 
lina division. 

SIGNIFICANCE: Arkansas Fuel notes “a 
tremendous influx of business organiza- 
tions in the Carolinas” and wants to be 
“a part of this future growth.” 


@ Canadian prairie oil production 
may not top 265,000 b/d in the last 
quarter of this year—falling short of a 
forecast 300,000 b/d rate. Failure to 
find enough crude markets has led to 
consolidation of small producers and 
several mergers between producers 
and refiners. Disappointing to produc- 
ers was General Petroleum’s decision 
to buy only 11,500 b/d of Alberta 
crude for its new Ferndale, Wash., re- 
finery. 

SIGNIFICANCE: Oil men are saying Ca- 
nadian crude won't find adequate mar- 
kets without a lower price. 
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® Development of the St. Lawrence 
Seaway will greatly increase ship oil 
bunkering at Great Lakes ports, ac- 
cording to George Weiss, director of 
Great Lakes Overseas Freight Confer- 
ences. He estimates that when a 27-ft 
draft is available to Lake Michigan, 
ships up to 8,000 tons will dock at 
Chicago at the rate of 200-300 a 
month—with more than half taking on 
full bunkers. 

SIGNIFICANCE: Midwest oil 
supplying heavy fuel 
greatly. 


companies 
should benefit 


@ A series of ads stressing pride in 
good driving has been mailed in 
brochure form to leading oil execu- 
tives by American Petroleum Institute 
The ads play up driving skill, instead 
of trying to scare or humiliate drivers. 
SIGNIFICANCE: The program is aimed at 
better driving—rather than less driving — 
by oil customers. 


® Fairchild Engine & Airplane Corp. 
has employed a former military sci- 
entist, Col. Harry Hardsog, to do more 
research on a revolutionary process to 
increase the usable power of oil and 
coal 8,000 times—by atomic excita- 
tion. 

SIGNIFICANCE: If the process is successful, 
it could find application in such heavy 
fuel users as locomotives, ships, and sta- 
tionary power plants. 


@ A new industry information pro- 
gram has been started to tell the public 
the facts about the adequate develop- 
ment of natural gas and oil resources. 
Doing the job is the newly created 
Natural Gas & Oil Resources Commit- 
tee, headed by L. F. McCollum, presi- 
dent of Continental Oil. It will give 
special attention to the rapid growth 
of natural gas. 

SIGNIFICANCE: Industry men want to 
avoid the headaches resulting in the past 


from public ignorance of oil and gas 
problems. 


® Du Pont has placed attorneys under 
contract to work closely with its dis- 
trict managers in maintaining fair 
trade prices on the company’s Zerone 
and Zerex antifreeze. Restraining or- 
ders and other legal means are being 
used against price cutters. 
SIGNIFICANCE: Du Pont is now able to 
halt price cutting within a few days fol- 
lowing receipt of complaints. 
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LUBE SERVICE at the pump island is made possible with the 
Multi-Luber because lubricant is in easily replaced can 


WHITE GLOVE LUBRICATION from the driver's seat once a day 
is all that is needed with new Multi-Luber system 
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Push-button Lube— 
What It Could Mean 


End of present-type lube bays 
Less lubrication equipment 
Minor roles for the lube hoist 
Lube service on the pump island 
Simplified lubrication charts 

Less need for station training 
New methods of lube marketing 


Lincoln-Mercury’s 1955 models have raised the curtain 
on a lubrication device that may in time change the face 
of lube marketing and service station operation. 

New Lincolns and Mercurys will have as optional equip- 
ment the Multi-Luber, a system that lubricates the car at 
the touch of a button from the driver’s seat. 

Although pushbutton lubrication is not new— it was tried 
25 years ago and a Multi-Luber is in use on a 1954 model 
Cadillac—Lincoln’s system is said to lubricate 11 key 
points on the car in three to five seconds with a once-a-day 
application. If Lincoln’s Multi-Luber develops into an auto- 
motive trend, in 10 years oil marketers might see: 
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It takes an independent to work best with an independent. That’s why so 
many jobbers are switching over to independent Ashland Oil & Refining 
Company—and the Ashland Brand. 

Look at the line-up of partners in sales power you get. Ashland 
Ethyl with ICA Firepower, Ashland’s own Brand of Ignition Control 
Additive. Valvoline Oils—All Climate, Super HPO, HPO and Premium. 
Ashland Branded oils—Topflite Super HD, Old Gold, Minimax and 
Triumph. Plus a full line of lubricants—all backed by hard-hitting 
Ashland promotion to pull customers in, build station traffic. 

Start the New Year by writing or calling the nearest Ashland 
Division office listed below. 


ASHLAND OIL & REFINING COMPANY 
Home Office: Ashland, Kentucky 

ALTON, ILL. — 2616 E. Broadway; BUFFALO, N.Y.— 800 Ellicott Square; CHICAGO, ILL.— 122 S. Michigan 

Ave.; CINCINNATI, 0. — 1402 Fed. Reserve Bank; CLEVELAND, 0. — Standard Bidg.; DETROIT, MICH. — P.O. 


Box 6025; EVANSVILLE, IND. — 2500 Broadway; FINDLAY, 0.— P.O Box 210; LOUISVILLE, KY. — 3005 
Dumesnil; NASHVILLE, TENN. — 5 E. Main; PADUCAH, KY. — R.R. No. 4; PITTSBURGH, PA. — 711 Park Bidg. 
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Adds a solvent’’salesman”- keeps cabinet stocks clean 


The NEW 


TRICO 


VIS-U-LID 


(Just SNQp it on; 
it locks in place) 


@ This new colorful plastic 
BONUS ITEMS WITH and metal Vis-u-lid cover for Trico Stock Organizer 
EACH D-105 VIS-U-LID Cabinets is yours free with the purchase of a modest 


stock of Trico Rainbow and Triple Action Blades, 
Trico Wiper Arms and Trico All-Season Solvent. 


Snapped into place, the Vis-u-lid adds to the eye 
appeal of your Cabinet, keeps stocks clean and pro- 
vides space for displaying 6 bottles of Trico Solvent. 


And as an extra bonus, the Trico Vis-u-lid Kit. 
contains the new Jack-Master Tool Kit, including a 
Trico Washer Nozzle Wrench; a Trico Arm and Blade 


Specification Chart; and a Trico Arm Puller Tool. 


2, SACK-ASTER TOOL KIT Phone your Trico Wholesaler for details about this 


special offer. 


If you are not one of the tens of thousands 
of dealers now displaying Trico D-102 
. Cabinets, your wholesaler can supply 

\ CO nee root you with one on a most attractive basis. 


S 


" CH . 
ee ob it 3. TRICO ARM AND BLADE CHART 
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Luber develops into an automotive 
trend, in 10 years oil marketers might 
see: 

e The decline—even the disappear- 
ance—of the station lube bay as 
marketers know it today. 

e Elimination of the elaborate lube 
equipment now in stations. Only 
equipment for special points would be 
needed. 

e Less active role for the lube 
hoist. Its use would be confined to 
such under-car jobs as muffler and tail- 
pipe installations and draining crank- 
cases. 

e Lubrication service performed at 
the pump island by replacing the 
empty lube can—a quick operation. 

e Simplified lube charts, with only 
special lube instructions listed. 

e Less need for lube training at the 
station level. 

e Marketing of lubes becoming a 
matter of selecting the right lubricant 
and the right container for pump 
island installation. 

It Can Expand—While Multi-Luber 
is being used only on 1955 Lincolns 
and Mercurys, the system is being 
supplied to Lincoln-Mercury dealers in 
kit form and can be installed on 1954 
models in about two hours. 

Lincoln Engineering Co., St. Louis, 
manufacturer of the Multi-Luber, says 
it is making the system only for Lin- 
coln and Mercury, but that the door 
is not closed to production of a similar 
unit for other car makers. A company 
spokesman says his firm hopes the 
Lincoln-Mercury move is only the 
beginning. 

Truck fleets, including oil company 
trucks, have been using comparable 
Multi-Lubers to lubricate trailers for 
about three years. 
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The First Failed—About 25 years 
ago a few passenger cars came 
equipped with one-shot lubrication 
systems, lubricated manually by the 
driver, but from under the hood. 

This system was abandoned for 
several reasons. For example, a break 
in any one of the lines leading to a 
lube point would allow all the lubri- 
cant to leak out. Multi-Luber delivers 
lubricant in metered quantities, so that 
a leak in one of the lines will allow 
only a small quantity of the lubricant 
to escape. 

Also, through use of nylon tubes the 
system has been greatly strengthened 
and rugged tests have failed to cause 
any line breaks. 

Another improvement is the type 
of lubricant employed. It is an SAE 
90 lubricant with a non-drip additive. 
This means the lubricant will flow 
easily under pressure but in event of 
a leak will not run out. 

How New System Works—The sys- 
tem has a master cylinder in the engine 
compartment. From this, nylon tubing 
extends to each front end chassis 
bearing. On the tip of each nylon 
tube is a coupling that fits over the 
regular grease fitting. 

A plunger in the master cylinder, 
operated by the vacuum system that 
works the winshield wipers, pushes 
forward, forcing the lubricant through 
each tube into the bearing. The 
plunger is activated by a control button 
on the instrument panel. The entire 
operation requires Only three to five 
seconds and a green light on the con- 
trol panel indicates the job is done. 

Lincoln-Mercury recommends use 
of the Multi-Luber once a day or every 
50 miles. But if a driver neglects to 
follow this procedure, there is enough 
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lubricant discharged with each applica 
tion to last 1,000 miles, or the equiva- 
lent of normal lubrication every 1,000 
miles at a service station. 

Reason for more frequent applica- 
tion with the new system is to provide 
“flushing action” in the bearings, 
Lincoln-Mercury spokesmen said. 

Reservoir for the new system con- 
sists of an eight-ounce can. Contents 
of one can is enough for 225 lubrica- 
tions or 10,000 miles of driving. 

At present, only Lincoln and 
Mercury dealers will handle the canned 
lubricant. But it is expected that oil 
suppliers soon will make _ similar 
products available in cans to fit both 
Lincolns and Mercurys. The lubricant 
is about 95% oil and 5% soap. 

How It’s Serviced—The can pro- 
vides a throw-away type reservoir. 
The car is serviced in this manner: 
The old can is removed. The cap is 
removed from a new can, which is 
slipped into the holder. 

Before disposing of the old can, the 
dipstick—a permanent piece of equip- 
ment—should be removed. Using this 
to puncture the new can once it is 
installed, the dipstick is then inserted 
and fluid level can be checked the same 
as in the crankcase. 

Lincoln Engineering reports a 
standard type screw-top can being 
made by American Can Co. is used in 
the Lincoln-Mercury lube system. A 
special choke is inserted in the throat 
of the can after filling to prevent loss 
of liquid when changing cans. 

What Oil Men Say—One oil com- 
pany spokesman, when asked how long 
it would take his company to get a 
supply of cans of the type needed to 
package a lube for Lincoln-Mercury 
systems, reported he could get delivery 
in 60 days, 

Another oil company spokesman re- 
marked, “Maybe we should look 
around for a buyer for a lot of second- 
hand hoists and lubrication equip- 
ment.” 

The engineer for one car manufac- 
turer, when he learned of the new 
lubrication system, said: 

“We had it about 25 years ago and 
it has been discussed from time to 
time since then. I still think it is a 
good idea and look for the day when 
all cars will have it. The big factor 
will be one of cost.” 

Lincoln-Mercury spokesman said 
that while they recommend a specially 
compounded lubricant for the system, 
almost any all-purpose lubricant that 
seeks its own level will serve ade- 
quately. However, they do discourage 
use of gear oils or any E.P. hypoid 
lubricant because of their sulfur con- 
tent. a 


49 





—fj industry news 


Republic Opens Terminal 
In Expansion Program 


Republic Oil Refining Co. last month 
opened a new, 130,000-bbl. terminal 
at Knoxville, Tenn., as a step in a 
building program. 

{he company says other new 
terminals will go up next year along 
the Plantation Pipe Line, which 
originates at its Texas City refinery. 

The Knoxville terminal, which will 
serve Independent jobbers in the area 
with gasoline, kerosine, heating oils 
and diesel fuel, includes five storage 


In trouble-free service for several years, 
these two Roto-Prime self-priming pumps 
handle 250 GPM in double-duty service, un- 


tanks, truck and tank car 
racks and an office building. 

Republic already has completed new 
terminals at Birmingham and Mont- 
gomery, Ala., and Columbus, Ga. 
Expansion and modernization has been 
going On at terminals at Tampa and 
Port Everglades, Fla.; Greenville, 
Miss., and Hopewell, Va. 

[hese locations give the refiner 
coverage of the southern market from 
Virginia to Florida, west through 
Alabama to Mississippi and north to 
Tennessee, officials say. The company 
markets exclusively to Independent, 
private-brand jobbers. 


loading 


loading transports and pumping from field 
storage to loading docks. 


THE IDEAL PUMP FOR 
BULK PLANTS awTANK FARMS 


The Gilbarco Roto-Prime Pump starts 
without priming ... runs without venting 


Higher suction lift and efficiency up 
to 10% greater, plus unlimited air 
handling capacity and flexibility of 
mounting, make possible multiple- 
service use in bulk plant stripping, 
transferring and loading. The great 
versatility of Roto-Primes provides 
80% to 50% savings in operating 
and equipment costs. Available in 
capacities ranging from 50 to 1,400 
GPM and powered by all drives. 


50 


Investigate today. Write for 
catalog and full information. 


Gilbert & Barker 
Mfg. Co. 

West 

Mass. 

Toronto, 

Canada 
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The Republic refinery at Texas City 
has a capacity of 47,500 b/d. Facili- . 
ties include catalytic cracking, poly- 
merization and Platforming units for 
the production of high-octane gasoline. 
The Platformer went on stream a year 
ago. Officials say it will enable 
Republic to keep up with all octane 
requirements in the foreseeable future. , 

Republic adds that the Platformer 
gives the company a gasoline capacity 
of 21,500 b/d, “85% of which can 
meet 95-octane premium specifica- 
tions.” & 


Empire Petroleum Co., operator of 
an 8,000-b/d refinery at Denver, began 
this month to market gasoline under 
its own brand—‘“Empire.” The re- 
finery, basically for asphalt, has been 
producing some unbranded gasoline 
for severai years. Pyramid Petroleum 
Co. of Denver will be the first 
“Empire” jobber, selling through 20 
controlled outlets in the Denver area. 


Champlin Refining Co., wil! build 
a 5,000-b/d platformer at its Enid, 
Okla., refinery, Southwestern Engineer- 
ing Co., Los Angeles, has the contract. 
Completion of the $700,000 unit is 
expected next April. 


Howe-Weiss Oil Co. has almost 
doubled its retail outlets in Toledo, 
Ohio, by switching to the distribution 
of Cities Service products. Howe- 
Weiss has dropped Hi-Speed and Pure 
Oil products, which it handled for 16 
years. 


Du Pont has opened a new tetra- 
ethyl lead transfer terminal near Fern- 
dale, Wash., to provide tank truck 
delivery of TEL to General Petrole- 
um’s new Ferndale refinery. 


Shell Oil Co.’s third UOP Plat- 
former—a 16,000-b/d twin to its 
Houston unit—has gone on stream at 
Wood River, Ill. The Platformer is 
processing naphtha from mixed crudes 
and is producing 95-leaded-octane Plat- 
formate motor fuel blending material. 


Quaker State Oil Refining Corp. has 
put two new 850-b/d UOP Platformers 
on stream at its Refining Corp.’s St. 
Mary’s, W.Va., and Emlenton, Pa., 
refineries. St. Mary’s unit produces 
95-leaded-octane Platformate and the 
Emlenton Platformer produces 97- 
leaded-octane blending stocks for gaso- 
lines. 
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Out of 90 wildcat wells drilled by Cities Service in 
1953, over 67 proved to be dry. And, you may say, 
“Bad business.” But actually these dry wells repre- 
sent the “good business” sense of the entire industry. 

Even with all the latest scientific methods at their 
disposal, oil men cannot always be certain of a 
black-gold find beneath strange lands. What is im- 
portant is that Cities Service, as well as the rest of 
the industry, is willing to risk huge sums on any 
reasonable evidence that they may find oil. 

One company may decide not to drill an area, 
while another will say, “Let’s take the risk.” This is 
gilt-edge assurance to the nation that every possi- 
ble area will be explored. It’s a marvelous example 
of how our free enterprise, competitive system con- 
stantly influences all American business in a direc 
tion that will always benefit the consumer 

Cities Service will continue to make new oil finds 
to help fill the oil larders of the nation . . . known 
underground oil supplies are over four times what 
they were thirty years ago. Cities Service will con- 
tinue to drill dry wells too . . . the odds are 8 to | 
against bringing in a producing discovery well. And 
these hundreds upon hundreds of dry wells, with 
the millions of dollars spent on them, will in them- 
selves serve as a monument to the constant efforts 
of the American petroleum industry to keep our 
country strong and to keep our standard of living at 
the highest point the world has ever known. 














64,000,000 GALLONS OF GAS PER YEAR... that’s the volume of high-octane 
aviation grade gasoline handled by the Air Terminal Fuel Corporation at New York International 
Airport, the country’s largest commercial field. Marlow Self-Priming Centrifugal Pumps are 
preferred and used exclusively by Air Terminal Fuel Corporation for loading rack and tank truck 


service because trouble-free Marlows offer high capacities with low maintenance costs. 


marlows do the job faster! 


Fuel oil marketers everywhere, majors and independents alike, are using more Marlow 
Self-Priming Pumps to speed operations and cut operating and maintenance costs. 
Marlows, designed specifically for petroleum service, can handle high-octane gasoline 
or home heating fuels with equal ease. For complete information on these high-perform- 
ing pumps, see your Marlow dealer or write for Bulletin PM-50. 














Strike Possibility Looms 
As OWIU Rescinds Pledge 


Oil companies having contracts with 
the Oil Workers International Union 
(CIO) face the threat of strikes in 1955 
as a result of action taken by the 
union’s policy committee. 

With the committee tossing out the 
“no-strike pledge” made June 4—in 
the OWIU’s “unloaded gun” approach 
—local bargaining units have been 
advised to tell the oil companies that 
the union will strike if necessary to win 
a general wage boost of 5% or its 
equivalent. 

O. A. (Jack) Knight, head of the 
oil workers, declined to say how soon 
after Jan. 1 the locals would be pre- 
pared to strike. 

“We don’t intend to telegraph our 
punches,” he said. “This revised 
policy offers a new basis for bargaining 
—we'll see how things go now.” 

More than 100 of the union’s 700 
contracts have expired. Progress at 
the bargaining table has been slow. 
Negotiations with Sinclair Refining Co. 
—the only company granting OWIU a 
company-wide contract— are “pres- 
ently suspended (see NPN, Sept. 15, 
p. 23), but we'll advise them of the 
new policy,” Knight declared. 


Union Merger Talks Set 


A special convention of the United 
Gas, Coke, and Chemical Workers 
Union, CIO, will be held in Cleveland 
Feb. 26 to consider proposals for 
changes in the tentative constitution 
of the big union that will result when 
the chemical workers merge with the 
Oil Workers International Union, also 
a CIO affiliate. 

Local delegates to the chemical 
workers’ convention in St. Louis ex- 
pressed dissatisfaction with parts of 
the proposed constitution and _ re- 
quested an opportunity to propose cer- 
tain changes. 

The chemical workers’ special con- 
vention will precede by two days the 
joint merger meeting with the OWIU. 

Also preceding the joint meeting 
will be the convention of the OWIU 
Feb. 25. 


Gulf Stations Organized 


In NPN’s article on union organ- 
izing at stations in the November 
issue it was stated incorrectly on p. 
41 that 13 Shell Oil Co. stations in 
Philadelphia were organized by the 
Teamsters union. The stations are 
company-operated Gulf Oil outlets. 


What You Think of NPN 


“I like the new monthly very 
well indeed. It was a fine step for- 
ward. I like the way the articles 
were written and set up in the 
magazine. There’s a lot more meat 
in them than you had before. If 
one of your purposes is to help 
the jobber become a better busi- 
nessman, you can’t miss. If a 
jobber reads those articles, he’s 
bound to get ideas for improving 
his own operation.” HAROLD 
DoeERER, Doerer Oil Co., Winona, 
Minn. 


S== 

“I believe NPN definitely has 
hit on the right formula and has 
come up with just what marketing 
people need. I cut my teeth on 
the weekly, and I know I'll miss 
it. But there were some weekly 
issues I just didn’t have time to 
read.” ABE PENNY, advertising 
and public relations, Humble Oil 
& Refining Co. 

=n 

“The new NPN seems to have 
expanded its marketing informa- 
tion and that’s what we need. To 
me, NPN is the only publication 
that really covers marketing news. 
To read it is just like having a 
convention of all marketing peo- 
ple. I'll miss the weekly, and espe- 
cially the habit I had of carrying 
each issue around with me until | 
had finished reading it.” C. D. 
BROWN, commission agent, 


Shreveport, La. 
= 


“I like the new NPN. I'll miss 
the old NPN and its weekly visits, 
but this one looks good to me and 
I think it'll be better. I've always 
clipped articles of special interest 
and filed them for future refer- 
ence. The first monthly had a 
number of stories that I had my 
secretary clip and file.” C. A. 
Wiis, director of sales, Cities 
Service, Chicago. 

SS 

“The new monthly NPN looked 
very good to me and it’s going 
to be an improvement over the 
weekly. With all the reading ma- 
terial I must keep up with, I had 
a difficult time keeping current 
with the weekly NPN. I particu- 
larly liked the women’s story in 
the November issue. I also like 
the stories that show jobbers how 
they can improve their own oper- 
ations. I was glad to see that you 
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retained the “Ahead of the News” 
page. That’s one of the most in- 
teresting features in the book.” 
Don P. NEVERMAN, Neverman 
Oil Co., Menominee, Mich. 
== 

“I think the November issue of 
NPN is absolutely swell. Jobbers 
like myself . . . don’t have to try 
to keep up with so many issues. 
You seem to be dealing with sub- 
jects much more _ thoroughly 
now.” Lestie NEAL, jobber, San 


Antonio, Tex. 
4 


“I don’t know yet, in my own 
mind, how it compares with four 
issues of the weekly. People are 
just going to have to get used to 
it. You seem to take more time 
with each article and exhaust 
its possibilities. I think you're 
going to lose a certain amount of 
current news value but you're 
going to gain a lot of thorough, 
monthly-type material. I like the 
way you can look down the head- 
ings and eliminate what you don’t 
want to read.” LAWRENCE J. 
GRUNDER, Richfield Oil Corp.., 
Los Angeles. 


== - 

“The monthly shaped up very 
well. In fact, I think I like it 
better than the weekly. So much 
reading matter passes Over my 
desk that it will be nice to have 
NPN just once a month rather 
than four times. Your feature ar- 
ticles were very good, particularly 
the one on delivery.” JoHN Lewis, 
in charge of operations for Lewis 
Coal and Oil Co., Port Washing- 
pony £8, Is Ts 

SS 

“I have been a subscriber to 
National Petroleum News for 35 
years and want to congratulate 
you on your first monthly issue. 
It was fine.” CHARLES E. GAUER, 
jobber, Drexel Hill, Pa. 

=== 

“The general idea of the new 
monthly is good. I’m always inter- 
ested in how someone has hit 
upon a way to improve his opera- 
tions, sell more products or save 
money on expenses. But I'd like 
to suggest that more emphasis be 
put on reminding dealers to stress 
the advantages of oil heat. Effi- 
cient operation won't help if the 
dealer has no customers.” HOLLis 
ALBERT, Baltimore fuel oil dealer. 
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1—DEALER W. L. McCOY and Barney Holland discuss plans for new station .. . 


pe 


2—sign the “partnership” contract... 3—and shake hands on the deal... 


Jobber Grows With Dealers ‘Over 40’ 


A Fort Worth jobber is solving his station manpower problem with older 
dealers, because he thinks they are the best. He's attracting them by: 


* Forming “partnerships” with them in * Training the dealers who need it, only 
building or buying stations. when they need it. 

* Providing financial aid to dealers who * Putting a former dealer in charge of 
need and deserve it. his dealer relations program. 
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5—Charlie Collins helps with lights . . . 


HEN Conoco jobber Barney 

Holland set up his program to 
attract top dealers, he approached it 
with the idea that finding and keeping 
good men is not impossible. The sta- 
tion manpower problem can be solved, 
he decided, if the dealer is given 
enough incentive to “be in business 
for himself.” 

This plan—he calls it “keeping free 
enterprise alive’—is the latest angle 
in a continuing campaign that has 
helped him push his annual gasoline 


z 


4— AFTER COMPLETION of construction work on the new station building . . . 





By MARVIN REID 


Southwest Editor 


gallonage from 4 million in 1953 to 
6 million this year. 

Holland, who supplies 36 dealers in 
Ft. Worth, has helped his men finance 
property and equipment since he be- 
came a jobber more than two years 
ago (until then he had been a Conoco 
commission agent). 

He’s trying for the “over 40” dealers 
now because he thinks they are best 
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6—McCoy serves his first customer 


from the standpoint of experience, re 
liability and desire to own and operate 
their outlets. 

What he offers these dealers will 
depend on the individual. How much 
aid he needs, for instance, and his ex- 
perience as a dealer. But generally, he 
tries to go 50-50 with a dealer, putting 
up half the cost of building or buying 
a station. 

Then, he and the dealer each owns 
50% of the station. Each has the right 

(Continued on p. 57) 
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46 LEGEND 
‘80 Barge Line 
ex Motor Transport 
Seaton Tank Car 





K STUDY THIS FAMILIAR 
CHART TO LEARN THE 
SECRET OF WHY... 


Many of the BIGGEST 





ts Ocean Tanker 





NAMES in the Industry 


Come to PRAIRIE STATES , 
FOR THEIR 





—~ 











ANTI-FREEZES 
LUBRICATING GREASES 





MOTOR OILS 
BRAKE FLUIDS 


AND OTHER 
AUTOMOTIVE CHEMICALS 


* 


becaus 


ONLY PRAIRIE STATES 








offers all ‘these Advantages 


Barge and Tank Car movement of basic commodities 
such as Motor Oils, Alcohols, Glycols, Chemicals 
from producing centers to our Seneca Plant (near 
Chicago), affecting a tremendous saving in freight. 


Ample storage facilities combined with compounding 
and blending equipment for the proper proportioning 
of various products, especially Motor Oils, Anti- 
Freezes, Alcohols and non-corrosive liquids. 


Versatile high-speed packaging equipment ranging 
from 3 ounces to 54 gallon drums. 
































= PRAIRIE SIAIES 


OIL & GREASE CO. 


sat Th 
xr “Round Robin’ transport delivery service. Direct 


private truck service to your destinations either in 
straight transport quantities or pooled with other 
merchandise to save time and delivery charges. No 
damage claims, no lost cars, two to three day transit 
service instead of 10 to 20 day delays by rail. 


We are prepared to handle your products and con- 
tainers or ours, processed to your specifications. We 
have a large number of approved Government pro- 
ducts available to you under your brand or ours. 





























DANVILLE 
ILLINOIS 
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(Continued from p. 55) 
to buy the other’s half should one want 
to sell out. 

One Safeguard — Holland has a 
clause in his contracts, however, which 
he believes is a definite deterrent to 
any “capricious decision.” 

This clause states that the one initi- 
ating the dissolution has the burden of 
establishing the value of the property. 

Then the other party has the option, 
after the value has been established, 
io either sell or buy. 

For example, should the dealer want 
to buy Holland’s half, he would evalu- 
ate the property. If Holland decided 
the evaluation was too low, he could 
buy the dealer’s half, instead of selling. 

The same would apply if Holland 
initiated the action. 


STATION FOR McCOY 


Here is how the plan worked with 
the first “old timer” Holland signed: 

W. L. McCoy, 54, says he’s been in 
the service station business all his life. 
He came to Holland after he had been 
turned down by all loan agencies on 
his plan to build his own station. 

McCoy had purchased a piece of 
land on Ft. Worth’s East Lancaster 


Blvd. But he still owed half the lot's 
$12,000 cost. He needed money to pay 
off this $6,000, plus about $15,000 he 
figured the station and equipment 
would cost. | 

Loan agencies turned him down be- 
cause a station is considered a “one 
purpose building.” It can’t be con- 
verted for another business use. 

McCoy tried several major oil com- 
panies. They were all willing to furnish 
him money, but they wanted to lease 
the station from him. He didn’t want 
that. 


HALF AND HALF 


Half and Half—He went to Hol- 
land. After checking over the property, 
and because he knew McCoy wes a 
good dealer and a good risk, Holland 
agreed to buy a half interest in Mc- 
Coy’s property, and put up half the 
money to build a $15,000 station. 

Important, also, is the fact Holland 
helped McCoy secure a loan to pay 
half the station’s cost, something 
McCoy as an individual could not do. 

Holland’s buying the half interest 
in the vacant property gave McCoy 
the money to pay off the original cost. 

So, each party went into the deal on 





— A PROFIT 








TO BUSY 
PROFIT SEASONS! 


PERTILENE, FAMOUS LIQUID FERTILIZER, PLUS 

YOUR TRUCK AND EQUIPMENT EQUALS A NEW 
BUSINESS FOR YOU— TURNS OFF-SEASON LULL 

INTO A PROSPEROUS, BIG-PROFIT BOOM SEASON! 
SEPTEMBER TO MARCH YOU DELIVER FUEL Ol! 

FROM MARCH THROUGH SEPTEMBER SPRAY FERTILENE! 
YOUR EQUIPMENT MAKES PROFIT FOR YOU 

12 MONTHS A YEAR! 





ABLE N 
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a 50-50 basis, and ended up with each 
owning a 50% interest. 

Holland figures he and McCoy have 
a station at half the cost it would take 
a major supplier to build a station, be- 
cause McCoy was able to buy the 
property at half the price it would cost 
a big company. 

By the same token, he believes it 
cost less to build the station. 

They will have the station paid for 
sooner, he points out, and in the 
meantime, both will have a sound in- 
vestment. 

Growing Interest—Others are now 
interested in Holland’s plan, and he’s 
confident that before it is over, he will 
have most of Ft. Worth’s better dealers 
selling gasoline supplied by the Barney 
Holland Oil Co. 

Holland says his plan received en- 
couragement from Continental. 


HOW HE DOES IT 


Holland locates his prospects by 
talk in the trade, or word of mouth 
His dealer relations supervisor, Charlie 
Collins, is a former dealer and at one 
time was secretary of the Ft. Worth 
dealer association. He knows most of 
the dealers in the area and sees that 


EW BUSINESS 


FOR FUEL OIL DEALERS... 
EARN ‘200 To ‘900 PER WEEK 





PER TRUCK SPRAYING 





FERTILENE 


NATIONALLY FAMOUS LIQUID FERTILIZER 


ON LAWNS, GARDENS, FLOWERS, TREES ETC, 


VALUABLE EXCLUSIVE 
TERRITORIES OPER... 


ACT Now! 


FERTILENE CORPORATION OF AMERICA 


PARK WEST . NEW YORK 


Gentlemen: I'm interested. Send me full particulars. 





Get in on the ground floor of this fast-growing 
profit-making business! Put your equipment 
and organization to work for you 12 months 
@ year! To these who can qualify, there are 
some exclusive open — territories 
thet will make money for you now and grow 
Inte velveble franchises as the years ge by. 











IMPORTANT 

You must act now to 
be ready to operate by 
Spring, servicing orders 
you can be taking all 


aioe SIGNED 





1 | operocte . 
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0. SOGLOW 


To independent oil men everywhere — beside the pump or behind the desk — 


Season's Greetings | 


and a 


Happy and Prosperous New Year 


from Richfield Oil Corporation of New York 
and its independent Distributors and Dealers. 


RICHFIELD 


OIL CORPORATION OF NEW YORK 


579 FIFTH AVENUE, NEW YORK 17, N. Y. 
Serving the Eastern Seaboard from Maine through Florida 
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word of Holland’s 
around. 

Holland doesn’t want to advertise 
because he is seeking only the best 
men. 

“The 40-50 age bracket is where the 
best dealers are,” Holland says. “They 
are successful. Most have been run- 
ning their stations for a long time. 
Some of them have $5,000 to $10,000 
in the bank. But they are worried 
about their future and many have 


program gets 
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trouble getting along with the super- 
visors their suppliers send out. You'll 
find that most of these men have a 
great pride in being in business for 
themselves. And when the chance is 
offered to them, where they can have 
a half interest in a station and truly 
be in the driver’s seat, they jump at it.” 

What about financing a fellow past 
40? Doesn’t a company run a risk 
should the man’s health fail? 

“You can’t bulwark yourself against 
everything,” Holland answers. “May- 
be a man’s health will fail, but with a 
life expectancy of 65, I feel pretty 
safe. Besides, the type of fellow I’m 
after will do enough business with me 
in a few short years to reduce substan- 
tially any mutual risk.” At the same 
time, Holland feels the dealer will 
have built up a nice equity for his 
family. 

Not Just Older Men—For the 
younger dealers, Holland also extends 
the helping hand, because he believes 
that the more he helps the dealer, the 
more he helps his own company. 

There have been several cases where 
he has backed operators’ notes when 
they needed money, or purchased sta- 
tions for dealers, letting them repay 
him on a per gallon basis. 
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DEALER RELATIONS 


The training in Holland’s dealer 
program is also designed to fit the in- 
dividual operator’s needs. 

This is carried out by Collins, a fel- 
low who has worked in the production 
departments for major oil companies, 
in marketing departments and in serv- 
ice stations. 

When a new dealer joins the Hol- 
land Oil Co., he is indoctrinated for a 
short period, depending on how long 
it takes to learn the setup. Usually, 
there is little actual training in station 
operation. 

But Collins makes himself available 
if his help is needed, and being a 
former dealer, he usually anticipates 
some of the dealer’s needs. 

Both Holland and Collins are in 
frequent contact with the 36 dealers 
supplied by Holland Oil. 

Then there is the weekly newsletter 

The Conoco Press—that is sent to 
all dealers and potential dealers. Col- 
lins, €8timates he spends about five 
hours a week preparing and publishing 
the one-sheet letter. 

It contains small news items of in- 
terest t@ dealers, plus Sellingstips, re- 
sults of Contests or rules fomnewsones, 

“* (Continued on. 60) 
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you a cordial greeting 


The people of O 


7 


and wish you a 
Merry Christmas and a 


happy and prosperous 
Hew Year --- O 


Progress extend to 
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MANUFACTURING COMPANY, INC. 
ARTHUR-ILLINOIS 





EASIEST PUMP 
TO OPERATE 


CONSTANT 
FLOW 





Readily pumped from 
difficult positions — better 
than 21 gallons per min- 


Pumps on both strokes 
— no waste motion. Quick, 
clean, safe transfer from 
drums and skid tanks. 





DOUBLE-ACTION 
PISTON TYPE 
TRANSFER PUMP 


Here’s a high capacity self- 
priming pump engineered 
and built to stand-up under 
hardest everyday pounding 
It’s the least complicated 
pump of its type — features 
positive displacen:=nt auto- 
motive type piston and ring 
—no diaphragms or cup 
leathers to break down. 
Every detail reflects true 
Bennett qualit time- 
tested Bennett features. 


Light-weight die-cast alu- 
minum. Corrosion resistant 
brass. cylinders. Stainless 
steel leak Bung adapter 
adjusts on intake, 1%” or 2” 
openings. Shielded against 
water, air-vented for easy 
pumping. Non-siphoning 
ose Or spout. 


Write For Full Information. 


JOHN WOOD COMPANY, Bennett Pump Division 
Muskegon, Michigan + Offices In Principal Cities 
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advertisements of Continental 
ucts, etc. 

Good Salesman — The thing that 
“sells” Collins to the dealers, however, 
is the fact he is a former dealer. They 
all know him and are willing to listen 
to his tips on selling or station opera- 
tion. 

Collins, in turn, knows the dealer’s 
probiems and what should be done to 


prod- 





+ 
NEWSLETTER for dealers is dis- 
cussed by Holland and Collins. The 
latter collects news and selling tips 
to improve station operation 











correct them. Holland has given him 
a free hand in lining up his station 
program. 


THE SOLUTION 

“Industrywide,” he says, “the com- 
mon problem is how to get dealers, 
whereas nationwide, there is a grow- 
ing problem of how to go into business 
for one’s self. 

“Many lines of enterprise such as a 
grocery or farming, that used to hold 
promise for self employment, today 
require a prohibitively large amount 
of capital. 

“We can attract the imagination of 
those outside the service station world 
and retain those already there, by 
making capital available to them 
through a plan such as mine.” t | 





Photo Credits 


Mickey Pallas 
36, 37:—Mickey Pallas 
Shell Oil Co. 
39, 40, 41:—‘Pies Chicago” 
43:—Louis Schwartz, 
, S. C. 
54, 55:—W. D. Smith, El Paso 
Bob Bailey, Houston 
:—Gordon Peters 
:—Bud Williams, Memphis 
pp. 124, 125: Commercial Studios, 
Oakland, Cal. 
35 : — Zintgraff 


Cover: 


Charles- 


Photographs, San 


field, Mass. 

pp. 153, 154:—Sheli Progress 

p. 154:—Rowman-Schmidt Studio 
p. 157:—Mickey Pallas 











PETROLEUM NEWS * December, 1954 





cis PETROLEUM CHEMICALS DIVISION Eig 





December 


One of a Series of Interest to the Petroleum Industry * 


1954 





Unique Spectrometer Traces 
Little Known Reactions 
Leading to Knock 


At the Du Pont Petroleum Laboratory, 
new light is being focused on happen- 
ings in the combustion chamber. 

Research scientists using a new spec- 
trometer are now able to study, as 
never before, what goes on in the com- 
bustion chamber just before knock. 

The apparatus, which was developed 
for the Petroleum Laboratory, is built 
around a single-cylinder engine. Light 
is passed through windows in opposite 
sides of the combustion chamber—in 
one window and out the opposite. The 
engine is operated in such a way as to 
cause the reactions leading to knock 
to take place throughout the entire 
combustion chamber rather than, as is 
normally the case, in only a small por- 
tion of the chamber. 


Electrical Impulses 
As the light passes through the mixture 
in the engine some of its energy is ab- 


sorbed by the chemicals present in the 
combustion chamber. The light leav- 
ing the engine is converted into elec- 
trical impulses for automatic recording 
on a strip chart. Combustion chamber 





Two New Type Lube Oil Additives 
Developed by Du Pont 


New polymeric additives offer low-cost solution to sludge 
problems resulting from low-duty engine operation 


Since sludge deposits caused by stop-and-go driving are a major problem in 
the average passenger car, two new Du Pont lube oil additives can give you 
a tremendous sales advantage in the motor oil market by overcoming this 
widespread trouble. They also offer outstanding advantages to operators of 


urban taxi, bus and truck fleets. 


Sludge problems in the making! Stop-and-go city driving 
conditions like this are a major cause of engine sludge. 


The two new additives are Du Pont 
Lube Oil Additive 564 and Du Pont 
Lube Oil Additive 565. Both are poly- 
meric additives with outstanding de- 
tergency and varying in shear stability 


and viscosity-index improving proper- 
ties. 
Double-action 
These two-way detergent 
and V. I. improving addi- 





windows of quartz, rock salt and lithi- 
um fluoride make it possible to cover 
the ultraviolet visible and infrared 
regions. 

Because each chemical reaction in 
the chamber varies the amount of light 
that gets through at different wave 
lengths, the spectrometer can make a 
record—automatically—of changes tak- 
ing place within the chamber. 


First of its kind 
This is the first spectrometer of its 
kind. And it is being used exclusively 


to determine what causes knock and 
how tetraethyl lead and other materials 
react in the fuel to prevent it. From 
equipment such as this, it is hoped, 
new ways of suppressing knock will be 
discovered. Already the spectrometer! 
is beginning to yield valuable informa- 
tion on hydrocarbon radicals formed 
under pressure in the combustion 
chamber—and their role in knock. 
When final results of these tests have 
been analyzed, findings will be pub- 
lished and made available to the pe- 
troleum and automotive industries. 


ADVERTISEMENT —Prepared for the Petroleum Chemicals Division of E. |. du Pont de Nemours & Company (inc.) 
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New Additives 


tives are economical and exceptionally 
effective in retarding sludge forma- 
tions caused by low-power, low-tem- 
perature and other driving conditions. 
Thus, they help to maintain good en- 
gine lubrication and to extend the use- 
ful life of the engine. 

Reduces sludge 
These ashless polymeric lube oil addi- 
tives maintain more efficient operation 
of the engine oil system. Oil screens, 
filters and oil lines are kept clean and 
sludge-free. And the resulting free flow 
of oil through the engine keeps it in 
better operating condition. 


Cost less than other detergents 


The new Du Pont polymeric lube oil 
additives are effective in low concen- 
trations. This, combined with their 
two-way detergent—V. I. improver ac- 
tion, means lower cost manufacture of 
multi-graded oils of superior perform- 
ance. 
Test results 

To test the effectiveness of Du Pont 
Lube Oil Additive 564, a fleet of taxi- 
cabs was run for 50,000 miles of low- 
duty service. Factory-new engines were 
installed in all cabs at the beginning 
of the test, with oil-drain periods es- 
tablished at 4500 to 5000 miles. 

Some of the test cars were operated 
with a representative heavy-duty mo- 
tor oil (For Services MS and DG). 
Others were operated with the same 
base oil to which Du Pont Lube Oil 
Additive 564 and an antioxidant had 
been added. 

The results of this test are shown 
clearly in the following photographs. 


NOTICE THE DIFFERENCE in sludge on the oil 
screen and timing gear cover on the left as 
compared to the clean appearance of the cor- 
responding parts at the right. Those on the left 
were operated on a representative heavy-duty 
motor oil (For Services MS and DG). The cleanli- 
ness of those on the right resulted from the use 
of the same base oil to which Du Pont Lube 
Oil Additive 564 and an antioxidant had been 
added. 


Continved—bottom of next column 


E. 1. DU PONT DE NEMOURS & COMPANY (INC.) 


Petroleum Chemicals Division . 


A-8324 








Wilmington 98, Delaware 


ASSISTANT EASTERN REGION MANAGER 


Wes.ey T. DorsHermer was recently 
named Assistant Manager, Eastern Re- 
gion, by the Du Pont Petroleum Chem- 
icals Division. Prior to this appoint- 
ment he had served as an Account 
Manager of the Eastern Region. 

He joined the Du Pont Company in 
1952 as a sales-service representative 
in the Petroleum Chemicals Division. 
He started his career as an engineer in 
the Technical Service Division of the 
Esso Standard Oil Company at Bay- 
way, New Jersey. He then became a 
sales engineer for C. F. Braun and 
Company in Alhambra, California. 
From 1948 until he joined Du Pont, he 
was assistant sales manager of the 
Chemical Industries Division of the 
Foxboro Company in Foxboro, Mass- 
achusetts. 

Mr. Dorsheimer was graduated from 
Carnegie Institute of Te chnology with 
a B. S. degree in chemical engineering. 





WESLEY T. DORSHEIMER 


He is a member of the American Chem- 
ical Society and the American Insti- 
tute of Chemical Engineers. 











Du Pont Metal Deactivator Valuable 
Additive for Distillate Fuel Oils 


When used in diesel and home heating 
oils, Du Pont Metal Deactivator 
(DMD) has three outstanding advan- 
tages. 

1. It retards residue formation during 
storage. In the distribution of distillate 
fuels it is difficult to avoid copper con- 
tamination which accelerates oxidation 
reactions. This copper is rendered in- 
active by the addition of extremely 
small quantities of DMD. 

2. It prevents color deterioration caused 
by copper catalyzed reactions. 

3. It inhibits formation of copper mer- 
captide. Copper mercaptides formed 
by the reaction of mercaptans with 








Commercial quantities of both these 
new Du Pont additives are now avail- 
able. For testing their effectiveness in 
your own oils, any of our regional of- 
fices listed below will be glad to ar- 
range for free samples. 


Petroleum 


Regional 
Offices: 





copper or brass sometimes pose a seri- 
ous problem in diesel and heating oils. 
They can plug filters or other parts 
and completely stop the flow of oil. 
An economical way of minimizing the 
harmful effects of this reaction is to 
deactivate the copper chemically with 
DMD. 

Although DMD is highly effective 
when used alone in fuel oils, it is of 
maximum value when used in combi- 
nation with an antioxidant and dis- 
persant such as Du Pont Fuel Oil Ad- 
ditive No. 2. 


®E6 us. eat OFF 


| Better eee for Better Living | 
. through Chemistry 


NEW YORK, N. Y.—1270 Ave. of the Americas Phone COlumbus 5-2342 
CHICAGO, ILL.—8 So. Michigan Ave. 

TULSA, OKLA.—1811 So. Baltimore Avenue 
HOUSTON, TEXAS—705 Bank of Commerce Bidg. 
LOS ANGELES, CALIF.—612 So. Flower St. 

IN CANADA: Du Pont Company of Canada Limited—Petroleum Chemicals Division, 80 Richmond Street West, Toronto | 


Phone RAndolph 6-8630 

Phone Tulsa 5-5578 
Phone Blackstone 1151 
Phone MAdison 5-1691 
, Ontario 


OTHER COUNTRIES: Petroleum Chemicals Export—Nemours Bidg., 6539— Wilmington 98, Del. 


ADVERTISEMENT — —Prepared for the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company (inc.) 


Printed in U. S. A. 
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By Choosing Crown ‘‘F”’ Styles 


All Sizes — Quarter-Pints to Gallons. Your 
choice of Crown or other closures. 


Call!...Write!...Today! 


Ask any Crown Sales Representa- 


tive for full details about specifi- 
" cations, label designs, price 
Finest Quality Containers, worthy quotations, etc. Let Crown “F” 
<a of your product. Styles go to work for you. 


Utmost product protection. — Pro 
OtTMLANCE, Full-color lithography that sells. 
“4 The BEST for your money, PLUS a 
Gets Value package that pays its way in merchan- 


dising your product to win customers 
and move your wares. 


Onto Crate Lingll Cin Manifilitd CROWN CORK & SEAL COMPANY, INC. 


CROWN CAN DIVISION 
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a the auto industiys Git 
to FURUATOR dealers... 


More than 5.6 million (5,600,000) new cars 
next year... most of them oil filter-equipped 
...new business for Purolator dealers... 





Each with higher horsepower—each built to run more miles 
per hour, per day. 


Each depending more and more on good, clean oil. 


Each demanding high-speed, high-duty filtering, the kind Purolator’, 
‘*‘World’s No. 1 Oil Filter,” gives best, because Purolator has— 


1. Up to 10 times the filtering area. 
2. Special Micronic* design. (Prevents removal of additives.) 
3. Non-warping, non-channeling construction. (Will not unload.) 


Cet GCC: 


More cars! More driving, faster driving! 

Greater Purolator Oil Filter sales! 

Greater profits all around! 

Remember . . . You can’t sell a better oil filter than Purolator! 


Get th touch Vow / 


Purolator is ready to back you and your dealers with 
the most powerful down-to-earth, hardest-sell advertis- 
ing and sales promotion program in oil filter history. 
For full information about Purolator’s 1955 program — 
write, wire or phone: 


PUROLATOR PRODUCTS, INC. 
Rahway, New Jersey and Toronto, Ontario, Canada 


PurOlator 


Volk jiest O1BK FILTER 
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BIG SERVICE STATION in Sioux Falls business district, South Dakota Oil Co.’s only retail outlet, stresses profitable merchandise 


Jobber’s System Nets Profit and Growth 





H. L. Aden 





Father and Son 


@ Together these two men direct 
the activity of South Dakota Oil 
Co. H. L. Aden, president and 
“chairman of policy,” decides 
questions of financing, construc- 
tion and purchase of new facilities 
and equipment. Son R. L. (Bob) 
Aden, vice president and general 
manager, watches over wholesale, 
retail and transport operations. 


The System 


Two major factors have spelled success for this comparatively small 
Sioux Falls jobber. As Bob Aden describes them, they are: 


@ Concentration on high profit items and immediate abandonment of 
any activity that becomes unprofitable. This is a traditional policy, intro- 
duced by the senior Aden when he organized the firm in 1941. 


@ Close personal supervision of all operations by the company’s 
officers. Key to this is a system of daily,” thrice-a-month and monthly 
reports that give a continuous picture of what is happening. Corollary 
is the quick follow-up on any situation that needs action. 


The Results 


@ This year the company plowed back $50,000 of its profits into an 
expansion program. 


@ It added two bulk plants in new territories and is developing its 
marketing operations in those areas. 


@ Its net profit is above the national average for jobbers. 
@ It has no outstanding debts. 








NATIONAL 


By LEONARD CASTLE 
Midwest Editor 


The new year’s promise of in- 
tensified competition holds no 
fear for South Dakota Oil Co. 

Behind the company’s confi- 
dence as it enters its 14th year 
is 1954’s sales record—a gross 
profit of 25% and a net profit 
of 3% before taxes. (National 
jobber averages of 16.7% and 
2.2%, respectively, were report- 
ed for 1953 by the National Oil 
Jobbers Council.) And for the 
past four years, the company has 
averaged a net profit of 3 to 
4.5%. 

This has enabled it to reinvest $50,- 
000 in a program of capital improve- 
ment and also to extend its territory. 

As the concluding part of its 1954 
program, South Dakota Oil bought 
two new transports, one to replace an 
older rig and the other an addition. 

At $7,000 each, these account for 
$14,000 of the $50,000. Two bulk 
plants—at Trent, S. D., and Larch- 
wood, lowa—shared $30,000 equally, 
and the remaining $6,000 went for 
tank truck and service station im- 
provement, including dual pumping 
equipment and new truck tanks 

Now the company is planning to 
widen the territory served by its com- 
mon carrier transports and expand the 
two bulk plant areas. 

One of these is the farming locale 
around Trent, 30 miles north of Sioux 
Falls headquarters, where a new bulk 
plant was opened last October. The 
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BULK PLANT at Larchwood, lowa, 20 miles from Sioux Falls, was purchased as part of company’s expansion program 


other is the rural area ringing Larch- 
wood, 20 miles southeast, where South 
Dakota Oil purchased a bulk plant 
formerly leased by Skelly Oil Co., its 
supplier. 

While this is going on, South Dakota 
Oil will be operating its big service 
station—its only such outlet—at Sioux 
Falls. President H. L. Aden describes 
its investment there as sizeable enough 
to finance construction of five ordinary 
stations. And he feels the operation is 
more easily controlled and operating 
costs are kept to a minimum by con- 
centrating the service station business 
at one location. 

Ray Gulk, station supervisor, is one 
of the officers in the company. The 
president and his son, R. L. Aden, vice 
president and general manager, are the 
others. 

Operating details of the 600,000- 
gal.-a-year outlet are Gulk’s respon- 
sibility. 

Here, as throughout the company, 
there’s a sharp eye for such details, 
whether on commercial accounts, the 
service station, or the expanding farm 
territory. 


CLOSE SUPERVISION 

Here’s how the company officers 
keep close watch on its activities: 

1. Daily warehouse reports from 
bulk plant managers. 

2. Daily reports from each of the 
three shifts at the service station. 

3. Thrice-a-month reports on the 
buying activity of South Dakota Oil’s 
500 charge account customers. 

4. A monthly profit and loss state- 
ment for all departments. 

5. A monthly report on the trans- 
port operation. 

The warehouse reports are filled out 
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daily by the managers of each of the 
company’s three bulk plants—Sioux 
Falls, Trent and Larchwood. 

Daily totals are struck for cash 
sales, charge sales, collections and 
bank deposits. 

Daily Inventory—The report also 
contains a daily inventory for four 
products—regular and premium grade 
gasoline, kerosine and distillate. 

The daily retail station report is 
made out by each of three shift manag- 
ers as he goes off duty. 

One important step is the report on 
buying activity and credit status of 
charge account customers. The state- 
ment reaches Bob Aden’s desk three 
times a month. 

This report is a vital key to Aden’s 
analysis of current sales activity and 
scrutiny of delinquent accounts, be- 
cause fully 95% of South Dakota Oil’s 
retail sales are done on credit. 

The statement contains three pieces 
of vital information: 

—First, it lists the names of credit 
customers whose purchases have 
declined suddenly and without appar- 
ent reason during the month. 

—Second, it lists the names of 
regular credit customers who did not 
make any charge purchases during the 
period. 

—Third, it lists credit accounts 
that have become delinquent or are 
approaching the border line. 


THE FOLLOWUP 


The placing of this report on Bob 
Aden’s desk is a signal for immediate 
activity. 

Carefully he studies the names of 
customers whose purchases have 
dropped off, or ceased. In some 
cases, he knows the reason. In others, 
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in new region 








North Dakota 


Nebraska 











GROWING MARKETING areas in 
South Dakota Oil Co.'s territory 
center around newest bulk plants 
at Trent, S. D., and Larchwood, 
lowa. Sioux Falls is headquarters 











he picks up the telephone and asks for 
it. If the account is important enough 
he makes a personal visit. 

If the customer has some complaint 
about the company’s products or ser- 
vices, Aden promises to make immedi- 
ate amends. Then he assigns the 
appropriate person in the firm to carry 
out the promise. 

Next, Aden, who retired in October 
as president of the South Dakota Inde- 
pendent Oil Men’s Assn., studies the 
list of delinquent accounts and im- 
mediately telephones or visits each of 
them. This system has helped South 
Dakota Oil hold credit losses under 
1%. 

The monthly profit and loss state- 
ments contain detailed reports of 
operating expenses. 

ALL IN ONE 

South Dakota Oil’s service station 
is 150 ft. long by 100 ft. deep. It 
houses the general office, eight bays 
for greasing, washing and tire work, 
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— management 


a service room and a general repair 
shop. It has facilities for handling 
the largest semi-trailer, and is equipped 
to do everything from cleaning a 
spark plug to overhauling a truck 
motor. 

In line with the original policy laid 
down by the president, the company 
concentrates on maximum profit lines. 
It does a large business in premium 
and tubeless tires, for example. 

Other high-profit items include 
premium gasoline, big-truck repair 


jobs for the service department, snow 
tires, safety tubes when the customer 
prefers them to tubeless tires, and 
permanent antifreeze. 

Short, profit items that the company 
avoids include a second line of tires. 
The firm stocks only natural rubber 
tires, handles no synthetics. On tank 
wagons, it has eliminated 50-gal. bbl. 
fills, the smallest now being 100 gal. 
It has not gone into truck tires because 
of lack of facilities to develop the 
big volume it feels necessary. 





Best buy in hand pumps... 


...the new 688 series 


“i Cg these 


—— 


important features! 





of stainless steel! 


—Permolited inside and out! 





strokes) — steady flow! 


Flexible diaphragm of tough molded 
synthetic material! 





Shaft, valves, valve plates and springs are 


Durable housing of die-cast aluminum alloy 


Delivers 20 gall per minute (100 


Y Suction stub adjusts itself to tank depth! 


> No parts to leak, stick, freeze or jam! 


4 Will stand up for years under hardest use! 








-..+ plus other exclusive features. With a few 
changes in parts, you can convert this ver- 
satile pump to ’most any use—from pipe 
lines to drums, or underground tank, with 
hose or spout outlets. Altogether, 22 dif- 
ferent models! See the new Tokheim today. 
Call your Tokheim representative or write 


directly to factory for literature. 








General Products Division 


TOKHEIM CORPORATION 


Designers and Builders of Superior Equipment 


1650 Wabash Ave. 


Since 1901 


Fort Wayne 1, Ind. 


Factory Branch: 1309 Howard Street, San Francisco 3, California 
Canadian Distributor: H. Reeder, 205 Yonge Street, Toronto, Ont, 
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CONSUMER POLICY 


South Dakota Oil refuses to cut 
prices On consumer accounts—either 
to the farmer or commercial buyers. 

Despite this stand during a period 
of price cutting elsewhere, the com- 
pany has a large commercial account 
business. 

Among the company’s commercial 
accounts are five large trucking firms. 
They are willing to buy their pe- 
troleum needs at full price because 
South Dakota Oil gives complete 
service for all the trucks, from over 
hauling a motor to changing the oil. 

A card system is set up for each 
fleet account and the company knows 
in advance the day each truck is 
scheduled for service and what kind 
of work should be performed. Much 
of this servicing is done at night. 
Employes of South Dakota Oil unlock 
the trucking firm garage, drive the 
truck to the station, do the required 
servicing, and return it in time for 
regular duty the next morning. 

The company is supplying about 
150 farm accounts from the bulk 
plants at Trent and Larchwood. But 
because these are new marketing 
areas, the Adens anticipate that their 
farm business will increase. 

The new Trent plant has storage 
capacity of 32,000 gal. of regular and 
premium gasoline, No. 1 and No. 2 
fuel oil, and power fuel. 

Loyalty—The company operates its 
two 5,800-gal. Fruehauf transports as 
common carriers, hauling to its own 
bulk storage as well as to eight other 
Skelly jobbers in an area from Murdo 
on the west to Milbank on the north. 
Deliveries are made from the Great 
Lakes Pipe Line Co. terminal in 
Sioux Falls. 

For some time, only one transport 
was used. When business required 
another, the second would have oper- 
ated only on a part-time basis had 
not Skelly hired the company to de- 
liver to three more of Skelly’s jobber 
bulk plants. This arrangement keeps 
both transports busy. 

“This was a good example of how 
loyalty to your supplier can pay off,” 
says Aden. 

“And that is important to the job- 
ber. He is far better off to work 
closely with his supplier than to flirt 
with every other prospective supplier 
who comes along. 

“You'll get far better treatment, 
and over the long pull you'll gain 
more, if you remain loyal. You don’t 
need to be subservient, but usually 
you and your supplier can reach a 
common understanding.” x 
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" 2-Speed Axles 


eos er 
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More than Two Million 
Eaton Axles in Trucks Today! 


Ask your truck dealer for complete information. 


AXLE DIVISION 
MANUFACTURING COMPANY 


CLEVELAND, OHIO 








PRODUCTS: Sodium Cooled, Poppet, and Free Valves « Tappets « Hydraulic Valve Lifters « Valve Seat Inserts « Jet 
Engine Parts « Rotor Pumps « Motor Truck Axles « Permanent Mold Gray Iron Castings « Heater-Defroster Units « Snap Rings 
Springtites » Spring Washers+ Cold Drawn Steel « Stampings« Leaf and Coil Springs « Dynamatic Drives, Brakes, Dynamometers 
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The J&L line includes all types of 


Closures and Finishes. Bright, colorful 
decorations may be reproduced to 
your specifications. Heavy-duty ICC 
Drums. Light-gauge Drums. 55, 30 
and 15 gal. capacity and 100-Ib. 
Grease Drums. Lightweight Drums for 
Chemical and Powdered Materials. 
1-10 gal. capacity Steel Pails for 


Foods, Chemicals, Oils. 
) 


FOR STEADY 
ACTION 


..- for steady packaging performance 
J&L STEEL CONTAINERS 
ARE ON THE TARGET 


When you specify J&L Steel Drums and Pails you are 
assured of maximum protection for your product. In 
terms of “steady action” you can depend upon J&L 
because: 


SY 4 
we ! 
N 
“MY 


5, 


‘a 


You can obtain J&L Steel Drums and Pails through 


plants located in leading industrial centers. You'll find 
J&L service fast and efficient. 


Sones + Laughlin 
STEEL CORPORATION — Pittsburgh 


CONTAINER DIV 
405 Lexington Ave., New York 17, New York 
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=f what they’re saying 


“Our (Ohio Turnpike) rental bids 
represent what our experience indi- 
cates to be the highest that we should 
pay for such station sites. We do not 
intend to have one policy for stations 
on a toll road and another for stations 
on free roads.” C. T. FOSTER, presi- 
dent, Standard Oil Co. (Ohio). 

) 

“We seem to be caught in a con- 
fusion of oversupply of crude oil and 
drilling rigs, overstocks in products, 
too much increase in imports and, on 
top of that, a demand by government 
to maintain oversupply. It’s amazing, 
but somewhere, somehow in our 
American scheme, there are the 
answers.” W. W. FLENNIKEN, presi- 
dent, Rocky Mountain Oil & Gas. 
Assn. 


“During the period of transition to 
re-established equilibrium, we are 
going to face abnormal risks in our 
business because of building ‘ahead of 
the market’.” JoHN W. BoATWRIGHT, 
assistant general manager of supply 
and transportation, Standard Oil Co. 
(Indiana). 

e° 

“We have been telling people how 
good the products are which get a car 
going 90 miles an hour. Now it be- 
hooves us to tell them the value of 
slowing down that potential murder 
weapon.” STANLEY LEARNED, assistant 
to president, Phillips Petroleum Co. 

e®?* 

“In today’s world of ever-increasing 
regulations which govern so much of 
what we are trying to accomplish, we 
are apt to underestimate momentarily 
the potentialities of good will. Its 
possibilities are endless.” Harry G. 
SCHAD, vice president for transporta- 
tion, Atlantic Refining Co. 


“The (oil) industry is being deliber- 
ately harassed for the sake of pure 
political expediency. The ultimate 
consequences of the federal govern- 
ment’s course will be destruction of 
private enterprise in the petroleum 
field and, concurrently, a shrinkage of 
oil and gas reserves which might well 
prove fatal.” REP. WRiGHT PATMAN 
(D., Tex.). 

e®* 

“The American people favor free 
enterprise and do not demand any 
major reforms of business. But busi- 
nesses must take greater pains to be 
fair and open in all dealings with 
employes and other groups.” ROBERT 
G. DUNLOP, president, Sun Oil Co. 


“If we can bring imports under pro- 
ration, which will be the effect of an 
equalization tariff, and take from a 
handfull of importing companies the 
privileged position of making domestic 
production adjust to whatever level of 
imports they wish to bring in, we will 
have found a solid solution to our 
problem.” JacK WOODWARD, presi- 
dent, Texas Independent Producers 
and Royalty Owners Assn. 

oe? 

“The (oil) industry should never 
advocate legislation or other programs 
which are designed to guarantee the 
continued existence of large com- 
panies, small companies, integrated 
companies or nonintegrated companies. 
It would be folly to think in terms of 
holding constant the business oppor- 
tunities for any particular size or type 
of company.” JOHN G. MCLEAN, pro- 
fessor of business administration, 
Harvard University. 


“It is the view of NOJC that if 
domestic supplies of oil become so 
abundant as to necessitate restrictions 
on oil imports, then there is no further 
necessity for an oil depletion allowance 
to induce additional production. It 
does not appear to be consistent to 
have income tax gratuities as an in- 
ducement for production of a com- 
modity which is already in over- 
supply.” Oris H. ELLs, general 
counsel, National Oil Jobbers Council. 


“It is hoped that the Federal Power 
Commission will define by regulation 
what constitutes an interstate (natural 
gas) sale. Producers should not be 
required to decide, at the risk of a 
severe penalty if they make an in- 
correct decision, which of their sales 
are interstate.” CLAYTON L. ORN, 
general attorney, Ohio Oil Co. 


“The U.S. oil business must face 
up to the fact that it is and will in- 
creasingly become part of an oil busi- 
ness worldwide in scope. This is a 
development not to be feared and 
resisted, but one to be recognized and 
participated in.” M. J. RATHBONE, 
president, Standard Oil Co. (New 
Jersey). 

oe? 


“The Canadian oil industry appreci- 
ates its responsibility to supply liquid 
fuels not only from conventional oil 
fields, but by carrying out research 
that may someday make it possible to 
provide supplies from shale, coal or 
tar sands.” R.H. C. HARRISON, presi- 
dent, Canadian Petroleum Assn. & 
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To Meet Your Needs... 


YOU'RE RIGHT WITH 
EVER-TITE 


[5 lek lst serviceability 
prevents leaks and spills; re 
duces loading and delivery 
time 


EVER-TITE “the world’s best 
quick coupling’’ makes your 
hose connections fast and sure 
EVER-TITE 
means longer-lasting aaeltielis 
free service. EVER-TITES never 


fail or jam 


dependability 


YE durability stands 
up under the toughest wear 


{& \V/ [& [] 
c U 


tained by rigid control of 
construction specifications and 


quality is main 


ale hicialel i 


AVAILABLE IN SIZES FOR 
EVERY NEED AT LEADING 
DISTRIBUTORS EVERYWHERE 


EVER-TITE 
COUPLING ¢€O. 





CTIFIcrliks 


~ Sensational 


ale FLUORESCENT FLOODLIGHT 
——r SERIES 9000 


for SUPERIOR IIlumination ! 


Here’s the first thoroughly reliable enclosed fluores- 
cent service station luminaire to incorporate the 
latest advances in the field of outdoor high-mounted 
flood lighting. Provides superior visibility, with a 
degree of comfort and ease of viewing never before 
attained. 

The Series 9000 blankets an extremely wide area 
with an abundance of white glareless light — the 
highest light output yet produced in a fluorescent 
lamp for outdoor use. Output actually increases up to ten percent in freezing temperatures 
because unit is enclosed. 

Sturdily constructed, with unusually low operating and maintenance costs (only 400 
watts per unit), and far longer lamp life, this modern design flood unit will revolutionize 
service station lighting practice. 

Constructed of welded die-formed aluminum, with specular reflector of Alzak aluminum 
sheet. Hinged, extruded aluminum frame utilizing Plexiglas or Alba-Lite glass suitably 
cushioned and sealed, encloses unit. High strength aluminum casting is securely fastened 
to top of unit, with mounting arms and bracket to fit existing poles. Adjustment is easily 
made from horizontal to 10, 20, 30 or 45 degree positions. Completely wired, ready for 
supply connections in the field. 


Sketch features sound flood lighting practice for approaches, driveways and ramps. Guardian 
Series 9000 fluorescent floodlights mounted on 20’ or 24’ hinged poles bathe the entire area 
in a cool white light of excellent quality, providing a most favorable rendition of colors and 
complexions. Pump islands are lighted by Guardian fluorescent “T” Lights. 





Write for new fully illustrated 
Bulletin 9000 and Catalog 
54-R for complete information 





on this luminaire 


Guardian Light Company 


AK PARK LLINOIS 


S| 


NATIONAL PETROLEUM NEWS * December, 1954 





~ Regions 


== ee ee ee ee ee ee ee ee ee ce cee ae 


By Leonard Castle 


The Jobber Is Here to Stay 


Sixteen months ago Continental Oil 
Co. named one of its top marketing 
executives, Oak B. Lloyd, as jobber 
relations expert reporting directly on 
jobber affairs to Harry J. Kennedy, 
vice president of marketing. Since 
then, he has roamed Conoco’s wide- 
spread marketing territory, attending 
jobber conventions, visiting meetings 
of the National Oil Jobbers Council, 
and talking with individual jobbers in 
their own communities. 

Last month, NPN interviewed Oak 
Lloyd to determine what he’s learned 
in those 16 months of close association 
with jobbers about their problems, 
their operations and their future. Here 
is a record of that interview. 

“Oak, you’ve been traveling around 
the country to various jobber meetings 
during the past year, talking to Conoco 
jobbers as well as others, and must 
have some pretty definite ideas about 
the jobber’s position in oil marketing. 
First, is the jobber here to stay?” 

“He most certainly is! But it follows, 
of course, that the jobber must con- 
tinue to be an efficient, low-cost mar- 
keter to continue to justify the confi- 
dence of his supplier. For my own 
company, I can say that collectively 
the jobber is Continental’s most im- 
portant customer and its volume 
through jobbers has grown consist- 
ently. So naturally, our future is tied 
in closely with that of our distributors. 

For Good Relations — “Our plans 
include aggressive efforts to expand 
our sales volume through this channel 
of distribution, and with that objective 
it follows that we are going to con- 
tinue to exert ourselves to the utmost 


to improve the relationship between 
Continental and its jobbers.” 

“It goes without saying that prob- 
lems involving jobbers and their sup- 
pliers exist. What progress has been 
made recently in ironing them out?” 

“Yes, we do have problems in the 
relationship between jobber and sup- 
plier. We always have had and no 
doubt always will have. However, 
there is encouragement to believe that, 
as we go along by mutual co-operation 
and with each party recognizing the 
viewpoint and problems of the other, 
we can continue to resolve our differ- 
ences in the future as we have done 
in the past, within the industry. As evi- 
dence of this, one of the really serious 
problems of jobbers 18 months ago 
was that of margins. That was satisfac- 
torily solved when jobbers margins 
were increased generally. 

Mutual Understanding — “Another 
important step toward mutual co-oper- 
ation between jobber and supplier was 
the creation of “Consult Your Sup- 
plier Month” by the National Oil Job- 
bers Council. That certainly brought 
jobbers and suppliers closer together 
across the conference table and re- 
sulted in a deeper understanding of 
each other’s problems and viewpoints.” 

“What are the things that seem to 
be worrying jobbers the most these 
days? What are their main problems?” 

“The main ones seem to be over- 
supply of product, service station con- 
struction and loss of commercial con- 
sumer accounts.” 

“Is there any answer to the problem 
of oversupply?” 

“That’s a tough one to answer. In 
any situation where there’s an over- 
supply of products seeking a market, 
the jobber’s volume suffers the same 
as does the volume of all types of mar- 
keters. This situation can only be cor- 
rected by wise and businesslike utiliza- 
tion of our expanded refining ca- 
pacity.” 

“What about the complaints that 
supplying companies have erected ex- 
pensive service stations without any 
apparent regard as to whether they 
will, or can, pay out?” 

“Well, this certainly is a subject that 
has had a great deal of attention from 
the jobber segment of the industry. It 
must be recognized that there has been 
a great deal of service station construc- 
tion since the end of the war. 

Justified Expansion—*But while ad- 
mittedly a few mistakes may have been 
made in estimating payouts, generally 
the expansion of service station facili- 
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OAK B. LLOYD 
“... the jobber must know his costs.” 


ties has been justified. During the war 
years, service stations became obsolete. 
Immediately following the war the 
growth of community centers adjoin- 
ing nearly all of the larger cities and 
towns necessitated the construction of 
service stations to serve those new 
communities.” 

“But Oak, the jobber says he can’t 
keep up with this kind of competition 
because he doesn’t have the necessary 
capital and experiences difficulty find- 
ing it through regular lending chan- 
nels. What, if anything, can he do to 
finance the construction of new sta- 
tions?” 

“I'm glad to speak for Conoco on 
that point. So far as our company is 
concerned, real. progress has been 
made toward settling a problem for 
which a solution seemed extremely 
difficult only a year ago. Today Con- 
tinental has an aggressive program 
aimed at extending financial assistance 
to the jobber to enable him to modern- 
ize existing stations or to acquire sites 
and build new ones, and this without 
losing his independence of operation. 

Further Aid—‘“In addition, Con- 
tinental has helped its jobbers, so far 
as this problem is concerned, by build- 
ing service stations in the jobber’s mar- 
keting territory and then having the 
jobber supply the station, rather than 
Conoco supplying it direct. This im- 
proves the character of his distribu- 
tion and adds to his profit.” 

“You mentioned earlier, Oak, that 
Conoco’s future is tied in closely with 
that of its jobbers, and you've out- 
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lined some of the things Conoco is 
doing to help its distributors. Is there 
anything else along this line you'd like 
to mention?” 

“Yes, there is. A recent change in 
Continental’s field organization has 
had the effect of rendering better serv- 
ice to its jobbers and eliminating some 
internal conflict. 

“Until a short time ago, jobber 
salesmen covering large territories 
were responsible for Conoco’s jobber 
activities. Direct marketing activities 


were handled by another group of field 
sales personnel. Each was bound to 
have been influenced by a certain 
amount of selfish interest in that phase 
of the activity for which the individual 
received credit. This was changed to 
the extent that all field sales activities 
were consolidated under the direction 
of district sales managers with small 
districts and with responsibility for 
both jobber and direct sales func- 
tions.” 


“Earlier you suggested that the job- 


Faithful for 99 Years 
MORRISON BROS. COMPANY 


Oll EQUIPMENT HEADQUARTERS 


VA 


NATIONAI 


ber must continue to be an efficient, 
low-cost marketer. What can the job- 
ber do to increase the efficiency of his 
own operation?” 

“That’s a broad field, but first I'd 
say the jobber must know his costs. 
This means adequate record keeping 
and cost accounting so he knows im- 
mediately when something is going 
wrong and can take steps to correct it. 
It is becoming increasingly important 
for the jobber constantly to be seeking 
ways and means of reducing his costs 
of doing business. 

Margin Need—“The jobber, as a 
local businessman and being active in 
civic affairs, has a definite competitive 
advantage in his own marketing areas. 
If he knows his costs, it never should 
be necessary for him to take business 
without earning an adequate profit. It 
is important that he retain his full 
margin of profit in order to accumu- 
late capital to enable him to grow and 
expand in pace with the industry.” 

“It is obvious from our conversa- 
tion that the jobber has many respon- 
sibilities to his supplier. The supplier 
must have some responsibilities to his 
jobber. What would you list as the 
main ones, Oak?” 

“Well, I'd say first that the supplier 
must keep pace with all engineering 
and technological advances in a highly 
competitive industry in order always 
to assure the jobber of high-quality 
products—the best he can get. We’ve 
seen evidence of these advances during 
the past year with the development 
and production of higher quality gaso- 
lines and superior quality lubricating 
oils and greases. 

Supplier Helps—‘“The supplier also 
has a responsibility of extending ad- 
vice in business management, if the 
jobber wants it. And then, of course, 
he must furnish adequate advertising 
and sales promotion assistance. And 
last, but by all means not least, he 
should make available to the jobber 
and his dealers an interesting and pro- 
ductive sales training program.” 


Back-to-School Movement 

Indications are that many jobbers 
throughout the Midwest will be going 
back to college later this winter and 
spring. Virtually all Midwest jobber 
associations are planning to set up Dis- 
tributive Education (DE) courses along 
the lines of the highly successful man- 
agement institute conducted Oct. 12- 
14 on the Madison campus of the 
University of Wisconsin. 

Wisconsin was the first Midwest 
state, and the fourth in the nation, to 
hold a DE course for petroleum job- 
bers. And, in the words of L. T. White 
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With false top porting cylin- 
der wall is scored and rough. 


Cylinder wall with normal PM-2 
bottom porting r ins smooth. 





Foo! the Difference! 


Anyone interested in Service Station Pump Meters should note the 
results of this practical, revealing test. Ask your local A. 0. Smith 
Representative today; he has one of the test meters and will be 
glad to let you see and feel for yourself the startling difference. 


THIS WAS THE TEST: Several A.O. Smith PM-2 Meters 
were modified so that in one cylinder the bottom outlet port 
was blocked by an extended, brass, conventional sleeve. A 
special adaptor channeled the fluid to exit through a conven- 
tional top port. The other three cylinders—with A.O. Smith 
stainless steel sleeves and bottom ports—were left unchanged. 

Gasoline containing water, sand and pipe scale was 
pumped through these test meters. After only a few hours 
of operation the brass sleeve in each meter became badly 
scored while the stainless steel sleeves in the other three 


cylinders retained their original smooth finish. 


A 
Coed 


Through research — ...@ better way 


AOSmith 


€orepe@Qgdrerea yt 


METER . @ ew S&S GS 


Factories: 5715 Smithway St., Los Angeles 22, Calif., P.O. 
Box 500, Succasunna, N. J. Offices: Atlanta, Chicago 7, 
Houston 20, Los Angeles 22, New York 17. Canada: Toronto 
12, Vancouver 1, International Division—Milwaukee 1, Wis. 


Welding Machines Pressure Vessels and Safety Greting Electric Motors Line Pipe and Vertical 


and Electrodes Heat Exchangers 
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MALTESE CROSS FIRE HOSE 


Maltese Cross Fire Hose for severest service .. . 
extra strong yet light and flexible. Standard lengths: 
50 feet—tested up to 400 psi. 











IS THE FINEST IN FIRE PROTECTION 


Maltese Cross Fire Hose has never failed at a fire, has 
always given peak performance when needed as shown 
in these three case histories. 


(1)...A large New Jersey refinery battled a stubborn 
fire with five brands of fire hose. All brands burst on the 
job except Maltese Cross Fire Hose, and that same hose 
has been in use now for over 30 years! 


(2) ... Not one length of 20-year-old Maltese Cross Fire 
Hose failed in one of the century’s worst refinery fires. 
Thirty-nine lengths of other brands of fire hose burst 
during action. 


(3) ...A large refinery refused to buy higher priced Mal- 
tese Cross Fire Hose but settled for a lower cost hose. 
When a fire occurred their cheaper hose lengths burst one 
after another. They borrowed hose from a nearby refinery 


. .. Maltese Cross Fire Hose. Not one length burst. Today 
Maltese Cross Fire Hcse is a standard part of their fire- 
fighting equipment. 
Here is proof that Hewitt-Robins Maltese Cross Fire 
Hose offers the greatest safety and economy over the 
years . . . it will never mildew or dry-rot during storage 

. it is oil, acid and abrasion-resistant and built to with- 
stand the severest pressures . . . it’s the handmade fire 
hose whose wrapped construction includes four tough flex- 
ible plies of specially woven duck combined with premium 
rubber compounds. Ma!tese Cross Fire Hose is widely 
used and approved for oil tanker service because it resists 
weathering and salt spray. 

Your investment in Hewitt-Robins Maltese Cross Fire 
Hose will insure complete and proven protection in your 
industrial fire protection system. 


HEWITT@) ROBINS 


Executive Offices, Stamford, Connecticut 
DOMESTIC DIVISIONS: Hewitt Rubber «+ 


FOREIGN SUBSIDIARIES: Hewitt-Robins (Canada) Ltd., Montreal «+ 
Paris, France * Robins Conveyors (S. A.) Ltd., Johannesburg « EXPORT DEPARTMENT: New York City. 


Robins Conveyors «+ 


Robins Engineers + Restfoam 


Hewitt-Robins Internationale, 


NATIONAL 
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of Cities Service, vice chairman of the 
API’s Marketing Personnel Training 
Committee and high priest of Distribu- 
tive Education in the oil industry, Wis- 
consin’s is one of the most successful 
schools to date. 

It also was the first jobber institute 
at which moving pictures were used 
as a fundamental part of the training. 

Three films were shown: It’s Up to 
You, dealing with human relations; 
Opportunity U. S. A., from the In- 
vestment Bankers Assn., covering 
money and accounting; and the Ethyl 
Corp.’s job analysis film on how a boy 
decides to take service station em- 
ployment. 


Third-Structure Tax Chances 


The political situation in New York 
State today holds a ray of hope for 
the truck owner burdened or in danger 
of being saddled with the so-called 


points the other way, to introduction 
of a proposal in the legislature for a 
ton-mile or weight-distance law. 

The Pennsylvania State Grange is 
virtually sure to sponsor such a bill. 

Although local Granges over the 
state, plus the national grange, haven't 
favored third-structure taxes, the 
Pennsylvania organization recently re- 
elected as its head Dr. Beatty H. 
Dimit, who has been plumping hard 
for a ton-mile tax. 

Study Pledged—lIt is only a ray of 
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hope for the truck owner that has 
brightened the prospect of repeal of 
New York’s weight-distance law. 

The 1954 Republican state platform 
pledged the GOP to “a continuing 
study of highway-user taxes and their 
administration, to minimize barriers 
in Our essential interstate transporta- 
tion network and maintain an equit- 
able tax structure.” 

New York State Democrats prom- 
ised “study” of the situation “in the 
light of past experience to the end that 





For Safely and Perfomance 


Flare mixes perfectly with og Flere Heavy Duty conforms 
all fluids recommended by to State of Minnesota law 


third-structure tax. automotive manufacturers. setting specifications. 


Chances for repeal of the Empire 
State’s weight-distance tax law have 
been enhanced by leaders of both the 
Republican and Democratic parties. 

They indicated in this fall’s cam- 
paign that they realize the law is a 
bad one for the truck owner, who has 
to shoulder a big bookkeeping load as 
well as the tax; the state, which finds 
the law costly to administer; and the 
consumer, who pays in the end. 

As New York is a political bell- 
wether, this should furnish truck own- 
ers elsewhere a strong argument 
against weight-distance, ton-mile, axle- 
mile, mileage or other tax laws in the 
third-structure class. 

Pennsylvania May Act—It may be 


Flare will not corrode metal, Flore helps prevent 
damage rubber parts, 5 vapor lock, insures maximum 
or form sludge er gum. performance. 


Flore's heavy body assures 6 | Fiare is laboratory and road tested for 


good sealing, with no loss trouble-free performance . . . and it's 
of hydraulic pressure nationally advertised for easy selling. 


Experienced servicemen and mechanics recommend 
Flare Brake Fluids for better performance—easier 
sales. Fleet operators and private drivers choose 
Flare for safety’s sake. Contact your supplier today 
for Flare Brake Fluid in pint, gallon, 5-gallon and 
54-gallon containers. It’s easy to use—easy to sell! 


***Society of Automotive 
Engineers’’— the foremost 
authority for setting high, 
uniform standards of per- 
formance in the automotive 
industry. 





We Solicit Private 
Brand Accounts 


THE BELL CO., Inc. 


411 


of particular significance in adjoining 
Pennsylvania. 
There, the legislative road marker 





If you are interested in your 
own private brand of chemicals, 
we shall be glad to discuss it 
with you, 
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North Welcott Avenue 
Chicano 22, ttlineois 


Bell Chemicals Ltd., 
156 Bathurst $f. Toronto, Ontario, Caneda 
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appropriate action may be 
mended to the legislature.” 

And the outgoing Dewey adminis- 
tration is understood to have been 
“not too happy” about the administra- 
tive problems its weight-distance law 
has produced. 

But truck interests close to the situ- 
ation definitely are encouraged. 


recom- 


More Burner School 

Members of the Greater Philadel- 
phia Fuel Conference are so pleased 
with results of their first venture into 
oil-burner service schooling that they 


are planning to expand the activity 
next spring. 

The initial course, concluded Nov. 
23, was for upgrading burner service- 
men with at least one year of experi- 
ence. Almost twice as many as could 
be accommodated applied for the lec- 
ture-demonstration course, and interest 
in it ran high throughout, among both 
trainees and their employers. Attend- 
ance averaged 65 men out of an en- 
rolled 79, two nights a week. The 
course started Sept. 28. 

Now the intention is to provide not 
only a similar course but also begin- 


ners’ training on a small-class basis 
(for about 15 men). Both courses 
would be started in April or May, near 
the end of the heating season. 

The thought is that the conference 
members’ goal—the upper hand in 
competition with gas heat—can’t be 
achieved and held through the confer- 
ence’s oil heat promotion alone. 


By Charles Pollak 


... to be continued 


Blackmer’s growth has been earned by the 
development and manufacture of products 
backed by 50 years of constant laboratory 
and field research. These products include in- 
dustrial bulk pumps, truck pumps, hand pumps, 
strainers and fluid motors. Blackmer's ad- 
vanced design, smooth operation, economy 
and flexibility of use . . . have been perform- 
ance proved throughout the last half cen- 
tury. Wherever liquids are handled, Blackmer 
pumps are known for quality, dependability 
and record durability. Simple, basic design 
of all components assures trouble-free service 
and freedom from maintenance problems. 
And now, new products soon to be announced 
promise a new standard of performance. 
You'll find our engineers can solve your liquid 
materials handling problems . . . why not 
write for more details today! 


Letter to the Editor 
Dear Herb: 


Thought you might want to have 
the inside story on that mass protest 
meeting On smog in Pasadena. That 
was the one where, for the first time 
in my experience, I heard several 
thousand Americans roar their hos- 
tility to the oil industry. 

The meeting had a big advance 
build-up. The metropolitan Los An- 
geles papers had been full of smog 
stories, some on the hysterical side. 
The smog had been bad for a couple 
of weeks, especially in foothill cities 
like Pasadena where the stuff rolls up 
against the mountains and. can’t get 
out. On the afternoon preceding the 
meeting a bunch of Pasadenans pa- 
raded around the city wearing gas 
masks and toting signs urging the 
citizenry to attend. 

There was also a build-up for the 
“Reply to Larson.” Seems the county’s 
chief smog fighter, Gordon Larson, 
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STRAINERS 


liquid materials beadling® 


BLACKMER. 


INDUSTRIAL, HAND AND TRUCK PUMPS, STRAINERS, PRESSURE CONTROL VALVES 
BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


DIVISION SALES OFFICES 
NEW YORK « ATLANTA «+ CHICAGO « GRAND RAPIDS « DALLAS « WASHINGTON ¢« SAN FRANCISCO 


See Yellow pages for your local sales representative 
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See how USS COR-TEN Steel 


Trailer shown here was 
built by Gorbett Broth- 
ers Tank Manufacturing 
Company, Fort Worth, 
Texas. It is owned and 
operated by Cosden Pe- 
troleum Corporation, Big 
Spring, Texas. 


,..adds 
258 free-riding gallons 
to this tank trailer 


THE GORBETT BROTHERS tank 
trailer shown here was built of USS 
Cor-TEN High Strength Steel. If it 
had been built with regular carbon 
steel, it would have weighed 1,550 
pounds more. 

These 1,550 pounds of unnecessary 
deadweight subtracted from the trailer 
were then added to the payload ca- 
pacity. At approximately 6 pounds 
per gallon of gasoline that means 258 
extra gallons can be carried on every 
trip this unit makes. The over-all 
loaded weight of the trailer does not 
increase. There is no extra strain on 
brakes, tires or running gear. The 258 
additional, free-riding gallons are ab- 
solutely clear profit. 

You can get capacity increases like 
these in your equipment, too! The 
payload is the pay-off. Day after day, 
through the long life of the equip- 


ment, these free-riding gallons pay a 
growing profit in reduced operating 
costs. 

But building lighter* with USS 
Cor-TEN Steel does more than save 
costs by increasing payload capacity. 
Cor-TEN Steel’s greater strength, 
greater toughness, higher resistance 
to wear and fatigue, and particularly 
its high resistance to atmospheric cor- 
rosion—4 to 6 times that of carbon 
steel—combine to insure unusual dur- 
ability and stamina which pay off 
in reduced maintenance time and 
lower repair bills. 

For more information on USS Cor- 
TEN Steel, get in touch with our near- 
est district sales office. Our engineers 
have had wide experience in applying 
it to all types of transport equipment. 
And send for a copy of the Cor-TEN 
Steel book. 


*ICC specification MC 303 shows the permissible 
lighter gages of high strength steel for tank sheets. 


UNITED STATES STEEL CORPORATION, PITTSBURGH ~- AMERICAN STEEL & WIRE DIVISION, CLEVELAND 


NATIONAL TUBE DIVISION, PITTSBURGH 


TENNESSEE COAL & IRON DIVISION, FAIRFIELD, ALA. 


UNITED STATES STEEL EXPORT COMPANY, HEW YORK 


COLUMBIA-GENEVA STEEL DIVISION, SAN FRANCISCO 
UNITED STATES STEEL SUPPLY DIVISION, WAREHOUSE DISTRIBUTORS 
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Refiners, Compounders 
and Private Brand Marketers... 


Pure’s test fleet lined up in front of the Pure Oil Research 
and Development Laboratories at Crystal Lake, Illinois. 


What's behind PURE quality? 


Maintaining a complete fleet of test cars is just one of the 
many things Pure Oil does to keep a constant check on Pure 
quality. Continued experimenting and testing like this as- 
sures you of getting highest quality when you buy solvent- 
extracted base stocks and finished blended oils from Pure Oil. 

Here are a few of the advantages you enjoy when you 

buy from Pure: 

e These time-tested and market-proved oils meet the 
API service designations from ML through DS, as 
well as most military and equipment manufacturers’ 
specifications. 

Pure’s base oils have a unique susceptibility to a wide 
variety of additive treatments, resulting in low treat- 
ment costs and flexibility of additive selection. 
Production and terminal facilities within easy reach 
of most markets and transportation equipment is equal 
to any demand—from a barge to a barrel. 

All Pure customers have a wealth of technical knowl- 
edge and help available to them, and Pure Oil sales- 


men are fully equipped to give on-the-spot techni- 
cal aid. 


be SUIE Gall or write THE PURE OIL COMPANY 
with Pure wae eee 
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had told Pasadenans that if they could 
show him where he had failed to take 
any legitimate anti-smog action, he’d 
resign. 

Overflow Crowd—lI got to the Pasa- 
dena Civic Auditorium a_ half-hour 
early on the chance that there’d be an 
overflow crowd. There was, and I 
was part of the overflow. There were 
a couple of grand-opening type of 
searchlights to tell everyone, near and 
far, that this was the place. A lot of 
people were milling around. The Citi- 
zens Anti-Smog Action Committee 
had arranged free parking for all 
comers, with the service stations in 
the vicinity doing their share—a nice 
bit of irony. 

We who comprised the overflow 
were shunted into a smaller auditori- 
um which was to get the proceedings 
via loudspeaker. However, a judicious 
flashing of old press cards got me into 
the second row of the main hall along 
with enough reporters, photographers, 
radio sound men and TV cameramen 
to do justice to something like a 
Marilyn Monroe press conference. 

Placards Carried—The crowd was 
in excellent spirits, considering the 
intensity of the smog. Most of the peo- 
ple were well along in years and ap- 
peared well to do, both typical of 
Pasadena. A few young men from 
Duarte, a nearby suburb, carried some 
big placards down the aisles to be 
photographed. Some of them read: 

“It has come to our children’s 
health or Oil, so Oil must go.” 

“There’s no health emergency, Gov- 
ernor; people are just dying to irritate 
you.” 

“Smog makes our future as black as 
(Gov.) Knight.” 

Lee Garr, local radio announcer 
who was master of ceremonies, started 
off by unloading from his pockets a 
box of Kleenex, bottles of eye lotion 
and nose drops, and a box of cough 
drops. That went over big. 

He told us there were 3,000 of us 
in the main auditorium, 1,500 more 
in the smaller hall and thousands of 
others who couldn’t get into either. 





“No!” the crowd thundered. 

“Do you want incinerators elimi- 
nated?” 

“No!” 

“Do you agree the public is being 
fooled by facts and figures?” 

“Yes!” 

Garr was grim. “The people want 
action and they’re going to get it!” 

Though the audience had been 
warned that no heckling would be 
permitted, the right kind of heckling 


regions —{* 


seemed all right with the committee. 
There was plenty of it from the in- 
evitable foghorn-voiced (Smoghorn?— 
Ed.) individuals “agin’” things. They 
variously urged the recall of all five 
county supervisors, the ouster of Lar- 
son and the banishment of the re- 
fineries to the desert. 

Founders Speak—Committee found- 
ers Francis H. Packard and E. James 
Lee were introduced as “little guys” 

(continued on p. 80) 


Lu Bar on the island 
SELLS MORE OIL! 
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LuBar on your island keeps oil right out in front where it's seen and 


sold. LuBar island display is a constant reminder to eve 


gasoline 


The curtains parted to reveal about 
half a hundred grim-looking citizens 
seated on the stage. They were identi- 
fied as representatives of civic clubs, 
churches, labor unions, merchants’ as- 
sociations, PTAs, the Gold Star 
Mothers and even the local lapidary : 
society. 

Audience Reaction — Garr men- OK H 3 | M ogg yams og ATION 
tioned Gov. Knight’s findings a cou- | TOKHEIM CORPOR 
ple of days earlier that smog did not | 
represent an immediate menace. “Do 
you agree with that?” he asked. 


customer to buy that extra quart of oil that brings you a huskier profit. 
This powerful merchandiser offers high capacity—96 quart cans—on 
a minimum of island space. It’s styled to match your pumps, incor- 
porates “‘can-tainer” for empties, locks against theft and tampering. 
Models available with advertising panels, 
and overhead lighting systems. On all 
counts, LuBar sells more oil... and 
selling just one extra quart a day will 

pay for a LuBar. Write for bulletin! 


Designers and Builders of Superior Equipment 
1650 Wabash Ave. Since 1901 Fort Wayne |, Ind. 


Factory Branch: 1309 Howard St., San Francisco 3, Californio 
| Conodign Distributor; H. Reeder, 205 Yonge St., Toronto, Ont. 
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ORONITE 
LUBE OIL 


ADDITIVES 


Photo ‘‘A”’ Shows 
excessive wear on valve 
lifter head from the use 
of oil having inadequate 
anti-wear properties. 


Photo ‘‘B’’ Shows 
valve lifter head 
properly lubricated 
with oil containing 
Oronite lube oil 
additives. 


(Valve lifters were taken 
from cars operated in 
normal passenger 
service.) 














iring machin 


This specially designed research tool makes it possi- 
ble to isolate and study the many factors affecting 
friction and wear, Dust and humidity are controlled 
in a sealed chamber so that tests can be made in any 
amount of moisture, nitrogen and carbon dioxide. 
Studies are made which include the effects of load. 
speed, types of metal as well as lube oil additives 
upon friction and surface damage of metals. As a 
result, Oronite lube oil additives have been devel- 
oped which minimize valve train wear. 

Oronite’s research and testing facilities are the 
most advanced in the nation, With years ahead re- 
search it is possible that Oronite additives could 
provide your finished oil with advantages to win and 
hold a market. 

Oronite will tailor-make additives to your base 
oils — meeting your price and performance needs. 
Just contact the Oronite office nearest you for com- 
plete information. ; 


rain edi 

With Oronite Additives 
you can formulate oils to 
meet the new A.P.L. Service 
Classifications and can 
meet specifications for 2- 
104-B, MIL-0-2104, Supple- 
ment I and Series 2 oils. 


OTHER ORONITE PRODUCTS 


Gas Odorant- 
Polybutenes 
Phenol 
Wetting Agents 
Dispersant FO 
(Furnace Oil Inhibitor) 
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who, fed up “because nobody was do- 
ing anything to get rid of smog,” de- 
cided that no longer would they “let 
George do it.” Both are life insurance 
salesmen. 

Outlines Program—At long last, up 
to the podium stepped Co-chairman 
E. James Lee with a program for ac- 
tion. First, he explained, “We have no 
quarrel with the oil industry as such 
.. . (it) has behaved as any other in- 
dustry would behave under similar 
circumstances. They’ve built their re- 
fineries close to their markets. They’ve 
put in new equipment. They make 
good gasoline. But they’ve also pro- 
duced a monstrous evil—smog. 

“Maybe the refineries should be 
corrected so they use smogfree proc- 
esses, or maybe they should be relo- 
cated (applause). We realize that the 
financial burden may be borne by the 
general public but we don’t care what 
the cost may be. Public health and 
longevity come first. We want the 
anti-smog law enforced regardless of 
any economic consideration.” 

The meeting wound up with an an- 
nouncement by Garr that whoever 
stole the gas masks from in front of 
the building, would he please return 
them because they had been borrowed. 

Best regards, 
CHARLIE POLLAK 


By William H. Kearns 


Refund Red Tape 


A Florida law, enacted by the 1953 
state legislature to ease the gasoline 
tax burden on farmers and commer- 
cial fisherman, has been taken advan- 
tage of to a much smaller degree than 
apparently had been anticipated, and 
may be repealed. 

Legislators put a $500,000 limit on 
the amount that could be refunded 
within a year, but only a fractional 
sum was refunded in the first 11 
months of overation. In the last five 

(continued on p. 82) 
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NEW CHEVROLET TRUCKS 


keep going longer, 
keep going for less! 


From the day you first put it on the job until the time 
comes to trade, your Chevrolet truck’s going to do 
more work for you while you spend less to keep it 
going. Here’s why you can count on it— 


INCREASED POWER SAVES YOU PLENTY 


Chevrolet's high compression ratio (in each of its 
three great engines) develops more power. That 
means you go longer before filling the tank! It means, 
too, you've got extra power handy whenever you 
need it—for greater acceleration, for an easier pull 
up steep grades, for steadier going through mud and 
sand on off-the-road jobs. So, you save not only on 
operating costs—you save time as well. 


GREATER RUGGEDNESS PAYS OFF IN LONGER LIFE 


Two-ton models, for example, are equipped with 
heavier axle shafts. All models have newly designed 
clutches and stronger frames. The best part of it is 
that, throughout their longer life, you spend less for 
their upkeep. For complete details about the model 
you need, see your Chevrolet dealer. He'll tell you 
whatever you want to know, then give you the best 
news of all: Chevrolet trucks are priced lower than 
all other lines! . . . Chevrolet Division of General 
Motors, Detroit 2, Michigan. 


MOST TRUSTWORTHY TRUCKS 
ON ANY JOB! 
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CHEVROLET ADVANCE-DESIGN 
TRUCK FEATURES 


THREE GREAT ENGINES—The new “Jobmaster 261” 
engine* for extra heavy hauling. The ‘“Thriftmaster 
235” or “Loadmaster 235” for light-, medium- and 
heavy-duty hauling. NEW TRUCK HYDRA-MATIC 
TRANSMISSION*—offered on %-, %- and 1-ton 
models. Heavy-Duty SYNCHRO-MESH TRANSMISSION 
—for fast, smooth shifting. DIAPHRAGM SPRING 
CLUTCH —improved-action engagement. HYPOID 
REAR AXLE—for longer life on all models. TORQUE- 
ACTION BRAKES—on all wheels on light- and me- 
dium-duty models. TWIN-ACTION REAR WHEEL 
BRAKES —on heavy-duty models. DUAL-SHOE PARK- 
ING BRAKE—greater holding ability on heavy-duty 
models. NEW RIDE CONTROL SEAT* —eliminates back- 
rubbing. NEW, LARGER UNIT-DESIGNED PICKUP AND 
PLATFORM STAKE BODIES — give increased load space. 
COMFORTMASTER CAB —offers greater comfort, con- 
venience and safety. PANORAMIC WINDSHIELD —for 
increased driver vision. WIDE-BASE WHEELS —for in- 
creased tire mileage. BALL-GEAR STEERING —easier, 
safer handling. ADVANCE-DESIGN STYLING —rugged, 


handsome appearance. 


*Optional at extra cost. Ride Control Seat is available on 

all cabs of 1- and 2-ton models, standard cabs only in 

other models, “‘Jobmaster 261"' engine available on 2-ton 

models, truck Hydra-Matic transmission on '/;-, Yq- and 
l-ton models. 
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Seven ellipsoidal-roof tanks 


insulated for large mid- y . 
continent chemical plant. F = — regions 
Flow-meter chart shows Z ay 


composite of tests 
which resulted 

in exceptional 
fuel savings 

for large 

oil pro- 

ducer 


months of 1953, the state comptroller’s 
office paid out only $16,259. Refunds 
jumped to $49,949 in the first six 
months of 1954, as more potential 
\ beneficiaries became better acquainted 
y\ with the law, but the refunds still were 


a far less than expected. 
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A) In the last five months of 1953, 
Steet only 314 farmers applied for refund 


Mwy of $15,610, a small number consider- 

? . ing that the latest official census of 

q farms in the state is 56,921. In the 

first half of this year, 638 farmers 

. availed themselves of refunds totaling 
$49,094. 

Last year only 17 commercial 


% 


* fishermen received a total of $648. 
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“a sl ys 
——- “up J) In the first half of this year, there 
J Vy Ti) were only 16 applicants, who received 
g Wy y/* $854. 
Y/ / One explanation why more have not 
participated in the tax refund pro- 
gram is that “it is too much trouble.” 
How It Works—To qualify for re- 
funds, the potential beneficiaries must 
first obtain an annual permit, which 
costs $2. A sworn application must be 
filed within six months from date of 


Mr FL AVIN T 7 purchase. Furthermore, no refund 
shall be authorized for purchases of 


less than 25 gal. at one time and none 


sayS top executive recommending is authorized if the amount due is for 


i # less than $5 in any three-months 
new tank insulation method period. : 

c Some of the “too much trouble 
provisions of the law are these: refund 


PAYS OUT COSTS dis ee: beneficiaries must buy from a distrib- 


utor and not from stations. 

IN 4 TO 18 MONTHS The refund beneficiary must make 
out his own tax claims. The law 
We quote from a letter one big ee ; reads: “No licensed distributor or his 
oil company wrote another about ; 4 ; agent or employe shall acknowledge 
the Nicholson & Galloway 3-stage eS or assist in the preparation of any 
Tank Insulation Method: 7 } a claim for tax refund,” to safeguard 

. . . a against collusion or fraud. 

And the filing of the tax claim 
forms is no simple matter. Informa- 
: tion required includes the name, post- 
cladding ...over a period of two office and resident address of the 
years. The results in fuel savings Stage 1 Tank or vessel surfaces are divided into applicant, quantity of motor fuel used 
have been truly amazing and far areas bounded vertically by channel sections 


fs D come pratt red iad on which refund is claimed, amount of 
our Engineerin - ige nsulation of any specification or thickness . ee ee ss seal “ . 
beyond ™ en wering Depart is snugly installed within these areas tax claimed to be refunded, number 
ment’s expectations. The work 


2 Stage 3 .024 Corrugated Aluminum Sheathing, As- of gallons purchased and quantity of 
has been carefully supervised and bestos Transite, Monel or Stainless Steel then covers motor fuel on hand at the beginning 


and protects insulation for life of tank. - 3 : ; 
handled and we can recommend and end of the period for which re- 
this firm and their methods most fund is claimed. 


highly to you.” . ' For all of this “trouble,” the appli- 
For details on cost of insulating J +: cant may receive a refund of 4¢ a gal. 
your tank or vessel send for [ie The Florida state tax is 7¢ a gal., but 
Pamphlet N. ws : . the other 3¢ are exempted from refund 
; because they were earmarked for 
specific purposes. 

The upshot of the apathetic interest 
: among farmers and commercial fisher- 
eeet Tae: Three asphalt tanks 50-foot | men toward the refund law is that an 
falls loose when diameter 48-foot high insu- effort to repeal it may be made at the 
weather - proofing lated for large southwestern : ; " 
fails and metal oil refinery. 1955 legislative session unless more 

bands expand. interest is shown in the meantime. 
Phone ENright 9-5004 (continued on p. 84) 





“We have had seven of our larger 
asphalt storage tanks insulated 
by their method of aluminum 
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For every liquid transport job...make 


YOUR FIRST CHOICE 


@ Whatever part of the liquid transport business you're in, it’s Heil’s 
business to give you the best tank available for your job. Heil can 
recommend the exact tank to meet your specific requirements . . . 
because Heil makes them all . . . truck-mounted or trailerized tanks 
. . - from rubber-lined tanks for hauling acids to standard light- 
weight petroleum transports. Among the famous Heil firsts are: 
Trailerized design, a lightweight tank with a low center of gravity 

. the first electrically-welded aluminum tank . . . the first com- 
mercial application of the sloping bottom, assuring perfect drainage 
... the first welded stainless steel tank for any product. Write for 
literature describing all Heil tank features . . . you'll see why Heil 
tanks are first choice everywhere. 





X41. Vaporproof rigid metal wir- 
P ing conduit and air lines at 
= the top of the tank can't be 

: damaged. 


Heil triple-dished heads ore 
F, strongest ever devel- 
d. 


wei manhole covers 

= «(wre able pressed 

"steel, equipped with ail 
~™ safety features. 


c ——! ot 


i ond 
fuse box convenientiy le- 
cated. 





. Smooth outer shell and uni- 
form die-pressed heads as- 
sure a straight, true, 
leak-free tank. 


e ny fast-flow manifold 
is common-header type. 

. Emergency valves in each 
compartment meet all 1.C.C. 
requirements. 


THe HEIL co. 


DEPARTMENT 37124 e 3037 w. MONTANA STREET © MILWAUKEE 1, WISCONSIN 
Factories: Milwaukee, Wis. @ Hillside, N. J. 


Heil Sales Offices: New York, Union N. J., Atlanta, Clevelond, Milwaukee, Chicago, 
Kansas City, Denver, Dallas, Los Angeles, Seattle. 
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you ll gain more with 


ROPER 3600 series PUMPS 


By Marvin Reid 


Texans Eye New Tax Threat 
Texas oil men will be eyeing the 
Texas legislature more closely than 
ever when that body convenes in 
Austin next month. From all reports, 
requests for road building and other 
funds will reach an all-time high. 

For roads alone, the State Highway 
Dept. is expected to seek about $2.2 
billion over the next 10 to 20 years. 
This amount is needed, the department 
says, to put the state’s highway system 
“in good shape.” 

For this, and other funds, the oil 
industry in Texas is afraid it will be 


e,° Marvin Reid has been named NPN’s 
In seven capacities from 40 to 300 G.P.M. Southwest editor, after five years as 
Easy to install and operate ... dependable to reduce down-time, DOWs GRE matket reporter in Houston. 
? . : Marvin joined NPN in 1949 after 
you'll find the Roper Series 3600 Truck Pump a worthwhile PB cag me : 
: , ; ‘ “egy : graduating from University of Hous- 
investment in necessary equipment. This is a complete unit, sik.” im tin iisiaion hain ten 

ready for hook-up on any type of drive, and for all conditions a all acl te Micel sien 
f piping and mounting covers oil marketing developments and 
CFs ; handles features and spot news. Mar- 
@ High lead bronze bearings — deep packing box with 8 split |= vin is a World War II Army veteran, 
ring packings. he’s married and is the father of two 

@ Pumping gears run smoothly in axial hydraulic balance. children. 


@ Adjustable relief valve assures full capacity when pumping. . singled out to pay more than its “share 
permits nozzle shut off without stopping pump. of the load.” Many feel it already is 
Compact design, lightweight... ideal for new installations or | doing so. 
for replacement. For instance, marketers believe it is 

; almost a cinch that gasoline taxes will 
be boosted. The only question is how 
much. In fact, they are so sure an in- 
crease is coming that they are just 

| hoping it will be held down to a maxi- 
mum of 1 al. At present, Texans 

SEE YOUR NEAREST ROPER DISTRIBUTOR ces untae UF ak, tn titi toe. 

On the subject of gasoline taxes, 
marketers along the Texas border in 
other parts of the Southwest—-such as 
Geo. D. Roper Corporation Arkansas, Oklahoma and Louisiana— 

probably won’t cry too much if the 

482 Blackhawk Park Avenue Texas tax is boosted. They have seen 

Rockford, Illinois a lot of their business cross the state 

line because of cheaper prices result- 
ing from relatively low Texas tax. @ 








Send for Literature 


or 
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The Filter More Car Owners Know 


Here are the facts...proved by actual survey! 
e More car owners know and ask for 
Fram over any other filter brand! 
e More dealers say Fram is best adver- 
tised to their customers! 

e More cars are equipped with Fram 
than any other brand! 

e Fram advertising is the biggest, most 
powerful in the industry! 


OIL * AIR + FUEL + WATER 


Investigate FRAM for your TBA line! 
FRAM CORPORATION, Providence 16, R. |. Fram Canada Ltd., Stratford, Ont. 
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NATIONAL OIL HEAT PUSH GETS ROLLING 


@ The National Oil Heat Council has bid for major oil 
company aid as the final step before launching a national 
oil heat promotion campaign. 

At API's Chicago meeting, NOHC formally presented 


its plans. 


This month, it’s approaching the majors directly 


to try to convince them the program needs only their 
backing to achieve unanimous national support. 

NOHC won important backing at Chicago when the 
National Oil Jobbers Council voted to affiliate with it. 
Three jobber council members become members of the 


NOHC board. 


What Can Be Done to Keep Oil Heat 





J. E. DYER, president, Sinclair Refining 
Co., ovtlined distillate picture before 
marketing group session at API conven- 
tion meeting 


Fuel oil for heating purposes faces 
stiffer competition in the years ahead 
—and it’s not all coming from natural 
gas. 

It’s coming from: 

—Heat pumps. General Electric is 
already on record that it will sell one 
million heat pumps a year within 10 
years. 

—Nuclear energy. This is a pos- 
sibility. 

Promotion of oil heat—in the face 
of such growing competition—is a job 
for the whole industry. 

All aid possible should be given fuel 
oil marketers who are working to help 
themselves and the industry through 
local, regional and national groups 


= Suppliers must build confidence— over 


organized for promoting heat oil. 

The time to do something for—and 
about—the distillate market is now. 
Tomorrow will be too late. 

The industry is at the crossroads on 
distillate fuel. Figures show the distil- 
late market has come as far as it can 
on the coattails of the burner makers, 
the strong—but limited—effort of only 
One segment in the industry. 

While oil burners sales have con- 
tinued upward — 2.2% more units 
were installed in 1953 than in 1952-—— 
gas burner sales have been growing 
fast—and taking an increasingly larger 
share of the market. Before World 
War II, oil heating was outselling gas 
heating by 3 to 1. Since the war, the 





M. N. VINING, general manager, Diesel 
Oil Sales Co., Seattle, urged “selling” 
fuel oil to homeowners before market- 
ing group session 
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Oil heat must be sold to public—vninc 


Oil heat has permitted itself to be 
out-advertised and out-sold by natural 
gas. The result: Six million gas units 
heat America’s homes today compared 
to one million units in 1940. Oil units 
have increased to seven million from 
two million. 

Gas has been doing a better selling 
job because the American Gas Assn. 
and the Gas Appliance Manufacturers 
Assn. spend about $2.25 million in 
hard-hitting promotion at the local 
level. A similar promotion by fuel 
oil can have the same effect-——increas- 
ing the number of units in use—for 
oil. 

In a few areas—New England, 
Baltimore, Wisconsin and Washington 


NATIONAI 


—fuel oil has campaigned against 
natural gas with great effect. It has 
increased the number of fuel oil units 
from 74% to 83%. Much could be 
realized by projecting a campaign to 
cover the country. The oil heat in- 
dustry must make more families want 
oil heat. 

First offer clean, carefree heating. 
Those who serve them must be pre- 
pared to perform every function neces- 
sary to the consumer’s desire for free- 
dom of fuel worry. These functions 
—the functions of all fuel oil marketers 
—must include: 

Automatic heat deliveries. 

Budget payment plans. 

Prompt handling of complaints. 
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That gives NOHC the support of three important groups: 
The Oil-Heat Institute, representing fuel oil distributors; 
the National Assn. of Oil Equipment Jobbers, representing 
the makers and distributors of burners and accessories; and 
National Oil Jobbers Council representing the nation’s oil 


jobbers. 


Three majors have indicated they will back the drive. 
The oil heat council plans to concentrate on national con- 
sumer publications and home magazines with advertising 


and editorial material. 
The immediate goal: $146,000. 


When that is obtained, 


the council will be incorporated and the campaign put into 


high gear. 
pared. 


Market Strong? 


A million-dollar-a-year campaign is being pre- 


Loizeaux 


Miss Gilmour 


: . “f si 


Burroughs Allman 


OFFICERS of new National Oi! Heat Council: T. R. Loizeaux, 


Dalton Fuel 





mM, nil x ist 


of T. R. Loizeaux Fuel Co., Plainfield, N. J., treasurer; Fred 
Burroughs, OHI, executive secretary; and William E. Allman, 
Supply Co., Gary, Ind., president; with Miss A. 
t to secretary 





ratio has been about equal—SO to 50. 
But a lot of individual oil heat mar- 
kets have been hurt badly. In some, 
gas is now outselling oil 3 to 1—ratios 
in some places are even higher. 

What lies ahead? What can the in- 
dustry do to help this market weather 
problems of natural gas competition 
and other factors? 

There is no question but that the 
automatic heating market will con- 
tinue to grow as population expands 
and new homes are built. 

The task: Secure for distillate fuel 
the largest possible share of that 
market. 

e Industry refiners and suppliers 
must make it plain to those Independ- 
ent businessmen whose livelihood is 
based on distillate fuel that supplies 


of the product will always be available 
to meet demand. We have the produc- 
tion potential, the refinery capacity 
and technique, and the transportation 
facilities. Distillate fuel and distillate 
burning equipment can be sold with 
confidence. This should be plainly 
stated. 

e@ The distillate fuel will be the best 
it is possible to make, and it should be. 
New tools now in the hands of re- 
finers are turning out a stable product 
that is the best distillate the industry 
has ever produced. Catalytic reform- 
ers are also contributing indirectly to 
better distillate fuel quality. 

e Suppliers in the industry should 
do all that is practical to co-operate 
with those Independent marketers who 
are actively promoting automatic heat- 


ing. It should be apparent that if the 
distillate market—and those who oper- 
ate in it—become economically ill, a 
great portion of the gasoline market 
will be affected. Financial support 
needed to keep the Independent opera- 
tor healthy would require wider gaso- 
line markups. 

e It should be understood that 
natural gas has a potential natural 
disadvantage: It’s priced at the well- 
head on Btu content unrealistically be- 
low the price of crude oil. The same 
number of Btu's cost almost five times 
as much in the form of crude oil. 
Thus, either price at the well-head 
must rise—lessening its competitive 
advantage—or future supplies will be 
curtailed because the price will dis- 
courage new discoveries. 





Metered oil deliveries. 
Clean, neat modern trucks. 
Polite, competent drivers. 
Courteous, enthusiastic 
and correspondence contacts. 

Also to be offered are complete oil 
burner service—including new equip- 
ment sales—burner installations and 
burner service—with annual service 
contracts and preventive maintenance, 
all on the easy-to-pay plan. In addi- 
tion, fuel oil people must sell the idea 
that oil is clean, economical, safe, 
convenient, automatic, always avail- 
able. 

The story must be told with an 
appeal greater than that of our gas 
competitors — and basically the facts 
are on our side if we will use them. 

The American public buys benefits 
—not products—leaning toward that 


personnel 


product giving them the greatest com- 
fort and freedom. This point—bene- 
fits—may well be proven by three of 
our many known experiences: 

In Brooklyn, many people have 
clamored to buy gas in spite of its high 
cost. The reason: They’ve been sold 
on benefits they hope to derive from 
the use of gas. 

In Baltimore, where we have found 
that the cheapest fuel is not as interest- 
ing to the consumer as a clean, care- 
free fuel. 

In the Pacific Northwest, where 
dealers decided to sell a better package 
—a carefree and better service—and 
marketing it as much as 1.1¢ per gal. 
over suppliers’ posted tank wagon 
prices. 

Suppliers should take an interest 
and co-operate with these programs. 
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They should do these six things: 

—Advise distributors to take part in 
industry’s selling effort. 

—Begin studies of successful ave- 
nues used by the industry and others 
in competing with natural gas. 

—Co-ordinate industry’s ideas and 
suggestions on methods or approaches. 

—Have industry’s market-wide or- 
ganization—technical and operating— 
uncover restrictive codes. 

—Help promote distributor action 
by providing speakers—or other 
assistance—to these groups in their 
efforts to organize, develop better 
industry standards, establish service 
training schools and otherwise strength- 
en its collective action. 

—Recommend the measure of 
financial assistance to be given to the 
organized distributor groups. * 
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is the shortest distance to her hand! 


A Continental “F” style can is the shortest distance 
to the shopper’s hand. In the store it says, “Buy 
me!” In the home it says, “Use me!” 


Put these beautifully lithographed containers to 
work for you. Our Tailor-Made Package Service 


brings on-the-nose deliveries when and where you 
say. It means intelligent discussion of your indi- 
vidual problems, and as much or as little of our 
research and engineering as you require to lick 
them. Why not call Continental today. 


CONTINENTAL CAN COMPANY 


CONTINENTAL CAN BUILDING 


100 EAST 42ND STREET © NEW YORK 17, N. Y. 


GS 


NY 
amor Wane 
PACANGE OF 


Eastern Div.: 100 E. 42nd St., New York 17 » Central Div.: 135 So. La Salle St., Chicago 3 ¥ 
Pacific Div.: Russ Building, San Francisco 4 
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CASH ® 
BONUS 


for every installation 


of an OIL FIRED 
Hot Water System 


(Summer-Winter Hook-Up) 
Install the BEST! 


The OIL HEAT ASSOCIATION OF MARY- 
LAND, INC. is promoting the sale of this 
equipment. Any Master Plumber, installing 
on oil fired summer-winter hook-up where 
the conversion is mode from ges, coal or 
electric water heoters to an oil fired sys- 
tem, or on increase in capacity of existing 
oil fired domestic hot water hook-ups, will 
receive @ prompt end generous CASH 
BONUS. 


We will pay YOU as follows: 
$ 5.00 for every installation of a 3 gation per 


minute tankless coil or 40 gation stor- 
age tank when converted from any 
other fuct te oil 


$ 7 50 for every installation of a 5 gallon per 


munute or 66 gallon storage tank when 
converted from any other fuel to oil 


$10 00 for every instaiiation of an 8 gation 


per minute or 88 gallon storage tank 
when converted from any other fuel 
to oi 


This offer is in effect ‘rom September ‘Sth te De 
cember jist, 1954, in the Metropolitan Baltimore 
area 


Upon completion of an installation. simply send in a 
Bonus Notice to Oil Heat Association of Maryland. 
Your check will be mailed at once 


Oil Heat Association of Maryland, Inc. 


Hotel Stefferd — Baltimore 1, Md. 
PL 2-5902 


APPEAL to t lumbers details b 





r 


offer to encourage oil-fired installations 


There’s a double-barreled cam- 
paign shaping up in Baltimore, 
aimed at expanding the market 
for fuel oil. 

The first phase, already under way 
and getting results, is a drive by fuel 
oil jobbers to encourage plumbers to 
install oil-fired hot water systems as 
a boost for summer fuel oil sales. 

The second phase, scheduled for a 
January launching, will be a hefty 
advertising campaign to convince the 


CURRENT DRIVE by Oil Heat Assn. of Maryland for more of these oil-fired hot water 
systems in Baltimore area is curtain raiser for coming ‘wet’ heat promotion campaign 


PLUMBERS’ REPORTS on new summer-winter hot water conversions get smile from 
Patrick H. Clark, association executive secretary, as indication of drive’s progress 


Baltimore Oil Men Push for ‘Wet’ Heat 


By CLYDE LA MOTTE 
NPN Washington Staff 


public that “wet” heat (water, steam, 
or vapor) is the best heat. 

The “wet” heat promotion pro- 
gram will be an all-out effort to break 
the stranglehold (96%) that natural 
gas has on new homes. Oil is used 
generally wth “wet” heat equipment, 
while fan-driven “dry” gas heat and 
gas hot water tanks go together. 

When natural gas first reached Balti- 
more, fuel oil jobbers waged an aggres- 
sive fight against conversions to gas 
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and slowed them to a virtual standstill. 
This meant they kept most of their 
old markets, but it didn’t help get new. 


THE PROBLEM 


Oil jobbers have run headlong into 
this obstacle: Developers and builders 
are installing gas heating systems be- 
cause they are cheaper, thus reducing 
construction costs. 

(continued on p. 90) 
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fuel oil 


The jobbers realize that the only 
way to reach the builder is through his 
customer—the home buyer. But they 
have discovered that the public usually 
is more interested in picture windows, 
hardwood floors and basement recrea- 
tion rooms than in heating systems. 

That has led to the campaign to 
make the home buyer conscious of the 
importance of his heating system— 
and to convince him that “wet” heat 
would make his home more comfort- 
able. 

If the oil jobber could do this, the 
builder would be quick to fall in line. 

The Oil Heat Assn. of Maryland, at 
a meeting to get the ball rolling, in- 
vited representatives of suppliers and 
manufacturers of “wet” heating equip- 
ment, figuring these people stood to 
profit from such a campaign even more 
than fuel oil jobbers because it would 
be their boilers, radiators, pipe, valves 
and fittings that would be installed in 
new homes. 

The fuel oil men made it clear they 
did not expect the equipment people 
to launch a campaign to sell oil-fired 
“wet” heat equipment. It would be 
enough, the jobbers said, if the cam- 
paign sold the equipment, leaving it to 
the oil marketer to see that it was 
oil-fired. 

The association offered to “lend” 
any or all of its facilities to the equip- 
ment people for such an undertaking, 
but it felt that the equipment people— 
including the supplier and manufac- 
turers—should finance the drive. 

The equipment wholesalers agreed 
that it should be their campaign pri- 
marily because they stand to gain even 
more from a “wet” heat campaign than 
do the fuel oil jobbers. 

After their joint meeting with the 
latter, the equipment supply house 
representatives held sessions of their 
own to discuss the proposal and decide 
on a course of action. 


CAMPAIGN MAY SPREAD 


Details are still to be worked out, 
but the tentative plan is to get a public 
campaign under way in January to 
make the impact felt on builders’ 
summer home construction programs. 

The sponsors probably will hire 
an advertising agency to map a radio, 
television, newspaper and _ billboard 
campaign to get their points across. 

They will stress that although “wet” 
heat equipment costs a little more in 
the beginning, it is a long-term invest- 
ment that will pay dividends in com- 
fort and health. 

If the experiment works in Balti- 
more and the rest of Maryland, it may 
fan out into a nation-wide campaign. 

Baltimore jobbers are convinced it’s 
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certainly worth a try, that it’s far better 
than sitting still and facing an ever- 
shrinking market. 

As for the summer-winter hot water 
hookup drive, the fuel @il jobbers are 
conducting—and paying for—it them- 
selves. 

They are offering a cash bonus to 
plumbers who install such oil hookups 
as conversion from gas or as replace- 
ments for old systems. 

This program started Sept. 15 and 
will continue through Dec. 31. It 
provides a $5 bonus for a 3-gal. per 
minute coil or a 40-gal. storage tank; 
$7.50 for a 5-gal. coil or 66-gal. tank, 
and $10 for an 8-gal. coil or 88-gal. 
tank. 

Bonus Postcards—The plumbers are 
furnished bonus notice postcards. 
When a plumber finishes a job, he 
simply mails in the postcard to the 
association and is sent a bonus check. 

The association’s secretary, Patrick 
H. Clark, receives around a dozen 
such postcards in the average week. 

A jobber points out that while this 
doesn’t appear to be impressive, it 
adds up. Getting a summer-winter 
hookup installed where a gas hot 
water heater would have been in- 
stalled means one more fuel oil cus- 
tomer for a long time to come. 

Clark says the campaign has cre- 
ated considerable interest among the 
plumbers, and has started some of 
them to making active efforts to con- 
vince customers that a hot water 
hookup is desirable. 


BENEFITS CITED 


“The plumbers can’t round up a 
flock of new customers overnight,” 
the official says, “but if they keep 
talking up the hot water hookup it 
may bring results further down the 
line.” 

One jobber estimates that every 
time a summer-winter hot water hook- 
up is installed in a home using a fuel 
oil heating system, the fuel oil sup- 
plier’s sales at that home will be in- 
creased by 10%. 

Obviously, the summer-winter hot 
water hookup will not keep a fuel oil 
company’s trucks busy through the 
summer, but it may keep one or two 
or three rolling where none rolled be- 
fore. 

Key selling points used by the job- 
bers are: 

@ This type equipment offers the 
plumbing firm a more substantial 
profit than does any other automatic 
hot water unit. 

@ The summer-winter hookup in 
connection with a properly installed 
“wet” heating system offers the con- 


sumer the lowest possible cost for an 
unlimited supply of hot water. 

@ This is the only system using a 
single flame for both space heating 
and water heating. 

@ The oil-fired summer - winter 
hookup is remarkably trouble-free. 
Circulation of the water through the 
system through the summer months 
prevents rust and prolongs the life 
of the boiler and other equipment. 


OIL STRIKES BACK 


The idea of a bonus to plumbers 
wasn’t original with Baltimore job- 
bers. It started there with the natural 
gas company, which offered a bonus 
for gas hot water installations. 

The current campaign by the fuel 
oil jobbers is simply a counter-offen- 
sive. Their offer tops that of the gas 
company, but of course there is no 
guarantee that the gas company will 
not fight back with an even higher 
lure. 

The Baltimore battle between na- 
tural gas and fuel oil has been a brisk 
one ever since the gas pipe line reached 
that city. The jobbers offset the initial 
impact with a $50,000-a-year cam- 
paign to convince citizens that those 
who had originally invested in oil- 
fired heat had made a good invest- 
ment. 

They appealed to the thrifty with 
ads showing that oil heat was cheaper 
than gas heat. They emphasized the 
cleanliness of oil heat with photo- 
graphs taken in spic-and-span operat- 
ing rooms of hospitals heated by oil. 
They stressed the safety of fuel oil 
and they stressed dependability of 
service. 

Oil Heat Preference—An advertis- 
ing firm conducted a survey about a 
year ago to check the effectiveness of 
that campaign and came up with re- 
sults showing that where home buyers 
had a choice, two out of three pre- 
ferred oil heat. 

Fuel oil jobbers were encouraged 
by this. But this didn’t change the 
fact that the new homes going up were 
being equipped with gas heat. Evi- 
dently the home buyer wasn’t too de- 
termined to get oil heat or the build- 
ers who had only gas-heated homes 
for sale would have lost some pros- 
pective customers. 

That’s why the jobbers decided to 
encourage the supply houses and 
manufacturers of ‘wet” heating 
equipment to do some “selling” to the 
public. 

In the future, they hope, enough 
home buyers will insist on this type 
of heat to make builders stop to think 
before developing properties on which 
all homes are gas heated. a 
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ew TUNG-SOL All-Glass Sealed Beam 


VISION: ys. HEADLAMP 


IMPROVED BEAM PROVIDES 
BETTER VISIBILITY | 


Stray light radiates strongly from conventional sealed beam headlamps. 
This uncontrolled light reflected back from fog, rain, snow or dust, 
blocks visibility in bad weather 


Vision-Aid Headlamp emits little stray light—almost none above the 
useful beam level—improves visibility :n bad weather. The light appears 
cooler to approaching drivers 


VISION-AID HEADLAMP is the most efficient and safest 
headlamp ever developed. You can see further, better in good 
weather and bad. 

VISION-AID HEADLAMP is engineered ahead of today’s 
driving conditions. It provides greater seeing distance in excess 
of stopping distance. 

VISION-AID HEADLAMP projects the passing beam as much 
as 80 feet further down the road, but more to the right, at the 
same time reducing the amount of light directed toward an 
approaching vehicle. 

VISION-AID HEADLAMP has increased wattage for better 
visibility on a clear road with either upper or lower beams. 
VISION-AID HEADLAMP produces less uncontrolled li 
thereby reducing the light reflected back at the driver from ay 
rain, dust or snow encountered in bad weather. 


@> 


wy 
Be the first in your community to offer this 
new and safer headlamp to your customers. 
Order Tung-Sol VISION-AID HEAD- 
LAMPS from your jobber today. 
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The “man behind the plow” is now ahead of it 


In the aspiring program of America, there is no 
more spectacular pattern of progress than that of 
the American farmer. 


The man who trudged behind the plow now 
rides on a tractor. His increased efficiency has 
compressed his old dawn-to-dusk working day 
into a more normal one. His productivity has 
multiplied, his manual labor lessened. 


In a large way, the farmer has himself to thank 
for this. Energy and ingenuity have led him to 
better ways of doing things; vision has enabled 
him to accept them. Such progress would not 


have been possible in any other country but 
America. Under our system of free enterprise, the 
American farmer has far outstripped the farmers 
of other lands. 


Since 1902, it has been the privilege of the Gulf 
Oil Corporation and its subsidiaries to supply the 
farmers of America with petroleum products. We 
are glad of the opportunity to serve these men, 
supreme in our belief that in help- 

ing the farmer we help keep America 

strong. 
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You buy it for Less 
Sell it for More! 


Cooper Safety-Cushion with Nylon Bodyguard 








is the Safest Thing On Wheels 


Here now is a new premium tire — the finest 
ever offered in Cooper’s 45-year history. It 
gives your customers the safer tire power 
they need to safely control the higher horse- 
power built into the cars they drive. 


It’s a really great tire with its 174% more 
bruise-break resistance— over 214 times 
more blowout protection than U. S, Govern- 
ment safe tire standards. And its sefety-siped 


tread gives up to 20% quicker stops on any 
road, wet or dry. Mileage is phenomenal 
because there’s much more rubber on the 
road and 20% more rubber in the tread. 


All this — plus a 3-year road hazard guaran- 
tee —is yours to sell for more and buy for 
less. Write us for complete details today — 
even if you are only interested in giving 
extra sales strength to your present line. 


Dealers go ahead . . . when they go Cooper 


COOPER TIRE & RUBBER COMPANY ~* Factories at Findlay, Ohio . 


TIRES ° TUBES ad BATTERIES vf 
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CAMELBACK . 


REPAIR MATERIALS 
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*No. 2 In a Series of Advertisements Showing How 


Battenfeld Research Helps Battenfeld Customers Make Sales. 


The Problem: 


Transport wheel bearings 
of a major oil company’s 
fleet required replacement 
after just 25,000 miles of 
wear. 


The Solution: 


TRANSPORT WHEEL BEARING LIFE 
INCREASED BY 100,000 MILES ! 


The answer was a special lubricant, developed by Battenfeld, 
to meet this specific problem. It was tested on a few of the 
customer's transports, then used on the entire fleet. Bearing 
life was increased to 125,000-150,000 miles and mainte- 
nance costs were cut by a generous percentage. 


Researched Grease Opened Up 
Profitable New Sales Volume In 
Truck Maintenance Sales Programs 


This Battenfeld customer passed on his own profitable 
experience to his customers—in the form of a packaged 
truck maintenance program centered around the new lub- 
ricating grease. The result: extra sales to a mew market. 


Battenfeld research can do the same for you. If you have 
lubricating grease problems, or if we can help your cus- 
tomers solve their problems, call Battenfeld. A trained 
lubrication engineer will call on you immediately. 


Battenfeld Grease and Oil Corporation 


3148 Roanoke Road Box 144 
Kansas City 8, Mo. North Tonawanda, New York 
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Chuck Gore is a 
man who can be of 
valuable assistance 
to you when you 
have lubrication 
problems. He is 
Bat’s Southern Sales 
Representative and 
lubrication engineer. 


Lubricating Greases 


Box 575 725 Second Ave. No. 
Compton, Calif. Minneapolis 5, Minn. 
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fuel oil ——a) 


Seattle Survey: Fuel Oil Profits Up 2% 


Fifteen fuel oil dealers repre- 
senting a cross-section of all 
dealers in Seattle, handling 40% 
of the fuel oil sales in the area, 
show a 2% increase in operating 
profit — currently 5.5% — for 
fiseal 1953-54 over the previous 
fiseal period. 

The higher operating profit— 
before deductions for interest. 
income taxes, etc. — resulted 
from: 

@ 0.5% boost in gross mar- 
gin, to 28%. 

# 0.5% drop in administra- 
tive expenses, to 8.5%. 

@ 1.0% drop in selling, op- 
erating and delivery costs, to 


14.5%. 


This is reported in the 1 1th cost sur- 
vey made for the Oil Heat Institute of 
Washington by Prof. Arthur M. Can- 
non, CPA, and Asst. Prof. Guy G. 
Gordon, University of Washington. 

Other Factors— The survey also 
shows that fuel oil dealers: 

—Kept costs relatively stable. 

—Increased sales activity in 
the face of natural gas. 

—Increased officers’ salaries 
but decreased salesmen’s salaries. 

Total revenues reached $10,745,000, 
with gross volume increasing 6.5% as 
the result of an intensified campaign. 

Salaries for officers are higher be- 
cause sOme nonincorporated firms, 
partnerships, etc., instituted increases 
after the researchers told them their 
executive pay scales were not realistic. 

Although the accompanying tables 
show over-all salesmen’s salaries de- 
creasing percentagewise, individual 
salaries actually increased. The salaries 
were lower per 100 gal. of oil, prob- 
ably because of personnel cuts. 

Volume Breakdown—tThe current 
survey covers six dealers, each han- 
dling more than 6 million gal. annu- 
ally, seven selling from 2 to 3.5 mil- 
lion gal. each, and two selling below 
1.5 million gal. each. 

They pump a total of 78,611,000 
gal., of which almost half is No. 2 oil, 
with stove and black oils in roughly 
equal proportions accounting for the 
rest. 

The total is 8.94 million gal. more 
than was pumped in the prior fiscal 
period. Of this, 4.17 million gal. is 
attributed to additional dealers sur- 
veyed and 4.77 million gal. to in- 
creased sales volume. 

Aid to Management — Robert G. 


GOING OVER survey results are Prof. A. M. Cannon of University of Washington and 
G. R. Elmslie and E. E. Pritchard, both of Washington OHI! staff 





Net Sales 

Cost of Goods 
Sold 11.05 10.65 

Gross Margin $ 4.50 $ 3.95 


EXPENSES 
Selling, Oper- 
ating and 
Delivery 2.15 
Administrative 1.45 
Total Ex- 


penses $ 3.60 


OPERATING 
PROFIT $ .90$ .55 





OPERATING RESULTS 
Per 100 Gal 
1953-54 1953 1952-53 1953-54 1953 1952-53 


$15.55 $14.60 $13.75 


Percentages 


100.0 100.0 100.0 
9.90 


3.85 


71.5 
28.5 


72.0 
28.0 


72.0 
28.0 


.50 








Elmslie, managing director of the 
Washington OHI, sees the report as a 
“tool to better management” that en- 
ables the companies to examine their 
own Operations with an accurate yard- 
stick, which is sensitive to changing 
conditions. 

It was so devised that each partici- 
pating firm received a copy from 
which, by code number, it could com- 
pare its operation with others. 

The current report shows one small 
dealer, for example—with an operat- 
ing loss of 2.0%—who obviously is 
paying too much for his oil and selling 
it at less than the average price. 

He was advised to launch a “direct 
attack” on the price-cost problem. 
Another dealer was informed that his 
“total looks better than it really is” 
because the 11.6¢ he spent for officers’ 
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salaries and bonuses was far below 
the average of 50¢. 

Comments—Reaction to the report 
is favorable. Fred Griffin, of Griffin 
Fuel Oil, says: 

“A firm whose costs are out of line 
in One survey gets the report quickly 
enough to make adjustments before 
the next accounting period is well un- 
der way.” 

Leo Thomas, of Seahurst Oil Co., 
has found the reports of value to him 

“One report showed that my adver- 
tising costs were higher proportion- 
ately than those of any company in 
the area. I felt better when | found | 
was also on the top of the list in new 
business, but I'll admit I’ve examined 
my advertising budget more carefully 
ever since.” 


Survey in Table Form, p. 96 
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fuel oil 





Operating Results—Averages Sales, Cost and Margin Averages 


Amounts Arithmetic Means Selected (per 100 gal.) 
a (x100) Unweighted Weighted Median ‘Average’ 1953-54 1953 1952-53 1952 1951-52 1951 
Revenues 
Stove Oil $3,032 $17.12 $16.94 $17.25 $17.25 No. 2 Oil 
No. 2 Oil 6,586 14.95 14.99 14.86 14.90 Net Sales 


Other Oil 1,127 7.61 6.72 6.99 7.00 
$ $14.30 $13.40 $12.55 $1255 $12.50 
Total 10,745 1485 «13.67 18.86 «15.55 eee SO St 


Cost of Sales 


Cost of Goods Sold 10.80 10.45 9.70 9.05 9.10 


Stove Oil 2,033 11.64 11.36 11.74 11.75 
No. 2 Oil 4,790 10.85 10.90 10.83 10.80 Gross Margin 
Other Oil 948 6.40 5.66 5.86 5.9) 4.10 3.85 3.70 3.50 3.40 
Total 7,771 10.63 9.89 11.03 11.05 
Gross M Per Cent of Sales 
— argin Gross Margin 
Stove Oil 5.47 5.58 5.50 s = . 
No. 2 Oil 4.10 4.09 4.10 27.0 27.0 28.0 28.0 


Other Oil 1.21 1.06 1.10 
Total 4.22 3.78 4.50 
Rupenses Trend of Expense—Averages 
Selling, (per 100 gal.) 
Operation, — 1953-54 1953 1952-53 1952 1951-52 1951 
nb eg 1,563 2. AS Advertising ct 26 6° SS ke CRS 
yn srs a ; Salesman Salaries .15 2 20 20 45 13 
trative 907 1.34 ] . : “ 
Total Gas, oil, tires 37 34 33 33 34 33 
(inc Depreciation 
i ~ 5 a) 
credits)* 2.446" 3.37 ‘ ; (trucks) 21 19 18 17 17 21 
Delivery truck 
Operating wages .70 .67 te .66 .60 65 
Profit $ 528 $ .84 $ .67 $ .89 $ 90 Officers’ salaries .50 41 37 46 36 33 
Office wages 39 38 39 .29 30 .28 


* Includes miscellaneous not included in detail figures. Median will not 
add to totals because of nature of that type of average Note: These items amount to two-thirds of the total expenses 


PROTECT the “IF THIS IS YOUR PROBLEM 


PU MP — f ia If you need effective, highly readable, 

. : smartly illustrated company literature 

ISLAND ’ (booklets, pamphlets, manuals) to dis- 

~ play your products, inform the public of 

your operations, attract key personnel to 

your plant, train employees, and perform 

any of the other communicative functions 
that are vital to your business . . . 


sro THIS Is YOUR ANSWER 

. The McGraw-Hill TECHNICAL WRITING 

TIRE SCUFFING SERVICE has a staff of more than 150 

with the rolled-top edge highly-trained writers, editors, and illus- 

tration specialists whose job it is to create 

technical and general literature for in- 

‘i SP! FFY dustry. We write, illustrate, design, and 

print Equipment Manuals, Product Bul- 

letins, Handbooks, Company Histories, 

ST t c L FO R ne Annual Reports, and other specialized 

material. Save money and time. Let our 

mf ee staff be your staff for Technical ond 
X"one-inch stecl tube rusning through the sland form faker care Soo UN 


of rubber hose used as a driveway alarm signal. This removes 
hazard caused by draping hose over pump island. 




















This service is available through ad agencies. 
Write @ Phone 


Newberry Equipment Co., Inc. TECHNICAL WRITING SERVICE 


McGraw-Hill Book Co., Inc. 
P. O. BOX 293, MEMPHIS, TENN. 330 W. 42nd St., N. Y. 36, N. Y. 


EQUIPMENT JOBBERS WRITE FOR PROPOSITION LOngaére 4-3000 





























NATIONAL PETROLEUM NEWS * December, 1954 





Here’s how the 
Suburban 
truck tank ...cec-e 


fuel oil delivery miles and 


aN Cg 


my: a) Quality F FUEL OILS mY 


ie. a, Malic METERED De DELIVERY Ticwers 


Total up the time and mile savings you can make with all these 
efficiency features on the Butler Suburban. 

Save miles between stops. Big 1600-gallon capacity means maxi- 
mum drops before empty backhauling through traffic and waiting 
at the bulk plant. 

Save time getting to each stop. The 1600-gallon Suburban 
is shorter than many older 1000-gallon units for easiest turning and 
stopping. Fits 84-inch CA chassis. It is maneuverable, flexible, 
and gives you better visibility. 

Save time starting each delivery. Your driver sets pto, clutch, 
throttle, valves and meter auto-stop at the rear. He doesn’t retrace 
his steps until the delivery is made. This results in less effort, less 
fatigue, better driver-salesmen all-around performance. 

Save time by speeding up each delivery with the big-capacity 
pump and fast-winding electric reel. 

You can start saving time and miles this season. Call your 


Butler representative or write the office nearest you today. 
You can make more deliveries 


in a day in narrow alleys and BUTLER MANUFACTURING COMPANY 


heavy traffic with this Butler 7454 East 13th St., Kansas City 26, Missouri 

fuel oil truck tank designed for 954 Sixth Ave., S$. E. Minneapolis 14, Minnesota 

big-city routes. 913 Avenue W, Ensley, Birmingham 8, Alabama 
Dept. 54, Richmond, California 


Manufacturers of Oil Equipment ¢ Stee! Buildings * Farm Equipment * Dry Cleaners Equipment * Special Products 
Factories located at Kansas City, Mo. © Galesburg, Ill. © Richmond, Calif. © Houston, Texas © Birmingham, Ala. © Minneapolis, Minn. 
(Union Tank & Supply Co.) 
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NEW ALEMITE 


7S ‘HH Pp mM ") 


At last! Lubrication Equipment built to handle — s\ \ 
long lasting greases, fast, 


The Super “H” Pump delivers 7,000 pounds lu- 
bricant pressure at the control valve —RIGHT 
Now! Even with today’s tough, long lasting 
greases, response is immediate—and there is 
plenty of reserve power for the even tougher 
greases of tomorrow! Ideal for either piped in- 
stallations or portable units. 


Write for catalog or 
ask your Alemite 
representative 


\ 
under toughest conditions! \ 


® Cuts lubrication time by one-third! 
© 70-to-1 Pressure ratio! 
© The most powerful punip of its size ever built! 


@ HEAVIEST greases NO problem —even at low 
temperatures! \ 


@ NO maintenance — no oiling —no adjustments — 
no air pockets! 


@ Fits old 100-ib. drums or new 120-Ib. drums! 


© ’Pressurtrol’’ automatically assures positive 
pressure range! 


@ Steel-to-Steel construction! 


@ Exclusive 27-month guarantee! 





© A Proouct 1 


»\ALEMITE by 


REG. U. S. PAT. OFF. 
1850 Diversey Parkway, Chicago 14, Illinois 
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lubrication — 
Will Motorists Buy Lube Contracts? 


No, not many, says Wisconsin Jobber Lloyd Felker, who is dropping his station 
Lubritection plan after a year's test. With response lukewarm, Felker concludes... 


*" The public probably won't go for a lube guarantee based on 
motor analysis in the near future. 


" He can't afford to carry “a challenging educational program.” 
" His company benefited from the test. 


WHAT FELKER TRIED 


Instituted by Felker Oil Co. in Sep- 
tember, 1953, the program was de- 
signed to give the car owner scientific 
and periodic engine and chassis lubri- 
cation in a reasonably priced package. 
This was based on regular motor oil 
analysis backed by a “we-pay-the- 
repair-bills” guarantee. 

(Lubritection Service originally was 
devised by NATIONAL PETROLEUM 
NEws as a test to find out how mo- 
torists would respond to lube service 
contracts.) 

Service contracts were sold at $5 
a year. Four times a year a five-ounce 
sample of oil was taken from the cus- 
tomer’s car for analysis. The sample 
was run through a Gerin Corp. oil test 
kit and results were recorded on a re- 
port form. The motorist had to: 

@ Change oil regularly. Frequency 
was determined by periodic oil analy- 
ses and driving habits. 

e Have the chassis lubricated every 
30 days or 1,000 miles. 

e Replace oil filter cartridges at 
least twice a year. 

© Have the air cleaner serviced at 
least twice a year. 

e Have crankcase ventilation serv- 
ice performed at least twice a year. 

e Have crankcase oil sampled and 
tested four times a year. 

e Have other lubrication services 
performed according to the manufac- 
turer’s recommendations. 

@ Make mechanical adjustments or 
repairs when oil tests indicated a need. 

Felker launched the program with a 
radio and newspaper campaign. One 
man, Les Binning, was put in charge 
of selling the program and conducting 
the oil analyses. 

The $5 service contract ran into 
high sales resistance. Many customers 
wanted the analysis, but balked at sign- 
ing a contract. So Felker made the 
analyses available at $1.50 each or $5 
for a series of four. 


WHAT HE FOUND 


Only 15 customers at the four sta- 
tions were willing to go down the line 
with the program. 

Individual solicitation were required 
to reach most of those 15 and the 
profit did not justify the expense and 
selling time involved. 

Only a few motorists received the 
testing program with enthusiasm. Oth- 
ers agreed it might be a good thing, 
but were not interested because they 
expected to trade in their cars soon. 

Many more were apathetic. 

Felker says, “The public seems to 
feel that a program of this type is just 
another unwarranted invasion of their 
liberty. So many other decisions are 
being taken out of their hands by 
government, or by necessity, that they 
resist any attempt to formulate the 
changing of their car’s oil or to change 
their inalienable right to buy as many 
‘miracle’ additives as they may 
choose.” 

Though the program cost Felker 
more than $3,000, he says: 

“We feel the program was worth 
the investment and I believe we prob- 
ably would do it again, everything con- 
sidered. We feel our investment has 
been returned to us partly in income 
from testing, partly in increased sales, 
but mostly in educational benefit, 
long-range goodwill and prestige for 
the company. 

“Perhaps it did not live up to our 
hopes, but we have seen advertising 
and promotion programs costing as 
much produce far less in concrete re- 
sults. We are not finished with it yet. 
We are keeping the Gerin kit and shall 
continue to use it. Occasionally we will 
remind the public that we have the 
service.” 

Felker still has about 200 accounts 
under the analysis program—under 
contract or on a test-only basis. When 
these agreements expire, Felker prob- 
ably will not renew them. 
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HOW HE BENEFITED 


Even though he is dropping the 
program, Felker lists several benefits 
for his company. Here are some of 
them: 

Educational—“I believe our men 
are immeasurably better informed 
than they ever were or ever could be 
without the oil analysis program. They 
know what happens to motor oil. They 
know oil filtration far better. They can 
talk with comparative authority about 
motor lubrication, whereas before they 
were mouthing just what they could 
remember of advertising slogans and 
technical bulletins.” 

New Business—“A number of new 
and good customers were added. We 
now are selling oil (by the barrel), 
batteries and filters to a township for 
which we saved a $2,000 overhaul job 
on a piece of road machinery. We 
saved one big trucking company end- 
less trouble and considerable cost 
through a single series of tests. As a 
result they now buy batteries and 
filters from us. Several farmers and an 
implement company now buy oil in 
barrel lots from us as a result of oil 
tests made for them.” 

Oil Filters—“Our interest in filtra- 
tion as a result of the oil tests led us to 
comparing the various filters and 
finally to jobbing a line that we found 
to be most generally satisfactory. The 
line is turning out to be profitable.” 

Intangibles — “The experiment ap- 
parently has enhanced our local repu- 
tation as oil people. It has gotten us 
talked about and new customers still 
walk in because they have heard of 
the program. And this is long after 
program advertising and promotion 
have been discontinued. 

“Also, there is satisfaction in know- 
ing we have not closed our eyes or 
minds to something potentially bene- 
ficial to ourselves and to the industry 
simply because it happened to be dif- 
ficult to administer.” LJ 
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Purolator’s J. B. Lightburn 
SALES PUSH is a must in TBA 


What's ahead for TBA selling and how does the oil jobber fit into 
the picture? According to a panel of TBA experts, the future is bright. 
It is among the nation’s fastest-growing industries and it can be a 
source of unlimited opportunity for the jobber, but there are pitfalls, 
too. Here is what the Tennessee marketers heard. 


Mr. Lightburn on Selling: 


The TBA business is still a new 
business, but new as it is, it amounts 
to over $3 billion, and that ain’t hay. 
TBA needs the kind of attention that 
it got from you when you were starting 
out in the petroleum business. It needs 
long hours, new approach, the fresh 
look that it doesn’t get sometimes. 

It is too often a fill-in proposition. 
It needs study and effort. There's 
plenty of business around and it 
should continue to grow. 

The Growing Market—In 1940 the 
American people had $26 billion to 
spend. This year they have $136 bil- 
lion to spend, and next year they will 


100 


have $160 billion. Of course they 
don’t hold on to much of it for long. 
They sock it away in savings accounts 
at a record-breaking rate, buy cars, 
furniture, clothes, gasoline and oil. 
The big question you should ask your- 
selves: Have your sales grown at the 
same rate? 

This TBA business is a service busi- 
ness. Why do the parts jobbers get 
into your station? Ninety per cent of 
the time it is because they are giving 
better service than you are. You have 
got to have enough merchandise, you 
have to have it on time, and you have 
to be competitive. 

You have to be able to do a whole- 
sale business at wholesale prices at 


Socony’s R. C. Rudisill 
BATTERY CLAIMS can wash out profits 


What It Takes to Sell TBA 


retail quantities. Dealers today are 
educated to the fact that if they want 
one battery, they are going to get it 
from you or from somebody else. 

The TBA Operation— The TBA 
business is a little more complex than 
the gasoline business. You have a lot 
of lines to handle. You have a lot of 
items in each line. You have to know 
what you have. You have to know 
what is moving. You have to keep the 
dead stuff out of the dealers’ hands. 

Another thing that is mighty im- 
portant is to do a merchandising job 
with your dealers. Most TBA items 
are sold, not bought, and it depends 
almost entirely on the interest that 
your dealer takes in the program, the 
training that the dealer has and the 
incentive that he gets from his sup- 
plier, as to how good a job he does on 
that kind of merchandise. 

It isn’t enough to make a gasoline 
dump, collect your dough and leave 
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TBA PANEL 


Marketers’ Round Table 
this month highlights 

a panel discussion on 

TBA selling at the 

fall meeting of the 
Tennessee Oil Men’s 
Assn. in Memphis. 

Taking part were 

J. B. Lightburn, general 
sales manager, Purolator; 
R. C. Rudisill, battery 
division manager, Socony- 
Vacuum; and T. G. While, 
budget department manager, 
Goodyear Tire and Rubber. 





Goodyear’s T. G. While 
BUDGET-SELLING is the key to TBA success 


in Today's Competitive Market 


the rest up to the dealer. You just have 
to help him out because more and 
more motorists are being educated to 
better service up and down the line. 

Determine Needs—Good service is 
no longer a matter of a clean restroom, 
gasoline and oil, and a _ windshield 
wipe. Service means determining the 
customer’s complete needs and taking 
care of them. Your more successful 
station operators don’t wait to be 
asked for a tire, battery or filter. They 
are telling their customers they need 
them, in some cases preselling the 
customer so that when the need does 
come up, it has been met. 

The jobber has to assume functions 
that are spread over a large staff in the 
major company. 

This means he frequently has to be 
his gasoline and oil sales manager, his 
TBA sales manager, transportation 
manager, employment manager, per- 
sonnel man and wet nurse to 92 differ- 


ent problems. The result is that many 
jobbers have not had time to get into 
the TBA business properly. Since 
many of their own people, particularly 
the salesmen, have not been too en- 
thused about adding anything to their 
load, a halfway job has been done, if 
any job was done at all. 

Boosts Bonus Plans— The alert 
merchandiser comes to look at this 
part of the business differently than 
he does his oil business. He must make 
use Of a basic urge to stimulate his 
salesmen and station operators to put 
out more effort. This basic urge is the 
desire to make more money. Many 
jobbers have found that a cash bonus 
Or commission for reaehing certain 
TBA volumes has more than paid off 
in continuing higher levels of TBA 
sales. 

In spite of the fact that the TBA 
industry is one of the most prosperous 
in the country, many petroleum job- 
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bers still feel that it is not profitable 
to them. There are opportunities 
richer than any of us dreamed of when 
we first started in this business 


Mr. Rudisill on Batteries: 


The outstanding difference between 
batteries and other automobile mer- 
chandise is the fact that you cannot 
look at a battery and tell anything 
about its state of charge or its con- 
dition of wear. 

From a survey of batteries returned 
as defective, we found that about one 
half were, in fact, good batteries sim- 
ply run down. 

One of the by-products is a flood 
of erroneous claims. How are you 
going to handle these? Are you going 
to allow them? Are you going to dis- 
allow them? 

Allowing them is the easiest thing 
to do. This course of action can al 
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most ruin the jobber. If you disallow 
them, there must be ample and ac- 
curate grounds for so doing. This 
means Organizing to test accurately, 
to separate the legitimate claims from 
the false ones, 

Tests Can Be Simple—You don’t 
have to hire engineers to do this job. 
Testing batteries can be simplified and 
deskilled by means of good instru- 
ments and a precise test procedure. 

To reject a mistaken claim by a 
dealer can create some bad sales situ- 
ations. Rejecting his claim does not 
always leave him happy. 

Here is the situation. The dealer 
has removed a good battery from his 
customer’s car and replaced it with 


= marketers’ round table 


another good one. The chances are 
10-1 that the real cause of the cus- 
tomer’s trouble still remains on the 
car, and he is in for further battery 
trouble. 

In other words, the car owner—the 
dealer’s customer—is in for a further 
pushing around. He is nobody to push 
around, even unintentionally. Gasoline 
customers are too hard to get and too 
hard to hold. 

Know-How Helps—But to honor 
erroneous claims is to subsidize in- 
efficiency, perpetuate error and risk 
the good will of gasoline customers. 
Dealers should know how to check 
batteries. 

Batteries are semi-perishable in that 


REDUCE YOUR COST OF FUELING 












Check these 
PROFIT BUILDING features 


Guaranteed accuracy 
Sealers approved 
leIMalelelibMbictii-teM-Ma-laitil-te| 
Faultless operation 

Saves driver and truck time 


Printed record of your fueling 


Saves accounting time 
Day and nite fueling 
under lock and key 


Meter does your policing 


Let us tell you how GRANCO 
Meters can save you time 
and money. Write... 
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For all services where 
accurate metering is desired 


® BULK PLANTS 

© WHARVES 

© FIELD INSTALLATIONS 
_ @ TRUCK LINES 

© DELIVERY SERVICES 

© BUS LINES 

© TAX! COMPANIES 

© BREWERIES 


} ®@ LAUNDRIES 
@ TRUCK AND FLEET OPERATORS 





Granso 


METERS AND PUMPS 








GRANBERG CORP. 
1308 SIXTY-SEVENTH STREET 
OAKLAND 8, CALIFORNIA 
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they have a tendency to run down 
while standing. In warehousing bat- 
teries, One must arrange for trickle- 
charging or periodic boosting. Stock 
maintenance and good stock turnover 
are important factors affecting job- 
bers’ profits. If true for distributors, 
they are also true for dealers. Dealers 
whose sales potentials do not justify the 
investment in racks, trickle-chargers 
and adequate test equipment — and 
whose sales do not result in a reason- 
able stock turnover—probably should 
not enter the battery business. 

Dry-Charge Batteries—One of the 
most intriguing developments is the 
so-called dry-charge battery. To pre- 
pare for service, acid is added at the 
time of sale, followed on occasions 
by a short boosting charge. 

These batteries require no main- 
tenance in stock. Their shelf life is 
almost unlimited. Their chief dis- 
advantage is their higher cost. It costs 
Socony-Vacuum about, net, $1 a bat- 
tery more to deliver a dry-charged bat- 
tery to a dealer with the acid sepa- 
rate. 

Service a: Factor—I would like to 
mention some positive factors: 

1. The willingness of dealers to look 
after their customers’ cars is a power- 
ful factor influencing gasoline sales. 
Batteries — among those things that 
need looking after—need water regu- 
larly, recharging occasionally and re- 
placement eventually. If starting fail- 
ures are to be avoided, batteries need 
testing regularly. 

2. While the battery business is com- 
petitive, price structures are generally 
much firmer than on some other items. 

3. There is probably no more stable 
business than the battery business. 
You can’t operate an automobile with- 
out a battery or postpone the replace- 
ment of a worn-out battery. This rep- 
resents a sales opportunity. If any- 
body is going to bring light into the 
battery business, it’s the oil supplier, 
who has a long-term, over-all, selfish 
interest in the proper operation of the 
service station. 


Mr. While on Budget Sales: 

Why will service stations be inter- 
ested in budget selling? If trends con- 
tinue, I can guarantee that your sta- 
tions that survive will be interested. 

Atop the economic hill are families 
that can afford all they need—and pay 
cash. At the bottom is a great group 
who like to imitate the people on the 
top. 

Forty per cent of America’s fam- 
ilies have somewhere between one 
week’s pay and $2,000. Most of them 
would like to keep their cash intact. 
When they take it out of the bank to 
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buy things it never gets put back. 

Big Credit Buyers—These people 
may not have much of this world’s 
goods, but they have character. Most 
of them have a steady job and a 
steady residence—the things that en- 
able us to sell these individuals. 

To give you an idea of how mar- 
keters are using installments, one of 
America’s biggest TBA distributors has 
on its accounts receivable budget today 
about $758 billion. In number of cus- 
tomers, that is 7.5 million. 

The first fundamental: Al! of the 
items in TBA are subject to wear. 
They depreciate. Now, the element 
that makes this change is time. The 
first thing that any seller on budget 
must consider is: Get as large a down 
payment as possible. 

I know you are going to say, “Well, 
look at the advertising where every- 
body says $1 down.’ When you see 
those signs, don’t believe them. 

The average man—the one we are 
selling—does not go shopping without 
money. 

How can we get this man to give 
us all the money he has down? 

We have to say: ‘How much would 
you like to pay down?’ We forget the 
signs, and you would be surprised 
We average 20% down on our tires, 
and the more we get down, the more 
security we have. 

The second fundamental: We want 
these people to pay as rapidly as 
possible. You say, “Why do you want 
to get the money so quickly?’ Be- 
cause, everybody has a ‘gotta list,’ 
the telephone and the gas, then maybe 
a couple of bucks for beer and a 
couple of bucks for a hairdo, and 
then it comes to the people who have 
contracts. 

Unless you have a contract you are 
usually put at the bottom of the heap. 

Dealers haven’t been able to en- 
joy the real margin there is in tires, 
because too often their credit sales 
have been paid on open accounts. 

The third fundamental: Retention 
of title. The individual will pay us 
better when we have title to the mer- 
chandise. 

What percentage of the tires do 
you repossess? It runs about 2%. 

What proportion do you have in 
bad debts? About 1%. 

About how much of our accounts 
receivable is delinquent? The nation- 
wide budget will run about 5%. In the 
open accounts, it is close to 35%. 

These are the things we must tell 
our operators, because they are a long 
way from competing with the mass 
distributors, who are taking the gilt 
edge part of the TBA market 


Panel answers jobbers’ questions, p 104 
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NEWS 


made to move! 


Thermoid merchandising moves 
Fan Belts and Radiator Hose 

at a profit for you. Thermoid can 
help you put more sales appeal 


into packaging and displaying 
these TBA items...under your 
brand or ours. 


It’s good business to do 
business with Thermoid. 
Let us show you why. 


hermol 


A principal supplier to the automotive 
market for over 50 years. 


Thermoid Co., Special Sales Division, Trenton, New Jersey 
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Attaches to airline, fits the hand. Dial the 
pressure, get it automatically — fast, easy 
one-hand operation. You can air a set of 
tires in seconds — even in the dark! 


New NELSON Equamatic 
TIRE INFLATOR 


e RUGGED FORTRESS WALL — thick 
pressure-cast aluminum body pro- 
\tects parts — dropping, banging 
\won’'t hurt it! 


oe’ RUGGED REGULATOR SPRING 
— extra-heavy gauge; stays accurate, 
dependable for years! No cartridges 
to buy, no returning to factory for 
calibration ! 


END GAUGE TROUBLES NOW. 
Modernize with NELSON auto- 
matic inflation for as little as $14.95. 
Liberal trade-in allowance — sec 
your jobber or send coupon ow. 


' Please send literature and prices 


1 NAME 














IVT Sal ae” 


PRODUCTS INCORPORATED 


440 PERALTA AVENUE 
SAN LEANDRO, CALIFORNIA 








| 
| 
| 
! 
J Avoress | 
| 
! 
| 


= marketers’ round table 


Tennessee Panel (cont.) 


The Jobbers Ask Questions 


W. D. PETTWAY (Past association 
president and moderator): I see you 
have some questions you would like 
to propound. 

E. J. CONNABLE (Moto-Pep, Inc., 
Memphis): Are the major oil com- 
pany credit cards meeting the needs of 
the budget market? 

MR. WHILE: No. If you were to 
find where the major oil company 
credit cards go, I think you would have 
to say that most of them are near 
‘ulcer hill’ and beyond. When they 
approve a man for a credit card, they 
are thinking of a long time, of a lot of 
money. 

When we approve a man for two 
tires, and it’s a $40 sale with $10 down 
and we have title to it, it is a much 
lower standard of credit requirement. 

MR. CONNABLE: You say 5% of 
your budget accounts are delinquent. 

MR. WHILE: Of the dollars. 

MR. CONNABLE: | was going to 
ask if that is in dollars or accounts. 

MR. WHILE: That's in dollars. The 
number of people that are delinquent 
will be higher than that. Many times 
it will be 20 or 25%. 

MR. PETTWAY: Mr. Rudisill, if 
your company markets dry-charge 
batteries, what success have you had 
with them? 

MR. RUDISILL: We think that the 
dry-charge battery has some tremen- 
dous possibilities. We have not 
attempted yet to market them because 
the major problem is in the direction 
of acid. There are some tremendous 
developments going on now in the 
more efficient distribution of acid. 

MR. TREBLING (Moto-Pep, Mem- 
phis): Just what is the trend of the 
dry-charge battery? 

MR. RUDISILL: There is some 
tremendous interest in dry-charges on 
the part of everybody except our 
friends, the chain stores. 

MR. TREBLING: What would be 
the increases in cost, since the jobber 
is going to have to add to the acid to it? 
Do you mean the manufacturer's cost 
will be increased $1 or the distributor's 
cost will be increased? 

MR. RUDISILL: The average cost 
of building a dry-charge over a con- 
ventional wet battery is in the vicinity 
of 60¢. Somebody has to provide acid, 
put it in a container that the ICC will 
accept, ship it to a dealer. These con- 
tainers have to be returned. 

The over-all cost is 60¢ for the dry- 


W. D. PETTWAY 
Round table moderator 


charge battery, but the cost of getting 
the acid there and the container back 
is about $1. So the over-all cost is in 
the vicinity of $1.60. 

However, you don’t have to main- 
tain a dry-charge. I figure the net in- 
crease in cost is approximately $1. 

MR. PETTWAY: I am sure that you 
have run across dealers who will take 
it on themselves to guarantee a battery 
for an extended period. Is that good 
business? 

MR. RUDISILL: If I were a dealer 
selling a battery to a regular customer, 
with an opportunity to look at that 
battery at lube interval, I wouldn't 
hesitate a minute to increase sub- 
stantially the current guarantee. 

VOICE: In Mr. While’s statement on 
budget, he says it was 5% delinquent; 
on open accounts, he thought it was 
around 35%. What should an oil com- 
pany or a tire company do to extend 
budgets to all oil dealers? 

MR. WHILE: There is the lower 
fringe of oil station operators that has 
had very little background and very 
little money. I would discourage them 
from going into the budget in any 
organized way. I might give them 
some simplified contracts so they could 
use the advantage of contract selling. 
As to larger operators, I would en- 
courage them to make haste slowly. 


(Continued on p. 107) 
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“te UNEXCELLED 
LITHIUM-BAS 


PUMPS FREE 


Winter's biting blasts cause no costly motor 
stoppages, no time-wasting machinery delays 
due to frozen grease when INLUCITE 21 is used 
to lubricate water pumps, universal joints, shack- 


les, ings, wheel and other types of bearings. 
0 eS OS orn INLUCITE 21’s dual properties of low temperature 


The amazing pumpability of INLUCITE 21 at low pumpability, and excellent dispensability are 
temperatures has been laboratory-tested far be- unique, helpful advantages developed under 
yond the demands of actual usage . . . field proven Intérna.ional’s exclusive patented process 
by fleet owners, service Station operators, farmers 
and other users from Maine’s icy coast to Mon 
tana’s frozen outposts. INTERNATIONAL LUBRICANT CORPORATION 
New Orleans, La. 
Manufacturers of Quality Lubricants 
AVIATION + INDUSTRIAL + AUTOMOTIVE + MARINE 


With Research Come Ouality. With OTA Comes Lead rship 
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It takes hose 
with tube 
and cover of 


NEOPRENE... 


No wonder you have fewer replacements of 
hose with tube and cover of neoprene. Neo- 
prene resists oil, gasoline and chemicals— 
the things that shorten the service life 
of ordinary hose. Ask your supplier about 
the many types of hose made with neoprene. 
He can help you select the one best suited 
for the petroleum or chemical products you 
have to handle. Remember, from the day 
it’s installed, the extra life of hose with neo- 
prene tube and cover will mean lower re- 


placement and maintenance costs for you. 


The Rubber Made by Du Pont Since 1932 


REG. U.S. Pat. OFF 


BETTER THINGS FOR BETTER LIVING 
- +» THROUGH CHEMISTRY 


FREE / THE NEOPRENE NOTEBOOK 


Every issue contains illustrated case histories, in- 
teresting stories, new applications of neoprene. 
Clip and mail this coupon to E. |. du Pont de 
Nemours & Co. (inc.), Rubber Chemicals Division 
NP-12, Wilmington 98, Delaware 


Name Position 





Firm 





Address. 
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TO RESIST SUN AND WEATHERING... 


CURB PUMP HOSE takes constant exposure 
without sun checking. 


TANK TRUCK HOSE won't stiffen with age or 
soften from contact with gasoline. 


FUEL OIL HOSE withstands chipping from 
rough pavements and curbs. 


TO RESIST OIL, CHEMICALS, SOLVENTS... 


pe a a wer ee a 


DOCK HOSE won't swell or deteriorate. 
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5 round table NEW ACTION ATTRACTION 


“ ” 
(Continued from p. 104) FOR YOUR “WINTERIZING” PROGRAM 


MR. CONNABLE: Suppose a job- 
ber does $2 million worth of business 
a year. What percentage of that 
should be budget, should be TBA? 
MR. LIGHTBURN: | don’t know. 
I don’t have any figures. 1 don’t think 
there are any figures on that. 
MR. RUDISILL: I can give you 
some figures of our own experience in 
direct Operations: TBA volume vs. 
gasoline gallonage. Will that help 
any? 
MR. CONNABLE: Well, answer 
this, then: Does TBA help a jobber’s 
increase in gallonage and will it help a 
dealer’s increase in gallonage? 
MR, RUDISILL: Well, | think so. 
If we are wrong about that, we 
shouldn’t be in the business. . 
MR. WHILE: The percentage of : 
TBA that will be on budget will vary Tuck «@ Campbell Traction Klip Roll on, they grip instantly . . . 
according to the area. An operator a take you out of snow, ice, mud. 
on a main highway relying primarily 
On transients, will have little—or per- | Amazing new Campbell "Traction Klips” provide the easy way out when you're 
haps should have none. A man that | stuck in snow, ice or mud. Get you out of ruts—up slippery hills—away from icy 
is strictly a neighborhood individual gutters. Spinning wheels will pick up ‘‘Klips.’ Handy lever zips them off. Here's a 
may run 60, 70, 80% brand new item that's sure to become a motoring ‘'must’’-—a new profit oppor- 


MR. RUDISILL: Mr. Connable, tunity to include with your “winterizing” program! 
that figure that I think is a good work- \ 


ing figure is about $15 TBA sales for | . 
every 1,000 gal. of gasoline sold to 
retailers at service stations; that is not 
wholesalers. About a cent and a half 
for a gallon of sales. That is not 
profit. 
MR. CONNABLE: You threw a lot 
of battery troubles in the dealer's lap. ONLY CAMPBELL OFFERS A COMPLETE LINE 


I think that this is due to the fact there OF TRACTION EQUIPMENT 


has been no progress made in a 

dealer’s instrument for checking the = “KWIK-ON” TIRE CHAINS 

battery. I would say that you could . ' 

take a battery to a half dozen stations \ | ' ; On The Wheel In Less Than A Minute! 

in Memphis and they don’t have the ~az Sensational new type of complete chains. Takes less than 

instruments to check that battery @ minute a wheel to be ready for snow, ice or mud. No 

properly. jacking—no moving car. Special plastic sleeve protectors 
We have hydrometers, voltmeters with each set. Every car owner will appreciate how easy 

and the startascope and instruments for Adios the chaie and lock it is to put on “Kwik-Ons.” 

checking batteries. But all these are 

calibrated. A dealer only has to drop LUG-REINFORCED CHAINS 

one on the floor and it is out of calibra- A Campbell Exclusive! 

tion. It doesn’t seem that the battery ; ey 

manufacturers have followed up by Patented Lug-Reinforced construction that digs in for 

providing proper tools. better traction—greater Protection against skids and 
MR. RUDISILL: I’m inclined to Oe Wipe. Eayso-ms Shem Ray wih eae vee. 

agree 100% that there is a great need EE Se eee Pape Pena Bevere Ce aaaeee 

for better instruments. The armed ser- techy gots wader way. 

vices have developed a_ rubberized 

instrument, the movement of which is 

mounted in rubber. Soon, we will 


introduce such an instrument. But I | Compbel “Trection Kips’ ond “Kwih-On" Tire : 
’ . ie dn mel Chains are advertised in The Saturday Evening any 
warn you: : t is going to cost more. Post, Life, and newspapers in major markets Vi 
MR. PETTWAY: Gentlemen, as 


much as I regret it, we are going to CAMPBELL CHAIN Company 


have to bring our meeting to a close. | MAIN OFFICE, YORK, PA. 
We are indebted to these three gentle- West Burlington, lowa + Portland, ay og * Secromento, Calif. 
men for having one of the most in- | Chain for every need . . . industrial . marine... farm. . . avtomotive 


teresting meetings I have attended. @ 
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— $j tires—batteries—accessories 


DAILY INVENTORY is a must at Tire Mart. Salesmen Tom 
Williams and Capra look over the warehouse stock 


ad 


ON ITS WAY to a customer is this tire, being loaded on the 
truck by delivery driver Lee Sibert 


How New Kind of TBA Marketer Grew Up 


A four-point sales program is 
paying off for a Denver TBA dis- 
tributor. With annual business 
already at the $500,000 mark— 
within three years after found- 
ing—Tire Mart & Supply Co. is 
showing that big-volume TBA 
sales to stations can be chalked 
up by: 

e Concentrated selling, with all 
salesmen “plugging” the same item at 
the same time. 

e Good distributor-dealer relations. 
Holding sales clinics, spotting dealers’ 
weak points, offering corrective sug- 
gestions, and exchanging accounts so 
salesmen become acquainted with all 
dealers. 

e Daily warehouse check. Spotting 
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By FRANK PITMAN 
NPN Special Writer 


and removing items that do not sell, 
and carefully selecting new items for 
the line. 

e Hard work and plenty of it, often 
as much as 18 hours a day. 

Tire Mart—serving 160 stations in 
the Denver area from its Own ware- 
house—is typical of a whole new 
group of merchants springing up to 
serve the oil industry. It was born in 
1952, when Continental Oil Co., team- 
ing up with B. F. Goodrich Co., went 
into TBA. Conoco was one of the last 
of the majors to enter the TBA field. 

Previously, other majors, including 


Gulf Oil, Atlantic Refining and Rich- 
field Oil Corp. of Los Angeles among 
them, and tire companies had encour- 
aged or sponsored similar TBA dis- 
tributorship arrangements. The basic 
idea: To move TBA wholesaling closer 
to the dealer. 


THE COMPANY 
Since its organization, Tire Mart 
has been the project of four partners: 
Tom Williams, general manager; Pete 
Capra and Rudy Horrell, two of the 
company’s three “outside” salesmen; 
and Bob Kornemann, the “inside” man 
who handles telephone orders in addi- 
tion to the administrative details of 
the business. 
(Continued on p. 109) 
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Chromo-Plastic 
NOW AVAILABLE IN THREE SIZES 


Here's the ultra-modern battery for ultra-modern motoring 


Only Globe actually offers this Chromo-plastic heat. Of course oil, grease and acid won't affect 
NEW type replacement battery in three different it either. 
sizes! There’s a size to fit most of the auto- 
mobiles on the road today. Power design—better circulation of the larger 
ij NEW volume electrolyte both around and above the 
The Chromo-Plastic battery is supercharged A elements gives greater cold-starting power - 
NEW with “buy appeal.” Brilliant, colorful—it’s mod- better lighting capacity. 
vis ern merchandising magic — it sings with sell! 





The Chromo-Plastic is available for original equipment 

or for mass merchandising under the “Spinning Power 

NEW struction is a brute for strength. Less suscep- or private labels. Write direct or see your representative 
tible to damage in handling, to under-the-hood for complete information 


GLOBE-UNION INC. heres @ Globe 


MILWAUKEE 1, WISCONSIN built battery ... right from the start 
16 


Now 4% strategically located battery plants* 
ATLANTA, GA. @ BOSTON, MASS. ® CINCINNATI, OHIO © DALLAS, TEXAS © EMPORIA, KANSAS ® HASTINGS-ON-HUDSON, N. Y. © HOUSTON, TEXAS ® LOS ANGELES, 
CALIF. @ MEMPHIS, TENN. © MILWAUKEE, WIS. ® MINERAL RIDGE, OHIO ® OREGON CITY, ORE. © PHILADELPHIA, PA. © REIDSVILLE, N. C. © AJAX (TORONTO) CANADA 


*New plant at San Jose, Colif. opens in September 


The unitized one-piece case and cover con- 











Armstrong Announces A 


EVOLUTIONARY 
EW TRUCK TIRE 


10 years AHEAD OF THE FIELD! 


You'll Find These Sales-Winning Engineering 


Features Easy To Explain, Easy To Demonstrate | 





Armstrong's Exclusive 
‘Intra-Tread Bumpers’ 


Armstrong's Exclusive 
‘interlocking Tread Design’ 


Armstrong's Exclusive 
‘Uni-Cushion Contour’ 


Armstrong's Exclusive 
‘Stone Ejector Grooves’ 
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Provide greatest stabil- 
ity in history. Trucks 
equipped with new Arm- 
strong “Miracle S-D” 
Tires can be put up to 
the speed limit and kept 
rolling there. Tight 
delivery schedules are 
maintained! 


ARMSTRON 


WEST HAVEN, CONN. 


Delivers 34% more trac- 
tion than ordinary tires. 
Armstrong’s extra trac- 
tion means more pay 
loads and extra profits. 
What's more “Miracle 
S-D” takes steep grades 
and keeps rolling over 
the long, gruelling routes 
regardless of weather! 


¢ NORWALK, CONN 


This broad - shouldered 
construction puts more 
live rubber squarely on 
the road. Gives longer, 
more even wear than 
any other tire. Result: 
trucks and perishable 
loads get greater pro- 
tection ... truckers profit 
in lower insurance and 
replacement costs. 


e NATCHEZ, MISS. 


Gives world’s greatest 
bruise damage protec- 
tion. With “Miracle S-D” 
on his fleet the trucker 
can forget about stone 
holding, groove cutting 
and stone bruises... the 
cause of many costly 
premature tire failures. 


MIRACLE S-D 
TRUCK TIRES 


¢ DES MOINES, IOWA e¢ SAN FRANCISCO, CALIF. 
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And in addition, there are seven 
others, including Bud Rifkin, the 
third “outside” salesman, who are on 
the payroll, plus stenographers, drivers 
and warehousemen. 

Handles Other Items—Tire Mart 
handles a great deal outside the Good- 
rich TBA line—mufflers, tail pipes, 
shock absorbers, ignitions, anything 
except “hard” parts. And it doesn't 
confine selling to Conoco stations. 
[wo-thirds of its business is with 
Conoco outlets, with two of the sales- 
men usually assigned to work these 
stations. The third man visits other 
accounts. Only service stations are 
solicited—garages are not included. 

TBA sales at Conoco stations sup- 
plied by Tire Mart average $26 per 
1,000 gal. of gasoline. 


SALES METHODS 


Capra, Horrell and Rifkin believe in 
concentrated selling. Each week they 
select specific items that they'll push 
in their sales efforts. 

“When we go out on our rounds,” 
Capra says, “we have definite objec- 
tives. Often we carry the item right 
with us. One week it might be thermo- 


tires—-batteries—accessories —j 


stats; the next, oil filters or polish. 

“But always we have one item on 
which we are concentrating—one that 
we are hitting hard.” 

Change Accounts — Tire Mart’s 
salesmen frequently exchange ac- 
counts and routes so that each becomes 
acquainted with all the dealers. This 
rotation is done on a “large-scale basis 
about every three months.” 

And calls to dealers are On a regu- 
lar basis. 

“Dealers can set their clocks and 
mark their calendars by our visits— 
we're that regular,” the company says. 

Most stations are visited once a 
week. Larger stations are checked 
twice a week. 


DEALER RELATIONS 

In their visits to the stations, Tire 
Mart’s salesmen do not always have 
their order books out. They also ob- 
serve the dealer’s operation to see how 
it can be improved. 

“We make it a point . . . to watch 
closely the operation of each dealer 
to spot his weakness in TBA sales,” 
Capra states. “By checking all of our 
dealers closely, we’re able to learn how 


each of them licks a specific problem. 
We pass that along to another dealer 
who may be having the same trouble.” 

Sales Clinics—Having found that 
general dealer meetings are ineffective, 
Tire Mart relies on the “sales clinic,” 
usually confining it to about eight deal- 
ers at a time. Such meetings may be 
held every three or four months at 
Tire Mart’s headquarters or—in the 
case of large service stations with many 
employes—at the service station. 

In setting up a sales clinic at head- 
quarters, Tire Mart “selects dealers 
with about the same volume and gen- 
erally the same problems.” Every ef- 
fort is made to keep the meeting down 
to “a small, compatible group where 
there is a community of interest.” 

But before setting up these clinics, 
Tire Mart finds out what the dealers 
are doing wrong. 

Suggestions Specific—“We have in 
mind certain specific things to help 
them out—generalities are no good,” 
Capra maintains. 

Tire Mart does not criticize a dealer 
or compare his sales with another 
dealer at these clinics. 

“We try to show him the faults in 





GIVE YOUR 1p aaa 


Here’s the toughest motor oil ever built to 
give your engine guaranteed lubrication 





Complete Warehouse Stocks 
of HI-V-1 oil available: Enid, 
Oklahoma City, Okla.; Su- 
perior, Omaha, Grand Is- 
land, Lincoln, Nebr.; Hutch- 
inson, Kans.; Mason City, 
Rock Rapids, Cedar Rapids, 
lowa; Fulton, Mo.; Amarillo, 
Texas; Denver, Colorado. 











regardless of sudden temperature changes. 

It flows instantly at sub-zero temperatures, 
yet retains longer lasting film of protection 
that prevents engine wear under extreme 
driving conditions at high temperatures. 

It's powerful detergency action removes 
sludge, varnish and carbon from dirty engines 
and keeps them clean. Piston rings and valves 
stay free of carbon and other by-products of 
fuel combustion and oil oxidation. New 
Champlin HI-V-I prevents sticking valves and 
keeps engines smooth running with less fuel 


consumption regardless of outside temperatures. 


A product of CHAMPLIN REFINING COMPANY 
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LUBRICATION 
at engine 
temperatures of 
300° F! 


INSTANT 
“T1{ FLOWING AT 
30° BELOW! 


Enid, Oklahoma 





fj tires—batteries—accessories 


his merchandising by indirect means,” 
Capra says. 

“We encourage the dealers to look 
for specific needs on a car that comes 
in for servicing. We really don’t have 
anything new to tell them, but we seem 
to be able to get it across better at 
these small meetings. And they know 
the other five or six dealers in the 
meeting have the same problems. They 
realize that our sales clinics are tai- 
lored especially for them.” 

Each night after service station calls 
are completed, the three salesmen and 








the general manager meet to check 
their assigned sections of the ware- 
house. In checking the bins, the four 
men jot down items that are to be 
ordered. 

Later the same night, Capra goes 
over the inventory reports and then 
makes up the orders on quantity pur- 
chases. Emergency single-item pur- 
chases are handled by a warehouseman. 

The daily inventory enables the 
partners to spot any item that isn’t 
moving. 

“Dead Dogs” Out—‘“If something 





The Head that 
“STAYS AWAKE” 
in modern pumps...the 
VEEDER-ROOT COMPUTER 


In all repairs, it pays to be sure that genuine Veeder-Root Parts are 
used throughout. And if it’s rebuilt computers you need, then be 
sure they're rebuilt at the Veeder-Root Factory. 





World's Most Experienced Makers of Counters & Computers 


VEEDER-ROOT INC., HARTFORD 2, CONNECTICUT 
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isn't moving,” Capra says, “we throw 
it out on the middle of the floor. We 
decide right then to get rid of it. We 
don’t keep any dead dogs around—we 
get rid of °em even if we have to take 
a loss. We want a fast-moving stock.” 

And before any item is added to the 
inventory, the partners go into a 
huddle. 

“We don’t decide to buy something 
and then try to sell it. We study it care- 
fully and decide first that we can sell 
it.” 

Stress Fast Delivery—Tire Mart’s 
owners say that part of their success 
can be attributed to delivery service. 
Operating three trucks, Tire Mart 
keeps two of them busy making regu- 
lar deliveries, with the third one used 
for “rush” deliveries. And it’s not un- 
usual to see a Tire Mart truck deliver- 
ing late at night. In some emergencies, 
Kornemann will leave his order tele- 
phone in the hands of a stenographer 
just to make the delivery. 

“We never lose a sale because of a 
delivery problem. We solve that prob- 
lem even if it costs us money on that 
one sale,” Capra adds. 

Overriding all considerations in 
their sales efforts is the desire to do a 
complete job. 


TIRE MART’S “BIG BRASS” 


Previous experience in the tire and 
oil products business and more than 
52 years of selling experience are com- 
bined in the records of the four part- 
ners who operate Tire Mart & Supply 
Co., Inc. Here’s a run-down on their 
background. 

Tom Williams: Formerly operated a 
B. F. Goodrich store in La Junta for 
five-years. Set a Goodrich record for 
per capita sales of tubeless tires. This 
attracted the attention of Goodrich 
Officials when Conoco asked them in 
1951 to assist in setting up a TBA out- 
let to serve Denver Conoco stations. 
Before joining Goodrich, Williams was 
a. Texaco bulk commission agent at 
La Junta for six years. 

Pete Capra: Operated his own auto 
supply business in Denver for five 
years. Prior to that, he was in Conoco’s 
merchandising division for four years, 
working in several Colorado cities 
Before that, he operated two Conoco 
stations for three years. 

Rudy Horrell: Like Williams, he 
worked for Goodrich as a tire sales- 
man. Until he joined Tire Mart, he 
had been with Goodrich for three 
years. Has more than 20 years experi- 
ence in retail and wholesale selling. 

Bob Kornemann: Until he joined 
Tire Mart, he was in the automobile 
and finance business. * 
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PERMANENT 
ATTACHMENT |! 








We’re pretty proud of our “permanent attachment” too! 


Permanent attachment is just one of the many out- 
standing advantages of Scovill hose couplings. 
This, we think, makes real sense since fuel oil 
hose and distillate hose come in such good quality 
now, and are so long-lived, that there is no point in 
using anything but permanently attached couplings. 
Think of some of the advantages found in Scovill 
couplings: They’re leakproof, uniform assemblies 


which will remain trouble-free for the life of the 
hose. You get positive attachment, a perfect static 
connection, and internal expansion insures maxi- 
mum flow. 


For complete information, write for Bulletin 
520-H on fuel oil and distillate hose couplings. 
Scovill Manufacturing Company, Merchandise Di- 
vision, 82 Mill Street, Waterbury 20, Connecticut. 








THE BROADER GRIP THAT SAVES THE HOSE LIFE 


Note broader area over which coupling grips 
hose. Maximum compression without cramp- 
ing. Other Scovill features: Lock-on ferrule 
becomes integral part of coupling, making 
gas-tight seal. Wide range of ferrule sizes. 
Coupling machined from solid brass forgings. 
I. D. of coupling same as nominal I. D. of 
hose — rigid, uniform, full-flow area. Also 
available for gasoline applications. 


NOTE: 
bursting pressure of hose, does not weaken the hose, holds 
beyond tensile strength. 


= a 


Triple testing proves Scovill coupling holds beyond 





SCOVILL TRIPLE-TESTED 


Ci rsollnge SCOVILL 
GIVE MAXIMUM FLOW, SAFETY AND HOSE LIFE 
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A Product of 











This Leland 

Explosion-Proof Motor 

(5 HP., polyphase, fan-cooled) 
drives a gasoline loading pump 
all year long, safely, reliably, 
completely exposed 

to the elements. 


Slashing sand, drenching rain, icy winter snow, and 
scorching summer heat are no problems at all for 
this tough Leland Explosion-Proof Motor—or any 
of the many thousands like it, in constant outdoor 
service throughout the nation. 


Creative Leland engineers, backed by more than a 
generation of experience in producing the finest, 
have designed it for complete reliability—under con- 
ditions that would ruin an ordinary motor—to defy 
weather’s worst. With a long tradition of extra atten- 
tion to every detail of design, manufacture, and 
inspection, Leland has built a reputation for depend- 
able, “‘He-man” motor power that is unsurpassed. 


Since Leland first created an explosion-proof motor, 
over 30 years ago, the Leland line has been con- 
tinually improved and expanded—to offer you a 
complete range of rugged explosion-proof motors 
from 1/6 to 5 horsepower, in single phase, poly- 
phase, and direct current—standard or special. 


Wherever hazardous volatiles pose a problem— 
wherever you need a motor you know you can 
depend on, join the thousands who look to Leland 
for real he-man power. Get in touch with one of 
our many experienced sales representatives, 

or write The Leland Electric Co., 

Division of American Machine & 

Foundry Company, Dayton 1, Ohio. 


NATIONAL PETROLEUM NEWS * December, 1954 





J. W. Coffman W. S. Pollard 


James W. Coffman, former oil man, 
is now supervisor of sales promotion 
and sales training for the R. M. Hol- 
lingshead Corp., Camden, N. J. For 
the past five years he has been in the 
sales department of Standard Oil Co. 
(Indiana), most recently as assistant 
sales manager in charge of training. 

Walter S. Pollard is Hollingshead’s 
new supervisor of advertising pro- 
grams. He formerly was assistant ad- 
vertising and sales promotion manager 
at Baldwin-Lima-Hamilton Corp., and 
assistant advertising manager for 
Quaker Rubber Corp., Philadelphia. 

S= 

Luke Sewell, manager of the pen- 
nant-winning Toronto Mapleleafs and 
the International League’s “Manager 
of the Year,” will spend the winter 
months on the sales staff of the Rob- 
bins Tire & Rubber Co., Inc., Tus- 
cumbia, Ala. His main job will be to 
introduce a new Robbins system of 
recapping, claimed to be faster and 
simpler than older methods. 

No rims or air bags are needed; and 
tires are power ejected from the molds 
at the end of the curing cycle. 

[J 

Auto-Lite Battery Corp. has ap- 

pointed five district representatives: 


R. J. Reed, Jr., Raleigh, N. C.; John 


S. Pabst, Dallas; Richard H. Wilson, 
Omaha; Kenneth E. Cook, Seattle, and 
Andrew Kerekes, North Chicago. 
= 
J. K. Walsh is new territory repre- 
sentative in northeastern Texas for 
Champion Spark Plug Co. He has 
been with Champion since 1949, in 
Houston. I. W. Roycroft has been as- 
signed 
Champion, with headquarters in Lub- 
bock. 
Ss 
Milton C. Miller has been made 
district manager at New Orleans for 
the Prest-O-Lite Battery Co. 


T. O. Ulmer has been named to the 


newly created post of vice president in 
charge of sales of the AP Parts Corp., 
Toledo, Ohio. a 


to northwestern Texas for 
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ALL OVER THE WORLD 


All over the world ... in South America, 


Mexico, France, Belgium, Greece, Swit- 


zerland, South Africa, Arabia...as well as 


in the United States and Canada,Oil job- 
bers are praising the superior perform- 
ance of Canfield Premium HDM MotorOil 


Here's why Canfield Premium HDM provides superior perform- 


ance all over the world . . . under gruelling heat or killing cold: 


1. Solvent Refining of SELECTED paraffine base crudes provides 


a cleaner, tougher oil. 


2. The addition of carefully controlled quantities of modern addi- 
tives prevents oxidation and corrosive acid action. 


3. Highest quality detergents keep motors clean, assure uninter- 


rupted action of piston rings, hydraulic valve lifters 


clearances open. 


... keeps tight 


4. Canfield Premium HDM Motor Oil provides complete engine 
protection in Service MM, MS & DG. 


To increase your sales and profits, this superior performance is available to you 
under your own brand in bulk, drums or refinery sealed cans. 


Write, wire or phone to-day for the full quality 
and profit story, it’s yours for the asking. 


CANFIELD OIL COMPANY 


General 


@lista tT 


gele)e) > F ‘ eveliand 


December, 1954 * NATIONAL PETROLEUM NEWS 
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“Qur 472 Mack trucks measure UP 
ssible to the strict 
dependable delivery 

we have set for our operations. Our 
latest order for 30 of the new 2 
Model Macks is evidence of our con- 
tinued satisfaction with Macks.” 


E. Brooke Matlack, Jr.» President 


E. Brooke Matlack, Inc. tors. In @ 


engine has ever approa 
economy: 
Cc. G. Beam, President 


Carolina Freight Carriers Corp- 


“Today our over-t 
tractors is 979% Mack. 
xcellent. Ease of mainte- 
i of construction of 


E. G. Comer, President 
Wilson Truck Company, 


“Qur thirty over-engine 
diesel tractors are averaging 74 to 
8% miles per gallon of fuel. In my 
opinion, the Mack Thermodyne Diesel 
engine makes these units the most eco 
nomical in fuel that we have ever 
operated.” 

$. H. Mitchell, President 

Hennis Freight Lines, Inc. 


——— 


NA 
TIONAL PETROLEUM NEWS 


. December, 1954 





Con T afford 


Hot 10 owh 
~ a Mack? 


It’s true that some Mack models have a 
higher initial price over some other 
trucks. But that’s only a part of the 
story in the over-all cost of operating a 


truck .. . and a minor one at that. 


When you buy a Mack you save money, 
many times over, by eliminating the 
terrific expense of road failures, costly 
repairs, and loss of earning power during 
down-time. 


If you roll up high mileage in over-the- 
road operation, you can’t afford to be 
without the big fuel savings of Mack’s 


Thermodyne® Diesel engine. Or, if your 


operation calls for gasoline power you 
can’t beat the performance benefits of 





the famous Mack Thermodyne gasoline 
engine. 


To meet the problem of greater payload 
capacity, you should have the advan- 
tages of the weight savings you get with 
“B” Series Macks. To achieve shorter 
over-all length with light weight, Mack 
offers you true cab-over-engine models. 
And you know that where service is espe- 
cially severe you need the ruggedness of 
Mack six-wheelers with the famous Bal- 


anced Bogie and exclusive Power-Divider. 


Yes—no matter what type of hauling 
you're engaged in—the fact of the 
matter is “You Can't Afford Not To 
Own A Mack” 





Mack Trucks, Empire State Bidg., N. Y. 1, N. Y. Factory 
branches and distributors in all principal cities for service 
and parts. In Canada: Mack Trucks of Canada, itd. 
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From the Williston Basin to Saudi Arabia and Iran... q: 
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Wherever Oil Men Operate— 


vane 
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WHITE TRUCKS 
cet FIRST cau: 


PRODUCTION — 
FIELD PROCESSING 


WHITE TRUCKS all the way in the oil industry! 


From the first truck out exploring ... from the really big off-the- 
road jobs... to the huge tankers and the handsome fuel oil delivery 
truck ... you see White Trucks everywhere. 


And why? No doubt about it—they do more work ... carry bigger 


payloads ...at lower cost...for more years...than any other 
truck in service. 


Call on White—whatever your transportation needs. Your White 
Representative will show you how to cut your transportation costs 
... boost dependability and service... get more work done... 
with modern Whites tailored to your exact needs. 

THE WHITE MOTOR COMPANY 
Cleveland 1, Ohio 


aa, , 
| ww 


». 


FOR MORE THAN 50 YEARS THE 


GREATEST NAME IN TRUCKS 
116 


NATIONAL PETROLEUM NEWS * December, 1954 





—{e) transportation 








@ ICC to sponsor law defining limits for private carriers. 


@ Private carriers barred from collecting compensation for trans- 
portation performed or . . . 


®@ Classified as public carriers if they collect compensation. 








BUT SOCONY-VACUUM’S ANDERSON MAINTAINS... 


® Both carriers have common goal: To fight for better highways and 
against third-structure taxes. 


@ Private carriers fulfill oil industry's specific need for low-cost 
transportation. 


® Public carriers misunderstand private hauler’s role. 


@ Desire to regulate competition is based on failure to see that 
competition is good for all. 


A. G. ANDERSON 
Socony’s general traffic manager 


AND HE WARNS... 


Don't Hamstring Private Trucking 


It’s time for public carriers to “con- 
centrate their united efforts . . . on 
problems that affect the efficiency of 
all motor carriage”— instead of trying 
to saddle private carriers with a greater 
degree of government regulation, in 
the opinion of A. G. Anderson, gen- 
eral traffic manager for Socony-Vac- 
uum Oil Co. 

His speech at the Private Carrier 
Conference, held in New York City 
as part of the annual convention of 
the American Trucking Assn., empha- 
sized his views. 

Anderson maintains that the two 
carriers—public and private—should 
combine forces to fight against what 
he calls “woeful lack” of adequate 
highways, “restrictive weight laws,” 
and “pernicious growth” of weight- 
distance taxes. 

“All motor carriers,” the traffic 
manager says, “have been accused of 
free rides on the highways, and our 
accusers have succeeded in convincing 
some legislatures that so-called weight- 
distance taxes are needed to correct 
the situation.” 

He points out that highways benefit 
every community, industry and farm 
located on or near them—not just 
those who run trucks over them— 
and adds: 

“It is a strange phenomenon to 
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maintain highways for commerce and 
then to say that vehicles of commerce 
cannot use them without punitive 
third-structure taxes piled on fuel 
taxes and registration fees. 

He contends that the destruction of 
reciprocity among states resulting from 
the “crippling effect” of third struc- 
ture taxes and the hidden costs to all 
in this form of taxation “threaten not 
only the motor carrier industry but the 
public, too.” 


WHY PRIVATE CARRIERS? 


About the dispute between private 
and public carriers, Anderson—who 
points out that his company uses both 
types of transportation—says: 

“I doubt that any petroleum com- 
pany really wants to be a carrier... . 
Certainly Socony-Vacuum doesn't. 

“Only when public carriers are not 
in a position to perform the specialized 
transportation services required do oil 
companies invest money in transporta- 
tion facilities.” 

Anderson points out that at the end 
of 1953 Socony owned and operated: 

—7,000 motor vehicles. 

—39 tank barges. 

—25 ocean-going tankers. 

—Over 14,000 miles of pipe line. 

All this, the Socony official con- 


NEWS 


tinues, represents an investment of 
$300 million. 

“This investment is productive only 
so long as it permits distribution econ- 
omies not obtainable from public car- 
riage,” he adds. 

“All of us using private carriage,” 
Anderson asserts, “are willing—and 
even eager—to turn Over our trans- 
portation to public carriage whenever 
a public carrier convinces us he can 
render the same or better service at 
lower cost.” 

To him, the “hostility” of common 
carriers stems from: 

—A misunderstanding of the true 
role that private carriage plays. 

—A desire to regulate competition 
itself, failing to realize that competi- 
tion “is good for all of us, not just 
the other fellow.” 


PRIVATE CARRIERS’ ROLE 


In expanding on the first of these 
two points, Anderson explains that 
common carriers see private trucks 
“moving down the same highway with 
their own, the same kind of equipment 
moving between the same points. 

“And many of the common carriers 
seem to think the whole story ends 
right there. 

(Continued on page 119) 
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Every gallon saved by 


SUSTAINED METER ACCURACY 
saves the profit on several gallons sold 


Every gallon lost by inaccurate measurement . . . every dollar spent adjusting 
or servicing your meters . . . loses the profits on many gallons sold. With con- 
stantly shrinking margins, you no longer can make up these losses simply by 
boosting volume. Best way to hold the profit line is to select the meters with the 
finest record for sustained accuracy and low maintenance. Red Seals stand head 
and shoulders above all other meters . . . for tank trucks and bulk plants alike. 
Want proof? Keep your own accuracy and maintenance records. Ask the men 
who have worked with Red Secl meters . . . in your own company or your 
neighbors. 


Here’s more proof of sustained accuracy +++ 
things you can see with your eyes: 


54. 
Measuring chamber has “Capillary” seal... Double-case design This patented ‘Gear 
only one moving ele- a thin film of liquid eliminates distortion of Shifter’ firmly locks 
ment. No complicated . +» prevents wear be- measuring chamber calibration. Cannot 
mechanism to get out tween piston and cham- caused by pressure or drift or slip between 
of adjustment. Occa- ber. Seal is rigidly piping stresses. Pre- tests. Easy to adjust 
sional dirt won't dam- controlled by precision vents binding and un- when required, but it's 
age o Red Seal... machining ‘ even weor. seldom required. 

chamber is easy to re- constant through 


move, easy to clean. occurate life : 
— 


OFecuracy You C2 aa bank On 








NEPTUNE METER COMPANY 


19 WEST SOth STREET + NEW YORK 20, N. Y¥. Branch Offices 
ATLANTA + BOSTON + CHICAGO + DALLAS > DENVER 
NO. KANSAS CITY, MO. + LOS ANGELES + LOUISVILLE 
PORTLAND, ORE. » SAN FRANCISCO 
IN CANADA? NEPTUNE METERS LTD., 
1430 LAKESHORE RD., TORONTO 14, ONT. 
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(Continued from page 117) 


“What they don’t see is the function 
our private trucks perform off the 
highway. At night, my company’s 
trucks may be delivering full loads of 
gasoline to distributors, but in the day- 
time they may be dropping small loads 
at service stations, collecting COD’s, 
acting as personal representatives for 
the company. 

“We are operating this equipment 
not to deprive the common carrier of 
traffic—but to obtain allied services 
that common carriers are seldom in a 
position to perform. . . . This private 
carriage is a sound investment for us, 
since we can guarantee an assured 
supply for loading at one end of the 
line and an assured outlet for the goods 
at the other end. Common carriers do 
not have that guarantee.” 


PUBLIC INTEREST 


On the matter of regulating compe- 
tition, Anderson comments that abuses 
in the early days of the industry 
resulted in federal and state regula- 
tion—*“some of it beneficia! and some 
of it . . . not’—because the public 
interest was involved. 

The phrase “public interest” may 
mean different things to different 
people, but to him it means that “the 
consumer is part of the public to be 
served first and foremost.” 

To that end, Anderson continues, 
the oil industry has developed efficient, 
economical transportation—pipelines, 
ocean-going tankers, river tank barges, 
tank cars, tank trucks. 

“The result . . .,” he says, “has been 
to give the consumer cheaper gasoline, 
home-heating oil, lubricating oil, and 
all the other products . . . from crude 
petroleum. 

“Is it better that all these facilities 
be handed over willy-nilly to common 
or contract carriers having no connec- 


Anderson says that the tendency to 
regulate competition through rate par- 
ity “already has removed much of the 
dynamic effect of competition in im 
proving transportation facilities. 

“Equalling rail and truck rates may 
seem to preserve both forms of trans- 
portation, but does it preserve the. 
inherent advantages? 

“Is it in the public interest to meas- 
ure the right to transport by the ability 
of the least efficient facilities? 


transportation —{r) 


“As industries,” Anderson says, “we 
do not demand protection of our pri- 
vate carrier operations 
efficient methods. 


from more 
“We demand only the right to fur- 
nish our own facilities where we find 
them more efficient and more econom- 
ical than those of public carriers. 
“And we are the only ones who can 
answer that question to our own profit 
or loss.” » 


oe Fits All Boxes! Stops Spillage! 
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SAFE-FILL® TAPERED NOZZLE PLUG 


(Reg. U.S. Pat. Off. No. 2545233) 


SAFE-FILL@® nozzle plugs 
permit faster filling under 
pressure, instead of b: Wiatt 
flow. oe * sas FIL 
plugs ( ) off at ap- 
roximately os P.S.I. 
AFE-FILL 136) without 
safety valve pop our 
at 10 pounds pressure. 


Because SAFE-FILL plugs are 
permanent, you need no other 
pipe fitting of wrenches. 

ay! consereated of syn- 
thetic a car rubber designed 
to stand up under long, hard 
usage in contact with oils, 
gasoline and similar liquids. 


GUARANTEED for 1 year 

against defects in workman- 

ship or material, under nor- 
al use. 


DEALER’S PRICES 


7 11 75 Bote in Plug for 
1-3/8 .D. Nozzle Tube, 
Plug Only (Bl) $1.95 Each. 


B2 
PLUG 
WITH VALVE 


Plug With Safety Valve (B2) 
$3.95 Ea. 


Sold Through 
Leading Jobbers 


Manufactured by 


MANUFACTURING CO. 


) HOWARD AVE. NEW HAVEN, CONNECTICUT 


It pays to get 


Superior quality forged bod 
meth. - y 
Uniform wall thickness 
—no weak spots 


Extra heavy reinforcing rim 


EWER-IITE 
Cuabily Tr 


Quick Couplings 


tion with oil companies, that these phom enk~ong! ~ 
carriers be given franchises under gov- 
ernment regulation, and that we be 
prohibited from developing any fur- 
ther improvements not approved by 
such carriers? 

“I think all of us know the answer 
to that.” 


—greater 


—greater safety and 


economy 


Uniform heavy 
wall thickness 


—no weak spots Superior quality 


Recess retains gasket forged body- 
in coupler and assures —precision machined 
proper placement —accurate tolerances 


R-TITE 
REGULATION TENDENCIES re's an EVE 
The: evel need 


“There has been a tendency in re- _ 4 for . 
cent years to confuse regulation of 
discriminatory practices by competing 
forms of transportation with regulation 
of competition itself. There seems to 
be a feeling . . . that a franchise from 
government gives a railroad or motor 
carrier the privilege of protection from 
the better service or lower cost of EVER-TITE COUPLING CO. 
alternative means of transport.” 





VER-TITE Couplings give you a quick, tight connection 
every time—under every condition. They make your de- 
liveries fast . . . safe . . . dependable. Ever-Tite Couplings 
are manufactured of stainless steel, bronze, aluminum, steel 
and malleable iron 
It pays to get EVER-TITE quality—the top value in quick 
couplings. Ask your distributor now 


INC., 254 WEST 54 STREET, NEW YORK W, N.Y. 
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GREATEST LINE IN TA 





Bulk Granulated Sugar Transports 


aes ac 


Asphalt Trailers 


ow & 
Pl Me en 


be ® 


Ink Trailers 


Stripped Gasoline Transports 











NK-TRAILER HISTORY! 


Here are just a few Fruehauf models 


Wherever, whenever, there’s a liquid-hauling job to 

be done, there’s a Fruehauf Tank-Trailer specially Solvents Transports 
designed to do it profitably! Fruehauf’s line of Tank- | 
Trailers is the broadest, the finest, in the Trailer 
industry! Write now for further details on any unit— 
Fruehauf Trailer Company, 10953 Harper Avenue, 
Detroit 32, Michigan. 





Stainless Steel Acid Transports 








Large Capacity Double Drop Gasoline 
Transports 


Western 
Truck-Full-Trailer 
: Gasoline 


Semi and 6-Wheel-Train Gasoline 


“ENGINEERED TRANSPORTATION” Combinations 


TRAILER COMPANY 


World’s Largest Builder of Truck-Trailers 


. a {) Single-Barrel Propane and Anhydrous 
Detroit 32, Michigan LO Aenea Gitte 





A MESSAGE TO AMERICAN 


INDUSTRY GONE OF A BDERIES 


Capital Spending Plans for 1955... 


Here is Good News 
About Business Prospects 


Bn 1955, American industry is now planning 
to spend within 5 per cent of the amount it is 
spending this year on new plant and equipment. 
This is the tensely awaited result of a check-up 
just completed by the McGraw-Hill Department 
of Economics. 

Hundreds of companies, by far the 
largest number in the eight-year history of 
these McGraw-Hill surveys, cooperated in 
the check-up. Combined, they represent 29 
per cent of all industrial employment and 
over 60 per cent of employment in the in- 
dustries where capital investment is high- 


est. Such a broad cross section constitutes 


PLANS FOR CAPITAL INVESTMENT 





MILLIONS OF DOLLARS p 
ercent 
ati Change 


1953 1954 1955 1954- 
ACTUAL® ESTIMATED® PLANNED 1955 





All Manufacturing $10,026 $ 9,249 $ 8,598 —7% 
Petroleum Industryt 4,600 4,875 4,920 +1 
Mining 506 380 311 —18 
Railroads 1,312 851 769 —10 
Other Transportation 

and Communications 2,954 2,922 2,640 —10 
Electric and Gas 

Utilities 4,548 4,274 4,206 8 
ALL INDUSTRY 23,271 21,784 20,727 —5 





*United States Department of Commerce; Chase National Bank; 
McGrow-Hill Deportment of Economics 


fPetroleum refining, included under both "All Manufacturing” and 
“Petroleum Industry,” is included only once in the total 


a reliable gauge of the plans of industry as 

a whole. 

What is the meaning of these plans, detailed 
by the table below, for capital investment next 
year? Is it good or bad news, so far as it con- 
cerns the prospect of continuing prosperity? It 
is to this crucial question that this editorial is 
addressed. 


Key to Prosperity 


It is not only good but very important 
business news that American industry 
plans to spend in 1955 almost as much for 
new plant and equipment as it is spending 
this year. The reason it is important is that a 
high level of activity in the capital goods in- 
dustries is universally recognized as a particu- 
larly potent ingredient of prosperity for the 
nation as a whole. A dollar spent for capital 
goods is spent again and again for wages and 
materials. Its stimulating effects, called by econ- 
omists multiplying effects, move through the 
economy in much the same way that a pebble 
tossed into a pond creates a widening circle of 
ripples. This is one reason why there is such in- 
tense business interest in the surveys of plans 
for capital investment. 

Here are the principal reasons why the results 
of the McGraw-Hill survey are a good omen for 


continuing prosperity: 
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1. American industry is demonstrating 
that it does not need the stimulus of war- 
created shortages, or a rearmament boom, 
in order to maintain a very high level of 
capital investment. 

The slight decrease now planned for 
1955 will still maintain a level only about 
11 percent below the all-time peak at- 
tained in 1953 under the stimulus of a de- 
fense expansion boom. 

2. Capital investment promises not 
merely to stabilize at a high level, but ae- 
tually to increase as 1955 goes on and thus 
give renewed stimulus to business. 

The level of investment now plarined for 
1955 by industry — manufacturing, petro- 
leum, mining, transportation, communica- 
tions and utilities — is within 5 per cent of 
1954. Contract awards for commercial 
construction — stores, office buildings, 
warehouses and other service establish- 
ments —as compiled by the McGraw-Hill 
publication ENGINEERING News-Recorp, 
indicate a suljstantial increase in 1955. 
Thus total capital expenditures by all bus- 
iness may be very close to this year’s total. 

Actually, in the fourth quarter of 1954, 
business capital expenditures, as reported 
to the U.S. Department of Commerce, are 
down about 2.5 per cent from the average 
for the year as a whole. So there is a good 
chance that during 1955 the annual rate of 
capital investment will rise above this 
present level. 


Effect of Tax Changes 


The plans reported by the McGraw-Hill sur- 
vey are preliminary plans, reported at the be- 
ginning of the period of business budgeting for 
1955. As budgets are completed, new projects 
may bring the total expenditure that is planned 
even closer to this year’s figure and thus make 
an even greater contribution to continuing pros- 
perity. 

But it also cannot be too strongly emphasized 
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that these are plans; they are not accomplished 
investments. As such they have the vulnerabil- 
ity to changed conditions that characterize any 
plans. 

There is some indication in the results of the 
McGraw-Hill check-up that one change in con- 
ditions recently made by the United States gov- 
ernment has had an important stimulating effect 
on plans for business investment next year. It is 
a liberalization of the allowances for deprecia- 
tion. Apparently encouraged by this provision, 
most of the smaller companies are planning to 
maintain or increase their purchases of new 
equipment next year, whereas during the past 
three years their expenditures have been declin- 
ing. This is obviously a development that 
strengthens our economy. 

A government insensitive to the key impor- 
tance of capital investment by business, both in 
providing prosperity and in raising our stand- 
ard of living, might easily destroy the present 
plans, One of the easiest and surest means to do 
this is excessive taxation of business profits 
which are the key ingredient of business invest- 
ment. Whether the extraordinarily constructive 
program recently enacted by the federal gov- 
ernment in the field of business taxation can be 
sustained remains to be seen. If it can be sus- 
tained, the remarkably cheering plans of 
business for capital investment in 1955 
can readily become firm foundations for a 
continuing prosperity. 





This message is one of a series prepared by the 
McGraw-Hill Department of Economics to help 
increase public knowledge and understanding 
of important nationwide developments that are 
of particular concern to the business and pro- 
fessional community served by our industrial 
and technical publications. 

Permission is freely extended to newspapers, 
groups or individuals to quote or reprint all or 
parts of the text. 


Reuata Ube 


PRESIDENT 


McGRAW-HILL PUBLISHING COMPANY, INC. 














PETROLEUM 
WEEK 





CIO goes all out for one big off union 
Phillips cose solution beginning to jell 
Demand turns up agoin 

Can coal stop the clock? 

Biggest water-flooding project 

How much more off from gas cycling? 
When Iranian oil comes bock 

What's behind the ‘cat’ reforming boom 
Why gasoline may get more volatile 
Here comes the gas turbine 

Pacitk Northwest: new battleground 
Deoling the dealer in on public relations 








business weekly 


Oil is a fabulous business—colossal, and still growing. 
Its gain in volume of output in the next two decades 


will outstrip even the amazing growth of the last quar- 
ter century. Its technology progresses so fast that gal- 
loping obsolescence is a state of normalcy. Oil has 
molded the American way of life, created empires, 
determined the course of at least one World War. 


Oil men learn fast, think fast, act fast. Theirs is a 
world whose tempo quickens daily. Within their own 
realm, these men—the men who really matter through- 
out the oil business—need a communications service 
totally different from that now provided either by pe- 


troleum publications or by the general business press 


They need a cross-communication service that briefs 
the reader on everything important that happens to 
or in the oil industry—every segment of the industry, 
not just his specialty alone. This need goes far beyond 
spot news reporting,’ beyond analysis of trends, beyond 
coverage of technology, yet it includes all of these. 

This information must be presented so a reader can 
hit all the high spots in a matter of minutes—then 
focus his attention and find all significant details too 
impossible? We don’t think so. The story on the next 


two pages tells why. 


PETROLEUM WEEK 


330 West 42nd Street, New York 36, N. Y. 


A McGRAW-HILL 
PUBLICATION 





...@ totally new publication, a 
totally new concept of writing for 
busy readers, enters the business 
press. 


Petroleum Week's assignment is to meet E> 
two big needs shown in our research... 


. . . 1—For a truly industry-wide and 
industry-deep publication covering sig- 
nificant developments in all segments 
of the oil industry — with the facts tech- 
nically correct but interpreted into plain 
English for broad usage throughout the 
industry. 


. . . 2—For a publication that can be read 
efficiently, at high speed, by busy men 
PETROLEUM in an industry deluged by a mass of 


WEEK communications. 





YOUR 1955 BUDGET WILL MAKE YOUR AD- 
VERTISING DOLLAR WORK HARDER IF IT 
INCLUDES AN APPROPRIATION FOR PE- 
TROLEUM WEEK. Pilot issues are being 
printed now... regular publication will start 
in July. Be sure to capitalize on the intense 
interest this new magazine will arouse 
throughout the oil industry! 





< How we plan to serve Need 


No.1—for a truly all-industry 
publication : 


There are many oil publications serv- 
ing specialized branches. We publish 
some of them ourselves. They have im- 
portant roles to play. But the industry 
tells us that no one is providing vital 
information about all branches—pro- 
duction, refining, transportation, mar- 
keting—that is written in terms that 
are clear to oil men who are not spe- 
cialists in the branches the information 
comes from. 

Oil is an industry of intense specialties. 
It is segmented and technical. But it is 
an interdependent, integrated indus- 
try—even outside the “‘integrated 
companies.” Basic developments in 
one segment are of great importance 
in other segments. 

Because of its specialization, the oil 
industry presents great difficulties in 
cross-communication among the spe- 
cialists—and between the specialists 
and the general management. Yet in 
this fast-moving industry such cross- 
communication is vital. 


This is a challenge that we will meet 
as we work with the oil industry to de- 
sign Petroleum Week. We will report 
and interpret important information from 
any specialized branch—no matter how tech- 
nical—so it can be read with understanding 
by (1) specialists in all branches, (2) gen- 
eral management men, and (.3) men who are 
moving ahead, wherever they may now be in 
their companies. 


< >How we meet Need No. 2 


—for an efficient-to-read 
publication: 


A revolution is going on in communi- 
cations. It has been provoked by the 
growing complexity of our life—by the 
need for more and speedier informa- 
tion—and by the vast growth of com- 
munication facilities. 

An important phase of this revolution 
is in reading. Our children are being 
taught to read differently—to read si- 


lently for comprehension with speed, 
not just orally with good enunciation 
and expression as we were. Thousands 
of businessmen are taking courses in- 
side and outside their companies—and 
reading some of the many new books 
on the market—to learn how to keep 
up with the printed arfd typewritten 
material that they should read. 


One of the keys to more efficient 
reading is a technique that might be 
called variable-speed reading. You 
do not pore over every word and every 
line at the same rate. You find ways to 
recognize the “high spots”—and you 
discover that they stick in your mind 
much better than if you had not sought 
them out as “high spots,” but had 
merely read them along with the sur- 
rounding mass of details or supporting 
facts. 

To put it another way, you scan your 
reading material rapidly to discover 
the main points, the big ideas. You 
‘shift gears” to read the details closely 
only when they are particularly im- 
portant to you as an enlargement on 
the main point. Tests show that those 
who develop the ability to read this 
way gain more than speed; they also 


improve their skill in catching and re- 
membering the main points of what 
they read, and the useful details as well. 


Now, we are learning that as publishers 
we can help our readers acquire and 
apply this skill. Petroleum Week is the 
first publication we know of that is being 
designed from the start around the require- 
ments of the new art of variable-speed, more 
efficient reading. By the use of bold-face 
and other “display” type for all the 
high spots or main ideas--and only for 
them—we are building “‘signals’’ into 
our articles to call attention to the key 
facts. The reader then can quickly find 
the high spots. It may be that he is 
looking for nothing else; if so, he can 
find them with no waste time—and he 
can be sure he has seen them all. In 
many cases he’ll want details; in such 
cases he is guided to the detail by the 
main-point “signals.” 

In effect, we are developing a way to 
write and print Petroleum Week for 
variable-speed readership—so that you 
can read it with maximum efficiency 
without waste time. We invite you to 
ask our representative to show you ex- 
amples of this type of writing. We think 
you'll see quickly what we mean. 


€> 





FAST YET EFFICIENT COMMUNICATIONS 
THROUGH VARIABLE-SPEED READING 





“Cut the copy!”” What advertising man hasn’t been badgered by 
this command? “Keep it short and punchy—yet pack in all the 
facts!” The Petroleum Week technique provides an answer to this 
vital communication problem. 

Variable-speed reading makes it possible to get a broad picture 
fast . . . then come back, so to speak, and fill in the details 

Writing for variable-speed reading is a technique all its own. (Try 
it some time.) You have to do more than just be clear, complete, 
concise. You flag all the high spots—and only the high spots—and present 
them in the sequence easiest to follow, which means knowing your 
subject and your reader pretty thoroughly. 

An example of what we're talking about is this very spread. We'd 
like to know what you think of it. Even better, see how variable-speed 
reading works page after page in Petroleum Week. You can get a 
pilot issue from the McGraw-Hill office nearest you. 








PETROLEUM WEEK 


330 West 42nd Street, New York 36, N.Y. 
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A McGRAW-HILL 
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Truckers Help Themselves—and Like It 


This Oakland, Calif., oil distributor has developed a self-service diesel fuel station 
that is paying big dividends in profits and good will because of its convenience 


> It is unattended 


The picture above shows how 

a West Coast distributor is 
using the “fancy dream” of a 
self-styled “lazy” man to make 
a profit. The installation itself, 
where truckers fill their own 
tanks with the diesel fuel they 
need, is plain and simple. But 
the 30 individual dispensers. 
standing on a single 60-ft. is- 
land, are effective. 

Bay City Fuel Oil Co., a Shell dis 
tributor at Oakland, Calif., built this 
self-serve facility a year and a half 
ago. Now it appears that the original 
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> never closes 


By CHARLES N. POLLAK 


Pacific Coast Editor 





island may be just the beginning. 

This month Bay City is finishing a 
separate 20-unit station built on land 
leased from the Oakland Dock and 
Warehouse Co. While all of the units 
at the expanded original station dis- 
pense diesel, the newest station will 
sell both diesel and gasoline. Storage 
for 20,000 gal. of diesel and 10,000 
gal. of gasoline is provided. 

In concept, the new 20-unit station 
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# costs relatively little ® makes money 


a HONEA Ala la) 


=\e - op ry 
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carries out the principles that have 
had 18 months’ evaluation on the 30- 
unit island. 

That island is strictly functional. It 
contains the essential plumbing for the 
30 dispensers, each of which is noth- 
ing more than a pipe, meter, hose and 
nozzle. Also it houses a 2-hp pump 
that pushes diesel fuel to the dis- 
pensers after pulling it from a 12,000- 
gal. horizontal tank 30 ft. away. 

The station’s truck customers—and 
there are just 30 of them—engage in 
what is probably the purest form of 

(continued on p. 130) 
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W. D. (MAC) McELWAIN, the boss, expanded first 
unit by one-half, is building new 20-unit island 


METER UNIT shows totcalizer (top row) and single fill 
recorder (below) with easy-to-read, resettable counter 


FRANK OLIVER, of Frank Oliver & Sons, three-truck fruit haulers of 


Oakland, opens padiock on fuel dispenser assigned to his firm 


tne 


LUBE OIL RACK, recent innovation, is also on a self-service 
basis. And, as with dispensers, drums are equipped with locks 


HARBOR TRAFFIC is also part of the Bay City business. 
At left, tank trucker is refueling floating crane and tugboat 
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BOWERS 


BATTERIES 


fwayS 


BOWERS BATTERY & SPARK PLUG CO., READING, PA. 


NEW HOPE 


in the battle against 


CANCER 


THE FIGHT against man’s cruelest enemy 
is far from won. If present rates con- 
tinue, 23 million living Americans will 
die of cancer—230,000 this year. And 
thousands of these will die needlessly — 
through cancer that could have been 
cured if treated in time. 


ALL THE SAME, there have been victories. 
Thousands who once would have died 
are being saved—thanks, in part, to 
your donations to the American Cancer 
Society. 

AND, LAST YEAR, the Society was able to 
allocate $5,000,000 of your donations to 
research aimed at finding the ultimate 
cure for all cancer. That’s more money 
than ever before. 


MUCH MORE, of course, remains to be done. 
So please make this year’s gift a really 
generous one! 


Cancer 
MAN'S CRUELEST ENEMY 


Strike back—Give 


AMERICAN CANCER SOCIETY 
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(continued from p. 128) 
self-service in the business. Bay City 
assigns a dispenser to each trucking 
firm account. The customer pays 50¢ 
fora key to the padlock that keeps 
his dispenser private. From then on 
he’s on his own for 24 hours a day 
as far as buying diesel is concerned. 
Once a week or month, Bay City 
reads his meter and bills him for what- 
ever amount he has pumped. 


. . « UNATTENDED 

But that’s as far as Bay City goes. 
There are no attendants, air, lubrica- 
tion service or restrooms. Lights 
aren’t even left on at night; the cus- 
tomer switches them on when he 
drives up, then flips another switch 
to operate the pump. There are, how- 
ever, four water faucets mounted on 
the island. 

The station currently sells about 
2,700 gal. daily of diesel, with the 
amount soaring to as high as 8,000 
gal. a day when trucking activity is 
at a peak. 

Business is good enough that W. D. 
McElwain, president of Bay City, re- 
cently took two important steps to- 
ward collaring some more. One is the 
addition of a 10-unit island, com- 
pleted last month, to expand the 
capacity of his original self-serve, on 
a 200x300-ft. plot leased from the 
Port of Oakland on the Oakland es- 
tuary. He also added another 12,000- 
gal. tank to serve this new facility. 

The other is the 20-unit facility that 
currently is being finished. 


- « « NEVER CLOSES 

The idea for the novel installations 
came to him, McElwain says, “because 
I’m lazy.” Bay City had subleased 
part of its wharf property at Oakland 
to H.A.C. Trucking Co. Like many 
other trucking firms in the area, 
H.A.C. hauled farm produce to the 
canneries. At the height of the season, 
its trucks operated around the clock. 

“I soon discovered that they needed 
to fuel up at all hours,” McElwain re- 
lates. “I went through three years of 
that before I began to wonder, ‘Why 
can’t they pour their own?’ That’s 
when I had this fancy dream.” 

The dream became reality in July, 
1953, when McElwain started opera- 
tions at the station with a 20-dispenser 
island. Soon afterward he added 10 
more dispensers. The station has 
never lacked a waiting list of potential 
diesel customers. 


- » « RELATIVELY INEXPENSIVE 


Total cost of the 30-unit installa- 
tion was $11,500. This sum included 
$200 apiece for the dispensers, which 
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are equipped with Granco Model TC 
meters able to deliver 40 gpm—about 
four times the top speed of a typical 
gasoline pump at a service station. The 
tank, with 4'42-ft. concrete retaining 
wall, cost $2,000. The rest of the cost 
was attributable to foundation, piping, 
wiring and pumps. 

The island’s slab was poured to a 
depth of 6 in. and a width of 4 ft. 
All piping is exposed, with the ex- 
ception of that used to support the 
dispensers and the roof. Consequently, 
McElwain says, it would be a simple 
matter to move the entire fuel-dispens- 
ing part of the island to a new slab 
at another location. 

For Fast Fueling — One feature 
truckers like best is the fueling speed 
permitted by the elongated island. 
[wo-in. pipe up to the meters and 
14%4-in. pipe from the meters to the 
hose, with the high delivery rate, per- 
mit a 100-gal. truck fuel tank to be 
filled in a fraction of the time re- 
quired at conventional truck service 
stations. 

Truckers like the fact that neither 
cash nor credit card is involved. All 
the truck driver has to do is unlock 
his company’s dispenser, fill his tank, 
lock the dispenser and drive off. 

Truck drivers appreciate the ample 
room for maneuvering at the Bay City 
station. Other factors contributing to 
its success, McElwain says, are (1) its 
location within a block of the main 
highway between Oakland, San Jose 
and Los Angeles and (2) a good 
source of supply, making possible a 
price (13.2¢) that’s 0.5¢ below the 
price of diesel at conventional truck 
stops. But he emphasizes his belief 
that business would be just as good 
without the 0.5¢ cut. 

Some of Bay City’s self-serve cus- 
tomers share a single dispenser with 
another user by having duplicate keys 
made, but any billing worries that re- 
sult are theirs alone. Bay City always 
sends a single bill to the original key- 
holder. 

One Frill—McElwain has departed 
from his no-frills policy in only one 
respect. A short distance from the 
island is a three-tier barrel rack where 
his customers may keep drums of 
lubricating oil which he provides. 
These, too, are equipped with pad- 
locks sO customers may draw crank- 
case oil whenever they wish. 

Although Bay City’s office is within 
a stone’s throw of the island, no one 
there pays much attention to the con- 
stant truck refueling activity except to 
make sure that the storage tank is kept 
supplied and the meters read. Night 
protection is afforded by prowl cars 

(continued on p. 133) 
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EIBRE DRUMS? , 
STEEL SHIPPING CONTAINERS . 
STEEL EQUIPMENT CONTAINERS ? 


RHEEM Announces a Complete Line of 
Fibre Drums to Provide an All-Inclusive 
Shipping Container Service 


To supplement its line of steel shipping and custom 
equipment containers, Rheem has added a complete 
line of Fibre and Fibre-Metal drums. These strong, 
light weight, inexpensive drums come in four types 
and in a wide variety of sizes. 


Choose the Drum that Fits Your Needs 


Choose the type that best fits your needs — All-Fibre drums, or 
Fibre-Metal drums with steel bottoms with either slip or 
friction covers or with the new, easy to install and remove 
Rheem-Lox ring. Only Rheem offers all these types of low 
cost containers. 


Choose the Size 
that Fits Your Needs 


Choose the size that best fits 
your needs. Fibre drums from 
l- to 32-gallons in capacity; 
Fibre-Metal drums from 5- to 
60-gallons. There is virtually a 
size for every possible require- 
ment. 


Bees 4 


MANUFACTURING COMPANY 


Chicago 29, Illinois New Orleans 20, La. Seattle, Washington 
Houston 20, Texas New York 22, New York South Gate, California 
Linden, New Jersey Richmond 4, California Sparrows Point 19, Md. 


Export Sales, 477 Madison Avenue, New York 22, New York 
Foreign Affiliates and Associates: Argentina — Buenos Aires + 
Australia— Adelaide, Brisbane, Fremantie, Melbourne and Syd- 
ney +» Brazil—Rio de Janeiro - Canada—Hamilton + Italy—Milan - 
Peru—Lima + Philippine Isiands— Manila « Singapore + Spain 
— Madrid + United Kingdom — Bristol. 


NOW, More than ever before, You Can Rely On 
for all your shipping container requirements 
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GET THEM ALL. 
GET THEM FAST... 


from 


Bs = 
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) RHEEM STEEL CONTAINERS ARF MADE 





IN SEVEN STRATEGIC LOCATIONS 











Rheem Fibre Drums are being manufactured in four of these 
plants. Production lines are scheduled for installation in other 
plants soon. 


“FAMILY” IDENTIFICATION 


Rheem can furnish on Fibre drums the 

same type of decorative service it pro- 

vides users of Rheemcote lithographed 
steel drums. Any design or 
trade mark can be reproduced 
on an all-over label for Fibre 
drums in any number of colors 
to provide “family” identifica- 
tion for your products. 


30 gal. Rheem 
Fibre-Metal Drum 


55 gal. Rheemcote 
Steel Drum 


RHEEM MANUFACTURING COMPANY 
(Mail to Neorest Sales Office, Listed ot Left) 


(C0 We would like to have your packaging engineers come to our 
plant and study our shipping container problems. 


(C) Please send additional information. 


NAME OF COMPANY. 





STREET. 





CITY. ZONE___STATE 
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Oil field favorites...for good reasons 


i .CRANE 


IRON BODY-—WEDGE DISC 


clamp gates 


Versatile valves — excellent for crude, fuel, and 
lubricating oil—for air, gas, and gasoline. And use 
them too for steam, hot and cold water... even 
for corrosive chemicals and gasses. Your choice 
of regular patterns, all-iron or brass trimmed. 








Dependable valves—pbecause they’re extra 
rugged, with a strong, reinforced body and husky 
stem. On inside screw all-iron valves, an im- 
proved self-draining bonnet prevents entrapment 
of line fluids in the bonnet—protects the threads, 
keeps the stem working smoothly. 











Economical valves—not only in first cost, but 
in upkeep as well. Their compact design means a 
better fit for more places . . . a saving on piping in 
many cases. Simplified clamp construction makes 
quick work of normal maintenance—ideal where 
frequent cleanout is essential. 


Ask your Crane Representative for Folder AD 
1667, or write direct. Find out for yourself why 
Crane Clamp Gate Valves are the oil field favorite ! 


Crane Wedge Disc Clamp Gate Vaives 
come in OS&Y, inside screw, and quick- 
opening patterns, all-iron or brass trim- 
med, screwed or flanged end. Sizes up 
to 4 in. Working pressures up to 150 psi 
saturated steam; 225 psi cold service. 


THE BETTER QUALITY...BIGGER VALUE LINE...1N BRASS, STEEL, IRON 


CRANE VALVES 3 mr 


CRANE CO., General Offices: 836 S. Michigan Ave., Chicago 5, Illinois 
Branches and Wholesalers Serving All Industrial Areas 


VALVES - FITTINGS © PIPE © PLUMBING HEATING 
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—fe} stations 


(continued from p. 126) 


and Port of Oakland watchmen. 

Granberg Corp. of Oakland, manu- 
facturer of the meters used by Bay 
City’s dispensers, reports that Mc- 
Elwain’s idea is gradually taking hold 
elsewhere. 

Anderson feels that the dispensers 
are ideal for truck stations because 
they speed operations and drastically 
reduce overhead. 

As a word of caution to prospective 
truck self-serve operators elsewhere, 
McElwain points out that his own Bay 
City location is ideally situated for 
that particular type of station. 

The Oakland waterfront teems with 
trucking firms, many of them cus- 
tomers of McElwain’s for years. Bay 
City has a substantial source of supply, 
and moves about % million gal. of 
assorted fuels every month. In recent 
months, the self-serve accounted for 
up to a fifth of total gallonage. 


- » « MAKES MONEY 


McElwain did not disclose figures on 
earnings, but Bay City’s combination 
of low overhead and large, steady vol- 
ume give it unusual profitability. Busi- 
ness is steadier than that of early self- 
serves (1947-1948) that were similarly 
profitable. 

Moreover, McElwain is an aggres- 
sive marketer who has built his busi- 
ness by “giving the customers service 
that no major company can give.” He 
has been a Shell distributor for the 
past seven years, and was a Signal Oil 
Co. distributor for the preceding four. 
For five years before that, he sold 
Richfield products. 

His specialty has been the marine 
business around San Francisco Bay 
(that’s why he’s on the waterfront) 
with industrial, residential and govern- 
ment customers accounting for a 
large share of his gallonage. Bay City 
handles PS 300 fuel oil, two grades of 
diesel, stove oil and kerosine in its 
trucks, leaving barge lots to Shell. 

McElwain discovered years ago that 
tugboats and other small diesel-pow- 
ered harbor craft were somewhat ne- 
glected by their fuel suppliers. Often 
they had to go far out of their way to 
refuel at oil company terminals. 

Bay City changed that by inaugurat- 
ing a policy of following the marine 
customer to almost any berth in the 
bay. 

Tugboat operators like the service. 
So do large contractors with water- 
borne equipment, such as cranes and 
piledrivers. Result has been that Mc- 
Elwain’s policy has paid off. 

Today he says of it, “The marine 
business is a good, sweet business and 
you get your money.” & 


electric pre-heater 
for Gas & Diesel Engines 


WOT WATER IS FORCED INTO 
ENGINE AT THIS POUNT..... 





ONE-WAY VALVE PREVENTS INTER. Wa, 
FERENCE WITH CIRCULATION 


WHEN ENGINE IS RUNNING 


FROM ENGINE AND 
INTO HEATER 








8 Outstanding Features Fast action now means dollars saved 
Gives quick, easy starts in your winter operating budget. 
Reduces motor wear KIM Hotstart installations lick win- 
Prolongs battery life ter grief; end sluggish motors, end 
or ~ anneal service tie-ups and high repair bills. 
mit fuel a KIM pre-heater means quick starts, 
Seves warm-up time efficient engine operation, lower 
Cuts costs of terminal cold weather operating costs all the 
heating way around. 
For ctattenury or cattle See any leading auto supplier. 
engines — diesel or gas P ° 
Or write for literature. 


KIM HOTSTART MANUFACTURING CC. 
West 917 Broadway, Spokane 1, Washington 





- NON-SNAPPING nts 











Here is today’s best buy in pennants. It’s our famous 
Type 75, combining all-weather durability and a 
new low cost. Made of full 4-gauge polyethylene 
plastic, double-sewed to cloth tape. Twelve 12” x 
18” flags in each 25-ft. set. New deep, fade-resistant 
colors—tred, green, yellow, blue. Ready to put up. 
Other style pennants also reduced. 


Fite Shows our complete line of station display material 
CATALOG! —widest selection available anywhere. 


A Y\HIERPIRIAITITEPIONSITIEIRECIOM 


201 Printcraft Bldg. _ Indianapolis 4, Indiana 
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in Shell Premium Gasoline 


_ Switches 
long-time 
buying habits 


TCP* gives the motorist a 
specific reason for changing 
his brand of gasoline 


Because it gives sluggish engines 
new power... because it tunes en- 
gines without tools... Shell Premium 
Gasoline with TCP brings thousands 
of new buyers to Shell dealers every 
week. 


The explanation is simple. For the 
first time a clear and understandable 


The greatest gasoline development in 31 years 


SHELL PREMIUM with TCP 





product advantage is being offered. 
People are changing long-time buy- 
ing habits to take advantage of a 
better product. And they stay sold! 


You, too, can be part of this fast- 
moving combination. Get the facts on 
a Shell Dealership. Learn why it is 
more profitable to sell under the Shell 
Brand. Call the Shell Oil Company 
office or the Shell Franchised Jobber 
nearest you. 


*Shell’s Trademark for this unique gasoline additive 
developed by Shell Research. Patent applied for. 
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P. H. Powell, Woodville 


John Wolf, Wichita Falls 


W. T. Schneider, Miles 


Y. L. Markins, Henderson 


associations — 


ee 


John F. Adams, Corsicana 


Texas Consignees Look at Their Future 


The Petroleum Marketers Assn. of Texas, at its annual meeting in 
San Antonio, Tex., discussed “The Death of a Salesman.” 
They were not reviewing a play. They were taking a hard look at 


the commission agent, himself. 

After it was all over, every- 
body agreed that the consignee 
is far from dead. But they all de- 
cided he is plagued with many, 
many marketing problems that 
ean lay him low. 

Of all their problems, none would 
be insurmountable, they decided, if 
only they could get the “lines of com- 
munication to the top opened” and 
“get on better terms with suppliers.” 


These seemed to be the principal 
problems: 

—By-passing of the agents, both on 
retail and direct consumer accounts. 

—Constantly dwindling farm gaso- 
line business, due to LP-gas. 

—Rising costs in the face of “the 
same, or declining, commissions.” 

These “ailments” were discussed by 
a three-man panel, with questions fired 
from the floor. 
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The Panel—Making up the panel 
were three commission agents 
Rigdon Edwards of Sweetwater; 
Yeager L. Markins of Henderson; and 
W. T. Schneider of Miles. Another 
agent—John Wolf of Wichita Falls 
moderated the program. 

The panel took up first the lack of 
“direct communications” with the top 
men of their supplier companies 

Their biggest complaint here per- 
tained to the field men that the sup- 
pliers have representing them. 

“How many times have we tried to 
get our problems to the top through a 
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— associations 


young man with six months experi- 
ence, a fellow who can make no deci- 
sions, give no orders, but who is our 
boss?” 

That was the question one panel 
member asked, and everybody seemed 
to agree that too frequently this was 
the case. 

The way to combat this situation, 
several said, was to keep on “selling 
ourselves to our suppliers,” and “not 
be afraid to go direct to the top and 
discuss our problems.” 

The agents seemed to believe that 
many of these “lack of communica- 
tion” problems will be worked out now 
that the API has set up its commission 
agent advisory subcommittee. 

By-Pass Problem—When the panel 
got around to the “by-pass” question, 
the discussion picked up considerably. 

The majority had been affected one 
way or another by their suppliers start- 
ing direct deliveries to service stations, 
or by-passing them on consumer ac- 
counts, 

Those entering the discussion 
seemed to be particularly critical of 
suppliers “taking over” accounts they 
had worked in some cases months and 
years to obtain. 

One recalled an incident where it 
took the agent 12 years of “cultivat- 
ing” before he was able to land a 
good-sized road contractor account. 
Shortly after he landed it, his supplier 
“by-passed” him with transport dumps. 

All agreed that “by-passing,” itself, 
was bad enough. But what really 
makes the shoe pinch, they said, is 
the fact that they still have to “service 
these accounts” on a local basis. 

“We are still the local representa- 
tives of our companies, and if one of 
these consumers needs a case of oil, or 
wants a transport load in a hurry, we 
are expected to go all out to see that 
his needs are taken care of,” one agent 
stated. 

Here again, most members seemed 
to believe that if they could get their 
side of the story “direct to the top,” 
corrective steps would be taken in 
their favor. 

On the Retail Side—As for retail 
“by-passing,” all agreed this was bad 
for the commission agent, too. But the 
marketers seemed to feel this problem 
wasn’t quite as bad as the direct con- 
sumer by-passing problem. 

Martin, who talked on retail prob- 
lems, said agents should: 

e Own or control their retail outlets 
where possible. There are certain sta- 
tions, he added, that an agent can af- 
ford to own which his supplier does 
not want. 

e Let the suppliers have the outlets 
the agents cannot afford. 


136 


e Work with the dealers and be a 
true representative of their suppliers, 
not only the dealers operating the 
agent’s own stations but those operat- 
ing the direct delivery stations as well. 

By acquiring his own outlets, Mar- 
tin said, the agent will put himself “in 
a better trading position,” and by 
working with all dealers and being a 
real local representative, he'll prove 
his worth to his supplier. 

Farms and LP-Gas—As for the 
farm gasoline picture, it’s bad and 
growing worse, the panel reported. 

LP-gas has made big inroads and 
there seems to be no way to stop it. 
Many consignees said they are now 
selling it as well as gasoline, although 
the cost of going into LP-gas field is 
expensive. 


Nebraska Marketers 


Blast at Trading Stamps 


Trading stamps were the subject of 
considerable discussion at the Omaha 
convention of the Nebraska Petrole- 
um Marketers, Inc. The association’s 
board of directors had studied the 
matter earlier and decided to continue 
its investigation before taking any 
specific action. 

But Fred K. Evans of Arapahoe, 
association president, devoted a con- 
siderable part of his annual report to 
attacking the practice of jobbers and 
dealers offering trading stamps. 

He reported the example of a 
Nebraska dealer who bought a service 
station last spring. At the time of the 
sale, the station was dispensing trading 
stamps and the new dealer decided to 
continue the policy. 

“The cost of these stamps amount 
to 3%, based on the sale,” Evans said. 
“The service station price at this loca- 
tion is 29¢ and 31¢ making an aver- 
age price of 30¢, which I will use in 
computing the cost of the stamps. 

“Three per cent of 30¢ is 0.9 of 1 
cent, which is the per gallon cost of the 
trading stamps,” Evans explained. 
“This dealer has a margin of 4.5¢ per 
gal., less 1.5¢ per gal. rental, leaving 
3¢ per gal. When he deducts the cost 
of the trading stamps he comes out 
with a margin of 2.1¢ per gal. to pay 
his operating costs and salary. 

“This dealer, in a few short months 
—the good months—has tied up his 
capital and now owes several whole- 
sale houses accounts which are past 
due. I do not think this dealer can 
afford to spend nearly one-third of his 
net margin for trading stamps. Do 
you?” 

Evans pointed out that the trading 
stamp companies argue that the stamps 





Growing Problem 


The problem of trading 
stamps and what, if anything, 
can be done about them is at- 
tracting increased attention of 
Midwest jobber groups these 
days. 

The South Dakota Independ- 
ent Oil Men’s Assn. insists that 
if trading stamps are to be used 
by the oil industry, they should 
be made available to all mar- 
keters, not just a limited few. 

H. F. Herning, secretary of 
the Northwest Petroleum Assn., 
strikes a hopeful note by report- 
ing that “slowly but ever so 
surely, trading stamps are begin- 
ning to be less popular with 
jobbers.” 

“And it is about time,” he con- 
tinues. “They’re a pain in the 
neck to handle, and competi- 
tively speaking, they’re a pre- 
mium, a rebate, or a discount. 
When most competition takes 
them on, the former competitive 
advantage disappears. You might 
as well have cut the price in the 
first place.” 











more than pay for themselves in the 
new business they attract. But, he 
said, Business Week estimated in its 
issue of June 12, 1954, that the aver- 
age increase in sales through the use 
of stamps is 20% to 40%. Using this 
percentage spread, Evans came up with 
the following figures: 

A station not using trading stamps 
and selling 10,000 gal. per month at 
a 3¢ margin would return the dealer 
$300. 

If the dealer decided to issue trad- 
ing stamps and realized a 20% in- 
crease in business his gallonage would 
rise to 12,000. But since he was 
operating on a margin of 2.1¢ per gal., 
instead of 3¢, the return would be only 
$242, or $58 short of his gross profit 
on 10,000 gal. at a 3¢ margin. 

If the dealer’s business increased 
40%, to 14,000 gal., his gross profit 
still would amount to only $294, or 
$6 short of the original figure. 

Not until his gallonage was in- 
creased 50%, to 15,000, would his 
return exceed the original $300 figure. 
Then it would amount to $315. 

“Very few stations can handle a 
50% increase in business without addi- 
tional help and expense,” Evans com- 
mented. “I will leave with you the 
decision as to how much of an increase 
is necessary to make trading stamps 
profitable.” 

(continued on page 139) 
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SIRICLAIRG to 


Santa's Rescue / 


*Twas just before take-off at Santa Claus’ house 
The old boy was raving — he had a real “grouse” 
The sled which he figured was tuned up to click 
Was covered with ice about three inches thick. 


So frozen in fact that the oil and the grease 
Were plucked from the engine in one solid piece. 
The gas in the fuel lines turned into ice 

It wore out four batteries... coughed only twice. 





“What e’er shall we do?” (Mrs. Claus dropped a tear) 
“If only we hadn’t gone modern this year 

With a horsepower sled. Oh, my, that’s too bad — 

But wait —I declare, just look at this ad! 


“It says you should use POWER-X in your sleigh. 

With this trouble-proof gas you'll be off and away. 

It’s freeze-proof and stall-proof and rust-proof, you know. 
And its smooth knock-proof power has plenty of go!” 


“Besides,” chuckled Santa, “just look here my pet — 
The good Sinclair gas is not all that we get. 

This oil — EXTRA DUTY — it’s made by Sinclair — 
Will keep my sled new, and protect it from wear!” 


Santa’s face beamed with the smilest of smiles 

As he started his journey of ten million miles. 
And he cheerily called, as he sped out of sight, 
“Merry Christmas to all, and to all a good night!” 


SINCLAIR REFINING COMPANY. 600 FIFTH AVENUE, NEW YORK 20, N. Y. 





Number 1 in a series of reports to AC wholesalers and dealers 


¢ HOT Tip 


-greatest spark plug achievement 
in high-compression history! 











Ten years ago, AC increased “Scavenging” action 
as one step in meeting high-compression demands! 


Engineers depend on scavenging action, as they term the high- 
velocity swirling of combustion chamber gases, to carry away the 
combustion left-overs that cause plug fouling. Years ago, 1944 in 
fact, AC Spark Plug engineers put this principle to work by increasing 
clearance between the plug shell and the insulator tip in the AC Type 
48 plug. This extra “Scavenge” area alone did not satisfy AC. 


An amazing thin-tip, fast-heating insulator 
added even more — and is still an AC exclusive! 


AC developed the insulator material that has completely outmoded 
porcelain. And AC soon found a way to form this material into long, 
thin insulator tips that could be recessed around the center wire. 
These thin tips heat fast, burn away harmful combustion deposits, stay 
clean longer. No one else has yet been able to duplicate this design. 





Proved by millions of miles of driving in every make 
of high-compression engine built in America! 


Of course everyone expects AC to be in the forefront of research to 
improve ignition for high-compression engines. The important thing 
to remember is that these benefits of AC Spark Plug design have been 
available since the first high-compression engine came off a production 
line. Today's AC Hot Tip Spark Plugs fit every American make of car! 
ey are the only plugs designed with double cleaning action. No 
They th ly plugs designed with double cl g act N 
other spark plugs offer anything like AC’s thin, hot tip features. 


AC Spark Plug engineers with GM resources can be 
depended upon to LEAD the ignition parade! 


GENERAL MOTORS CORPORATION 


FLINT, MICHIGAN 


Watch BIG TOWN on NBC-TV 
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associations 


(continued from page 136) 


In Other States — Evans told the 
Nebraska jobbers how two neighbor- 
ing states are attacking the trading 
stamp issue. In Denver, he reported, 
dealers working through the Petroleum 
Retailers Assn. of Colorado are sign- 
ing an agreement through which some 
450 stations are abandoning stamps. 

Kansas has a law providing for the 
state licensing of persons or firms 
issuing stamps not redeemable in mer- 
chandise at the place of issuance. The 
license fee, Evans said, ranges from 
$4,000 to $7,000 per year, depending 
on the population of the particular 
county. 

Nebraska jobbers also were con- 
cerned with other problems, including 
a proposed revision in jobber con- 
tracts, service station building and 
highway programs. 

The association proposed that jobber 
contracts be based on the “existing” 
dealer tank wagon and consumer tank 
wagon prices, rather than the “theo- 
retical” market. This is another prob- 
lem that has been bothering Midwest 
jobbers, particularly those in price 
war areas, for some time. 

Station Building — The Nebraska 
association adopted a strongly worded 
resolution “deploring the present over- 
building of service stations as un- 
economic and unwise.” The issue 
“has resulted in wide-spread dissatis- 
faction among dealers, an alarming 
turnover in station operators and 
lessees and severe criticism from 
community leaders and the public,” 
the resolution declared. 

“The mushrooming of new service 
stations has proceeded, and is proceed- 
ing, at a much faster rate than the 
demand for oil products or services. 
The impression, widely held, that this 
construction is prompted by a desire 
to avoid excess profits taxes is not 
conducive to good public relations.” 

Fred Evans, in his report to the 
meeting, outlined the views of many 
Midwest jobbers concerning service 
station construction when he charged 
that most supplying companies “are 
guilty of building new stations where 
they are not needed and which have 
not the remotest chance of getting 
enough gallonage to allow the operator 
to make a decent living, even though 
he works 14 to 16 hours a day.” 

“It seems,” Evans said, “the market- 
ing departments of these oil companies 
take the view that they must be repre- 
sented in every market, in every 


locality, regardless of local conditions | 


and the improbability of the station 
being able to produce enough revenue 
to pay for the investment. 

“These building programs certainly 








takes your full 
remodeling 
project — for 
Porcelain Enamel 


responsibility! 


most favorable terms. 


on your 
letterhead for 


40-page ‘‘Facts about Porcelain 
namel Service Stations for 
the Lessee and Lessor.” 








and all other work! 


BEFORE 


When you assign a remodeling project to ERIE—for 1 station 
or 100—you can include in your one contract all structural 
changes, carpentry, masonry, glazing, etc. as well as complete 
service on the porcelain enamel involved. ERIE takes full 


There’s no simpler way of saving red tape and manhours 
than to place the full problem under one responsibility. ERIE 
has erected nearly 10,000 service stations and brings you the 
know-how of nationwide experience. Quantity contracts permit 








4 


ENAMELING 
COMPANY 


ERIE, PENNSYLVANIA 
CHICAGO + PHILADELPHIA 


'Largest U.S. Producer of Porcelain Enamel for Service Stations 
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end your quick coupling 
problems the QUICK-SEAL way 


If you haven’t seen the new Titeflex QUICK-SEAL 
Straight-through and Check-valve Couplings— you have 
a pleasant surprise coming. These new Couplings. . . 
1. Are leakproof. The higher the pressure, the tighter 
the seal. 
. Coupleand uncoupleinONESECOND—without tools. 
. Prevent hose kinking —through their 360° swivel action. 
. Are slim, easy to handle, not awkward and bulky. 
. Have no projections to snag or bend. 
. Have heat-treated steel bearing surfaces and stainless 
steel ball bearings and springs for long life. 
7. Are made in a variety of alloys and in many sizes up 
to 12” diameter. Are interchangeable in the same size. 
Titeflex QUICK-SEAL Couplings are made in the follow- 
ing types —Straight-through, Single- and Double-Check- 
valves. The Straight-through type has a smooth bore for 
free flow without obstructions. Write today for Tite- 
flex QUICK-SEAL Coupling Catalog. 


Titefiex, Inc. 
Industrial Products Division 
525 Hendee Street 
Springfield, M 

es QUICK-SEAL COUPLINGS 
I’m interested in the possibilities for your new Quick-Seal Hose Coupling. 
Send me complete catalog—no obligation of course. 


Title 








Firm 





Address 
City 








The HIGHER the Pressure the TIGHTER the Seal 


| 


NATIONAL 
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provide a good argument for divorce- 
ment of the marketing segment of the 
industry from the refining and trans- 
portation segments. If marketing loses 
money, the loss must be made up from 
some other operation. 

“The industry would be much better 
off,” Evans asserted, “if it would work 
on plans to build new business, not 
something by which one operator 
simply takes business from a com- 
petitor.” 

Highway Problems — The associa- 
tion, concerned with Nebraska’s road 
problems, adopted a series of resolu- 
tions on the subject which: 

1. Called upon the legislature to re- 
quire all civil agencies that handle state 
highway funds to “make complete and 
true reports, at regular intervals of 
their stewardship of such funds” under 
penalty of having the money withheld. 

2. Urged the Nebraska Highway 
Department “to adopt and publish 
more realistic specifications for the 
improvement of county secondary 
roads and to co-operate more closely 
with local county officials.” 

3. Recommended that the official 
bonds for county commissioners and 
supervisors be increased from $1,000 
each to not less than $25,000 because 
they now handle much larger sums 
than when the bond originally was 
established. 

4. Advocated “increased use of 
asphalt and oil mat as road surfacing, 
especially on state and county second- 
ary road systems.” 

5. Opposed the pledging of state 
credit or any part of the highway use 
tax funds for the redemption of toll 
road bonds because “toll roads are 
private business” and “should be 
financed entirely through earnings, not 
subsidized by public funds.” 

6. Opposed the use of state or local 
road tax funds “in the construction 
of an interstate superhighway across 
the state.” 

Other resolutions adopted at the 
Nebraska convention urged the legisla- 
ture to extend Nebraska’s mechanics 
lien law to include oil products used in 
the production of crops and com- 
mercial goods; objected to sales of 
product to commercial consumer 
accounts at prices lower than those at 
which the jobber can buy, and urged 
Congress to repeal the 2¢-per-gal. 
federal excise tax on gasoline “in the 
conviction that the taxation of gasoline 
properly is a state function.” 

Fred Evans was re-elected president 
of the Nebraska association. Tom 
Witt of Pender was named first vice 
president, succeeding Glenn D. Mar- 

(continued on page 144) 


PETROLEUM NEWS * December, 1954 





PAUL BUNYAN HAD 
NOTHING ON YOU! 


Yesterday, Paul Bunyan was a legend. Today he 
is you—and every other American. 


Today you can travel as fast and as far as once 
upon a time only Paul Bunyan could travel. 
You can span a continent in hours. You can do 
even more. You can pull sleek streamliners over 
mountains. You can heat skyscrapers. You can build, 
lift, move, plow, kill insects, destroy weeds and grow 
crops—all through the use of petroleum products. 
Every step in supplying you with needed petro- 
leum products—finding new sources of oil, drilling, 
refining, transporting, distributing—is a big job. 


Last year, for example, we invested more than 
$90,000,000 in the development of new sources of oil, 
including obtaining leases and drilling wells. 


There are many other costly facilities too. A refinery of 
reasonable capacity and efficiency costs $25,000,000. One 
mile of pipeline may cost $35,000 or more to build today. 
And Standard Oil and its subsidiary companies have about 
18,000 miles of pipelines. Other large amounts are required 
for expanded and improved marketing facilities—bulk 
plants, warehouses, service stations and motor equipment. 


All told, to better serve civilian and military needs, our 
expansion and modernization program for 1954 and 1955 
alone calls for capital expenditures of about 
half a billion dollars. Nearly half is going into 
development of new crude oil production and reserves. 


Modern equipment operated by skilled employees 
helps us to produce and deliver a gallon of gasoline 
at a remarkably low price. And two gallons today 
do the work that took three in 1925. 


And because Standard Oil has grown with your ever 
mounting demand for petroleum, because we have big 
facilities and big resources, we are able to do a big part of 
the big job expected of industry in a nation of Paul Bunyans. IF YOU HAVE VISITED Bemidji, Minnesota, you will 
remember seeing these giant statues of the legendary 
° Paul Bunyan and Babe, the Blue Ox. Paul issymbolic 
~ t an d ard O il Co mp an y of the Americanrecognition that ina bigcountry things 


have to be done on a big scale to meet a big demand. 
(Indiana) 


ete fo ace ~ 


IT TAKES BIGNESS in oil production to keep IT TAKES BIGNESS in research to keep up IT TAKES BIGNESS in planning to get ready 
a mechanized nation moving ahead. Dis- with the need for more efficient lubricants for future demand. A _30,000-barrel-a-day 
covery of new sources of oil is vital. But and fuels. A total of 2,700 people—men refinery in which we invested millions of 
drilling a wildcat well in an unproved area like Joseph J. Gregor of our Whiting lab- dollars has just been dedicated at Mandan, 
may cost more than a million dollars. And oratories—are employed in our research North Dakota. More millions are going 
the odds are eight to one against finding oil departments. In recent years we have into a major yore ese The invest- 


in commercial quantities. Despite the cost plowed back about 66 cents out of every ment of about 120 stockholder-owners 
and the risk, Standard Oil is constantly dollar of earnings in addition to ameter os | —people like Mrs. Florence Luedeke Munro 
looking for and finding new petroleum over $300,000,000 to pay for expand (above) of Peoria, Illinois—makes possible 
sources to maintain the nation’s reserves. facilities, including research. such huge building programs. 
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PUMPING 


CAPACITY 10 O% 


GILBARCO 
TWOSOMES 


Now serve more cars and increase your gasoline 
sales volume! The Gilbarco Twosome gives you 
two outlets instead of one—yet takes up just a 
little more island space than a conventional single 
hose pump. 


Model 924 dispenses both grades gasoline— gives 
your customers the grade they want where they 


stop, with no waiting...no moving. Available 
also in the Model 914 for pumping 1 grade through 
2 outlets, plus identical models for remote control 
dispensing. Where space is at a premium — Gilbarco 
Twosomes are your answer. 


And these time-and-money saving features are 
found ONLY in Twosome pumps: 


* Needs 40% less island space than 2 single 
pumps. Same height as single pump, same 
front-to-back dimensions. No widening of 
island necessary. 


* Increases pumping capacity of island 100%. 


* Serves either side of island with either hose. 


* Internal design provides sufficient space 
for easy servicing. 


* Constructed with same interchangeable, 
dependable components as all Gilbarco 


Gilbert & Barker 
Manufacturing Company 
West Springfield, Mass. 
Toronto, Canada 





WJ associations 


(continued from page 136) 


tin of Falls City, and G. A. Spohn of 
Kearney became second vice president. 

New board members elected were 
Karl Swanson of Gothenburg and I. 
E. Turner of Grand Island. 


Pennsylvania Jobbers 


Hope for the Jobber 


The Pennsylvania Petroleum Assn. 
is “encouraged” to think that there'll 
be some substantial reduction in losses 
of commercial consumer accounts by 
its members to certain major suppliers 
operating in its state. 

This feeling arises from replies by 
several of 15 companies whose presi- 
dents the association asked for state- 
ments of commercial account policy. 

Not all of the companies had re- 
sponded. 

And reassuring statements of policy 
came only from companies that indi- 
cated they have, all along, simply been 
trying to hold such commercial ac- 
counts as they had, while fostering dis- 
tribution through jobbers to the eco- 
nomic limit. That is, except as some 
operate through distributors only. 





Marketers Assn. in November at Denver. 
group is George W. Calkins, Merchants Oil Co., Denver. 
are Paul Bradley, Hill Oil Co., Colorado Springs, vice president; J. R. 
McCusker, Red Dot Oil Co., Denver; and G. R. Bussey, association secre- 
tary. Sixty-five jobbers are charter members. 


Viewed as notable examples of this 
awareness were policy declarations by 
Socony-Vacuum and Atlantic Refin- 
ing. 

Socony’s Herbert Willetts, vice presi- 
dent and director in charge of domes- 
tic marketing, wrote for his president, 
B. Brewster Jennings, that: 

“You are probably aware that So- 
cony-Vacuum has for some time been 
increasing the amount of its business 
which is being done through jobbers. 
As you know, we have a definite policy 
of marketing our products through a 
jobber wherever, based on a long- 
term appraisal, we believe it can be 
done more effectively and econom- 
ically than by other methods of 
operation. 

“In respect to gasoline, we maintain 
a schedule for tank wagon deliveries 
to commercial accounts in areas where 
we sell this class of trade. These 
prices are substantially above the job- 
ber price level. 

“There are, of course, some com- 
mercial consumers to whom we sell 
gasoline at less than our scheduled 
tank wagon price for commercial con- 
sumers. In general, these sales fall 


Colorado Jobbers Form New State Association 


_ @ Four in a huddle are E. Keith Edwards, executive secretary of Illinois 
Jobbers Assn.; Herb Rapp, Bennet Oil Co., Denver; Sam Ross, Nicoll Bros. 
Oil Co,, Denver; and James E. Gladney, Hi-Way Oil Co., Pueblo. They 
are shown at the organizational meeting of the Colorado Petroleum 


First president of statewide 
Other officers 








into two groups. The first group con- 
sists of large buyers who by virtue of 
the quantities of their purchases, size 
and methods of delivery, proximity 
to refineries or principal terminals or 
other such factors, are clearly outside 
of the tank wagon category. In fact, 
this type of consumer often prefers to 
deal directly with the supplier. 

“The second group consists of those 
buyers to whom, by virtue of compe- 
tition, it has been necessary for us to 
lower our gasoline price in order to 
retain the business. In many places, 
we have been confronted with extreme 
price competition from integrated and 
non-integrated companies, jobbers and 
distributors. Our field managers have 
had to exercise their judgment as to 
the desirability of retaining or acquir- 
ing certain consumer accounts at 
prices below commercial consumer 
postings. Our instructions to our field 
managers are that they should not 
quote a price below the approved 
postings except to meet competition. . . 

“I feel sure you will be interested 
in the results of a recent study of our 
gasoline business. . . 

“The study showed that: (1) com- 
mercial consumer business is only a 
small percentage of our gasoline busi- 
ness; and (2) we are selling a dis- 
proportionately low percentage of the 
commercial consumer potential. The 
analysis makes clear that we are not 
departing from our main objective of 
concentrating on reseller business 
which, of course, includes jobbers. 

“As indicated above, we favor the 
marketing of our products through a 
distributor, where the circumstances 
justify. In the state of Pennsylvania, 
over 37.2% of our gasoline business 
and 80.2% of our distillate fuel oil 
business is sold through distributors. 
The small percentage of distillate fuel 
oil business which we sell on a direct 
basis consists of deliveries to house- 
hold burner accounts and to some 
commercial or industrial accounts . . .” 

Atlantic’s Reply — Responding for 
Atlantic’s President Henderson Sup- 
plee, Jr., was Howard H. Ingersoll, 
assistant general manager of its domes- 
tic marketing division. He said: 

“You are asking for something 
which today, on account of the chaotic 
condition of the industry, is almost 
non-existent—that is, a definite policy 
on consumers. 

“We would like to establish a 
jobbers’ spread that would permit At- 
lantic branded distributors to sell com- 
mercial accounts on a profitable basis. 
I have lived through several eras when 
commercial schedules were such as to 
permit this, and I have lived through 


(continued on page 147) 
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Ue 
TUBELESS TIRE SERVICING ? 


Breaking Bead! Only Big 
4's Henderson Bead Break 
er ties flat on beads 
prevents damage to seal 
ing ribs 


Demounting! Only Big 4's 
Henderson patented De 
mounting Tool is designed 
to lift tire beads off rim 

Me 


Mounting! Only Big 4's 
Henderson patented Mount 
ing Tool holds tubeless tire 
bead and lining away from 
rim no chance of tear 
ing tire lining 


Expanding Bead! Big 4's 
Henderson patented Bead 
Expander assures positive 
seating of beads for 
easy, quick inflation 


MAIL 


AND GO AFTER THE COUPON TODAY! 
RICH, NEW MARKET IN You can't afford to wait! Ask for 


money-making details! Latest report 


4 , TUBELESS TIRE SERVICING from Detroit is that entire 


automotive industry will 
Don't Be Fooled! 


Only Big 4 Henderson Takes The Re ie mage 
Risk Out Of Tubeless Tire Servicing! 44 tires in 1955! 
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Above: Washable whipcord uniform of 90% “Orion” and 10% 


% fayon, made by Titan Industrial Clothing Company, Tacoma, Washington. 


Now ORLOWN makes uniforms safe from 


ACRYLIC FIBER 


battery-acid “bite’’...gives lasting neatness 


The acid resistance of Orlon acrylic fiber gives uniforms a 
protection from battery acid they never had before. Thanks to 
“Orlon”, battery acid won’t ruin these hard-wearing, “long- 
mileage” uniforms. This means important savings in repair 
and replacement costs . . . keeps uniforms on the job. 

And these regular-weight, year-round uniforms keep their 
neatness through the roughest jobs, day after day—even in 
humid or rainy weather. What's more, they can be washed at 


home, require little or no ironing. Upkeep is easy and eco- 
nomical throughout their long service life. 

For full details about these practical uniforms with “built-in” 
neatness, call your regular supplier or 
write for descriptive folder “Uniforms Gy POND 
made with ORLON” to: Du Pont QU POND 
Company, Room 2522, Nemours Build- Pa 


. . : Better Things for Better Living 
ing, Wilmington 98, Delaware. 


.. through Chemistry 


Du Pont makes fibers, not fabrics or garments. 
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(continued from page 144) 
several eras when competition with 
vast quantities of product to dispose of 
has cut prices to commercial accounts 
so as to drive all competition down to 
unreasonable levels in order to protect 
existing relationships. Therefore, we 
are faced with the choice of giving 
up this commercial business during 
these periods entirely or attempting to 
hold our own business by meeting 
competitive prices. 

“We feel very seriously the neces- 
sity of maintaining a continuity of re- 
sponsibility for our distributors. In 
order to do this, we must maintain 
reasonable margins which we can sup- 
port year in and year out. Conse- 
quently we hope that distributors 
having supply contracts with us will 
build their business on the develop- 
ment of good dealers and middle-sized 
commercial businesses that are more 
interested in good service and personal 
attention than in ruinous prices.” 

A 25% dues increase by the Penn- 
sylvania Petroleum Assn.—the group’s 
first hike since it was organized about 
eight years ago—has gone into effect. 

The increase was made for two 
reasons. Cost of running the asso- 
ciation has risen, due in part to growth 
in membership. And the association 
has anticipated a need for enlarging 
its $1,200 annual payment in support 
of the National Oil Jobbers Council. 


In Connecticut 


The Connecticut Petroleum Assn.’s 
secretary, Laurence C, Edwardson, lost 


the Republican nomination for state 
representative from the town of Berlin, 
Conn., in November by 78 votes. 

He might have won if he had spent 
less time on arrangements for CPA’s 
oil management institute at Yale Uni- 
versity, Sept. 13-15. 

Even so, he’s made his entry into 
public office. He’s chairman of his 
town’s board of finance, elevated to 
that post two weeks after becoming 
a member of the board. 

Edwardson, ex-newspaper reporter 
and advertising man, and former pro- 
prietor of a radio station in New 
Britain, Conn., operates his own ad- 
vertising agency in addition to serving 
the CPA. 


Empire State 


Chapters for ESPA 


The Empire State Petroleum Assn.’s 
program of setting up regional chapters 
has gained new impetus from the final 
touches on organization of the asso- 
ciation’s first chapter. 

Since election of permanent officers 
of an Upper Adirondacks chapter, 
steps have been taken toward estab- 
lishment of similar units in the Syra- 
cuse and Rochester, N. Y., areas. 

Purpose of the units is to develop 
“the efficiency and standards of prac- 
tice of the petroleum jobber-distrib- 
utor.” One function contemplated 1s 
the exchange of credit information. 

The initial chapter is in Clinton, 
Franklin, Essex and St. Lawrence 
counties. Officers are: 

















National Petroleum News 
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associations ~ 


Chairman—Morton Winters, East- 
ern Petroleum Corp., Potsdam. 

Vice chairman—John F. Scozza- 
fava, Port Henry Oil Corp., Port 
Henry. 

Secretary—George Cronin, Cope- 
land Oil Co., Plattsburg. 


Virginia Marketers 


Optimism in Virginia 

It was a happy bunch of Virginians 
who assembled at Old Point Com- 
fort for the fall meeting of the Vir- 
ginia Petroleum Jobbers Assn. 

Most of their problems were small 
ones, the state was in a transitional 
period in which margins appeared 
headed upward generally, and, be- 
sides that, autumn’s first cold weather 
set telephones jangling with orders 
for heating fuels. A lot of the conven- 
tioneers were routed out of their beds 
early to tell the boys back home 
where to lay hands quickly on large 
lots of burning oil. 

Against this backdrop, the conven- 
tion went along smoothly with hardly 
a discordant note. 

There was mild dissent from two 
members when the association de 
cided to support Otis H. Ellis in his 
fight to keep suppliers from jobbers’ 
commercial accounts. The dissenters 
would have balked at giving Ellis, 
wo is general counsel of National 
Oil Jobbers Council, authority to ask 
the Federal Trade Commission for an 
investigation. They wanted no federal 
foot in the industry’s door. 

But the heavy majority leaned the 
other way, taking the advice of asso- 
ciation President R. S. Hornsby and 
Executive Secretary E. D. Catterton 
that it was sound policy to support 
Ellis—in whatever decision he might 
take—as a matter of insurance, if 
nothing else. Supplier competition for 
comercial accounts is no major 
problem in Virginia, but it has shown 
up in a few isolated instances. 

The Virginians did not ask for an 
FTC investigation, but merely voted 
to back Ellis if, he calls for one. 

More Aid for NOJC—Hornsby, an 
energetic young man with a crew hair- 
cut, told members they should be 
prepared to step up their financial 
support of NOJC. He credited it with 
helping get jobber margins up by 
keeping before suppliers the “real 
importance” of that business aspect. 

Two big suppliers had, only a few 
weeks earlier, put margins at 3¢ and 
3.5¢ per gal. on regular and premium 
gasolines, respectively. During the 
summer months, two others had come 
up to 2.75¢ and 3.25¢—figures which 
represented the current average. ® 
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paint-up clean-up center for GATX tank cars 


Forty tank cars can be serviced in this paint shop at one time. Every surface— 
interior and exterior—that can be painted, sprayed or brushed gets its protective 
covering here. After the car has gone through the mechanical department for 

necessary maintenance and repair work the important car reporting marks, advertising 
decoration and other stencilled information are applied. These surface finishes 
applied at the General American car repair shops increase the usefulness of the 48,000 
GATX tank cars and keep cars available for duty. 


To keep the fleet rolling, General American's more than 30 car repair shops work with 
the Engineering and Traffic departments to give shippers more dependable service for 


transporting liquids in bulk. 


Carrepairshops \G ECT X7 GENERAL AMERICAN TRANSPORTATION CORPORATION 
throughout the U.S.A. ne 135 South La Salle Street, Chicago 90, Illinois 
Offices in principal cities 








MAIN PARTS of the remote gaging sys- 
tem are the sheave box at the top of 
the tank and the motor box and elec- 
tronic control unit seen at the bottom 


bulk plants and terminals =— 
Remote tank gaging has these ADVANTAGES .. . 


1 Cuts gaging time 
2 Increases accuracy 


3 Boosts tank working capacity 
and provides more efficient 
control 


Drops evaporation loss 
Reduces accidents 


Esso Sets the Pace 
In Remote Tank Gaging 


Esso Standard Oil Co. has 
chalked up a first by moving 
into the relatively new field of 
automatic remote control tank 
gaging on a large scale. 

Most extensive installation is at 
Esso’s new marketing terminal at 
Paulsboro, N. J. The system is con- 
nected with 17 storage tanks, both 
cone and floating-roof types. 

Another remote system is in opera- 
tion on four underground tanks at the 
Esso refinery in Everett, Mass. 

Other smaller-scale testing installa- 
tions now either are in Operation or in 
the planning stage. 

Esso is using electronic equipment 
developed by Gilbert & Barker Mfg. 
Co., equipment-manufacturing affiliate 
of Esso Standard. 


WHY IT’S GOOD 


Manpower savings is probably the 
foremost advantage, as it is with all 
automatic gages. One man can obtain 


level and temperature readings on all 


17 tanks at Paulsboro inside half an 
hour. Before the installation, it took 
him 35 to 45 minutes on each tank to 
hand-gage and get an average tempera- 
ture, for a total of over 742 hours for 
all the tanks. 

In addition to this, Esso says there 
are four other important factors: 

e Increased accuracy. This is an 
obvious goal with all measuring in- 
strumentation. 

e Increased tank working capac- 
ity. A remote-reading installation of- 
fers more efficient control, which 
should reduce the possibility of tanks 
being run over or pumped too low 
during pumping and transfer opera- 
tions. To avoid this danger, a reason- 
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able margin of capacity usually is 
allowed in establishing a “top work- 
ing level” for tanks that are meas- 
ured by hand gaging. The margin can 
become usable tank capacity when 
automatic gages are employed, since 
the chance for run-over is less likely. 
® Evaporation loss from tank serv- 
ice is minimized when automatic gages 
make it unnecessary to open tank 
hatches for hand gaging. Reduction of 
vaporization loss by this means is most 
important in cone roof tanks. 

e Accident reduction. When auto- 
matic gages are employed, the danger 
of accidents to personnel climbing the 
tanks is reduced as the frequency of 
climbing the tanks is decreased. 


WHEN TO GO REMOTE 


Gilbert & Barker concedes that “the 
average oil jobber probably can’t af- 
ford remote gaging.” Cost of a com- 
plete system runs about $2,600 per 
tank for a 10- to 15-tank plant, the 
manufacturer says. Cost without re- 
mote connections is slightly under 
$1,500. 

“A large operator who handles barge 
or tank car lots probably would find 
it practical—particularly if he main- 
tains a high storage volume of prod- 
ucts that require gaging regularly,” the 
company says. 

But it’s hard to draw a line between 
those who should and should not use 
the system. “A large jobber or ter- 
minal operator who has a rapid 
throughput, but does not maintain a 
great deal of storage, might find a re- 
mote system impractical.” 

This also might be true “at a plant 


(continued on page 152) 
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We smash truok axles 


as 
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in the new Timken-Detroit indoor proving ground 
...and only Timken has it! 


We twist, bend, jounce and jerk them. Duplicate every possible operating 
condition. Then toss in some “‘torture-tricks” of our own. 


It’s calculated destruction! But we 
know, and can tell you in advance, that 
a Timken-Detroit axle can take a mur- 
derous beating on the job. 

Our “Torture Chamber” is a multi- 
thousand acre proving ground capsuled 
into one room! In it our engineers can 
put 50 years of experience to work .. . 
for you . . . experience gained in build- 
ing axles for trucks, buses, trailers, farm 





machinery. Stock axles and gearing are 
subjected indoors to any outdoor op- 
erating condition—under scientific con- 
trol and analysis. 

The result? You enjoy longer axle life; 
less maintenance, repairs and down- 
time; lower operating costs, higher 
profits. Good reasons why Timken- 
Detroit axles are the choice of the lead- 
ing manufacturers and owners. 





How TDA proves axle quality 
in this ‘Torture Chamber” 


We take an axle out of stock...then 
run a test like twisting the axle 
shaft 14°, backward and forward— 
36 times a minute, 24 hours a day, 
days on end. Or simulate a chuck 
hole shock every 4 seconds, 24 
hours a day for months. Even “bend 
test” an axle housing for 1,000,000 
cycles, 









This is our ‘Torture Tester.’’ He 
gives axles and gearing the works 
in the “Torture Chamber.” Above 
him are graphs showing speed and 
torque performance under any con- 
ceivable operating condition. Soft 
ground .. . twisting roads .. . long 
grades or fast highway speeds. 
With special dials, recorders, and 
electronic devices he actually drives 
the axle with scientific precision — 
from his chair! 








Far greater gear ratio “spread” with 
TDA 2-SPEED AXLES, 


due to exclusive double-reduction design! 


Unequalled Flexibility! Only 
Timken-Detroit 2-Speed axles are 
available in three different ratio 
“spreads” to meet any transmission- 
engine combination: 28%, 37% or 
49%. Unlike ordinary designs that 
are limited to 37%, this Timken- 
Detroit Axle selection may be ob- 
tained simply by changing the low 
speed helical gear set. 


Here’s How the TDA 2-Speed Prin- 
ciple Works: A husky hypoid ring 


gear and bigger, stronger pinion set 
(No. 1 in illustration below ) provides 
the first step of the total gear reduc- 
tion for both fast and slow ratios. Two 
large, heavy-duty helical gear sets 
provide the second step. Both sets 
are of balanced size and capacity. 
One set (No. 2 in illustration below) 
is for fast speed—the other (No. 3) is 
for slow speed. The clutch collar (No. 
4 in illustration) moves to left or right 
to engage one helical pinion or the 
other. 


The Result: Complete elimination 
of small, complicated parts and 
midget-size gears! Larger hypoid- 
helical design gives more teeth in 
contact — reducing load per unit of 
contact area—for more positive, 
quiet operation. Bearings are larger. 
There’s longer engine and truck life. 
When you divide the total gear re- 
duction, you double its life expect- 
ancy. The helical pinion not in use 
idles. TDA gears operate in any ratio 
indefinitely without overheating. 


TRADE MARK REGISTERED 


“TORTURE-TESTED” 
to Save Money on the Job 


WORLD’S LARGEST MANUFACTURERS OF 
AXLES FOR TRUCKS, BUSES AND TRAILERS 
Plants at: 

Detroit, Michigan 
Oshkosh, Wisconsin + Utica, New York 
Ashtabula, Kenton and Newark, Ohio 
New Castle, Pennsylvania 


Clutch collar 


7 basic axle capacities! Only TDA, 
world’s largest manufacturers of 
truck, bus and trailer axles, offers a 
family of 7 basic axle capacities, each 
with interchangeable final drives: 
single-speed single-reduction—single- 
speed double- reduction — two-speed 
double-reduction— using the same 
axle shafts and housing. Nowhere is 
there such a selection to fit all needs. 


Exclusive ‘‘Torsion-Flow” shafts! 
Forged so that grain structure of steel 
conforms to shaft profile, thus assur- 
ing uniform distribution of stresses. 


Exclusive heat-treating formula pro- 
vides a resilient axle shaft core grad- 
uated to a tough, hard outer surface 
—the ideal combination for axle shaft 
life. And TDA “Torsion-Flow” shafts 
are guaranteed for 100,000 miles or 
3 years — whichever occurs first. 


Hot-forged steel housings! Pound 
for pound the strongest, most rigid 
ever built! Rectangular TDA hous- 
ing shape gives maximum strength, 
uniform stress distribution, mini- 
mum weight. Ask about the TDA 
“Life of Vehicle” guarantee. 





4 bulk plants and terminals 


(continued from page 149) 

where there may be larger tanks, but 
only a relatively small number of 
them, and where the savings in labor 
may not appear to offer economic 
justification for the cost of automatic 
gaging equipment. 

“In refinery, pipe line, or large 
bulk plant installations, the cost of 
gaging equipment is a small percentage 
of total investment. And the increased 
inventory control and reduced stock 
loss resulting from extremely accurate 
gaging may be expected to be large 
indeed. Likewise, the savings in man 
power will be correspondingly large 
because of the size of the operation. 

“In every segment of the industry, 
closer inventory control and reduction 
of stock loss by any feasible means are 
daily assuming even greater impor- 
tance. Manpower savings also are re- 
ceiving even greater attention as over- 
all costs continue to mount. The 
contributions to these problems that 
extremely accurate automatic gaging 
equipment make thus are looming 
ever larger.” 


EQUIPMENT 


The equipment Esso installed at the 
two locations consists of remote read- 
ing, automatic, electronic, level gages, 
combined with automatic, averaging- 
type resistance temperature-measuring 
equipment. The thermometer assembly 
was made by Weston Electrical Instru- 
ment Co. Level accuracy is %¢ in., 
plus or minus, and readings can be 
made to %2 in. Temperature limitation 
is 175° F. 

At the Paulsboro terminal, the elec- 
tronic gaging equipment is installed in 
17 tanks. The tanks—of both cone- 
roof and floating-roof type—vary in 
diameter from 70 to 160 ft. and in 
height from 32 to 48 ft. Primary prod- 
ucts are finished gasolines and light 
fuel oils. 

Product is received directly from 
tankers and is distributed from the 
storage tanks through a loading rack 
to trucks, and also to barges. The bot- 
toms of the cone roof tanks slope 
downward to the center and datum 
plates are located at both the side and 
the center. Water is drawn off before 
and after receipt of product. 

The gaging receiver is located in a 
product - testing laboratory approxi- 
mately 1,200 ft. from the farthest tank. 
Tanks are gaged daily at this terminal. 
The gager, working in the laboratory, 
can complete the job on all 17 tanks 
within half an hour merely by turning 
a selector switch on the receiver to 
indicate liquid level and temperature. 

As mentioned previously, this cuts 
down a daily operation from over 714 
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A-—sensing element 
B—perforated tape 
C—shielded cable 
D—pulley boxes 
E—standpipe 
F—conduit for 
meter leads 
G—conduit for cable 


resistance thermo- 
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REMOTE CONTROL TANK GAGING SYSTEM 


H—servo motor box 
i—mechanical counter 

jJ—tape retriever box 
K—automatic thermometer switch 
L—electronic control box 
M—remote temperature reciever 
N—remote level receiver 








hours. A gager therefore is free to per- 
form other duties as required. 

No design changes were needed in 
the tanks nor any internal auxiliary 
equipment to permit installation of the 
gages. The only requirements were a 
4-in. pipe nipple welded in the top of 
the tank and an angle-iron support 
bracket on the outside at the base of 
the tank, plus a few brackets for sup- 
porting the 4-in. standpipe. 

In the case of the floating-roof 
tanks, the gage-sensing element as- 
sembly passes down through the roof 
inside an 8-in. standpipe, which also 
prevents rotation of the roof. 

At the Everett Refinery, the instal- 
lation is on four underground, con- 
crete tanks, measuring 180 ft. long, 
168 ft. wide, and 32 ft. deep. 

One of the requirements was that 
no internal fixtures would be permitted 
in the tanks. This facilitates removal of 
all instrument components while the 
tank is in service. The gaging equip- 
ment is mounted directly on the tank 
roof and the standpipe (required with 
this type of equipment) extends up- 
wardly approximately 10 ft. 


Remote indication of liquid level 
and temperature is used on this instal- 
lation, and the receiver is located 
about 1,600 ft. from the tanks. This 
particular location is a hazardous area, 
and the receiver had to be explosion- 
proof. 

The receiver is designed for remote 
gaging of 20 tanks, and has been 
equipped with audible and visual 
alarms, mounted at eye-level, to pre- 
vent run-Overs. 

These tanks are subject to condi- 
tions of extreme turbulence due to 
very rapid filling. Therefore a battery 
of switches is installed at the receiver 
to provide remote control for raising 
the sensing element to a high position 
in the tank until the liquid surging has 
been reduced to a practical limit. 

Receivers could be located as far 
away from the tanks as five miles. The 
scales are calibrated in feet, inches 
and sixteenths, and are read simulta- 
neously. Varying friction changes and 
temperature changes, normally affect- 
ing accuracy, are not present because 
the operation is by a servo motor, con- 
nected to the servo at the tank. * 
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BEFORE ENAMEL 


- 
- 


This old-style Shell station, with a canopy over the 
pumps, looked both cluttered and difficult to approach 


AFTER ENAMEL 


When the station was re-styled and covered with 
porcelain enamel it had a modern, “wide-open” look 


equipment C— 


When to Use Porcelain for Stations 








Advantages 


@ Porcelain enamel’s “neat 
look” catches the motorist’s eye. 

@ An attractive station gives 
the dealer pride in his business 
and pays off in volume. 

@ Maintenance is easy and 
inexpensive. 

@ Companies can carry out 
color schemes attractively and 
consistently. 


Disadvantages 


@ Initial construction and re- 
placement panels are expensive. 

@ In some areas with mild 
climatic conditions, savings in 
maintenance and painting costs 
may not offset the increased 
expense of porcelain enamel. 








An enthusiastic backer of 
porcelain enamel for service 
stations — Shell Oil Co. — is 
working to develop a porcelain 
enamel-covered, prefabricated 
steel building that will fit its 
new-station budget. 


Various porcelain enamel 
manufacturers are designing and 
building the units for Shell. 
But to qualify, a Shell spokes- 
man says, their units must cost 
less than the present station of 
masonry construction covered 
with porcelain enamel. 

Cost is the big hurdle all oil mar- 
keters face when planning to dress up 
their outlets in porcelain enamel (P-E). 
Some major company men and P-E 
manufacturers say the expense of cov- 
ering the front and one side of a two- 
bay station ranges from $1,400 to 
$1,500. 
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One major estimates an outlay of 
$1,750 or $1,800 for a front-and-one- 
side job on a two-bay outlet and as 
much as $2,500 for front and two 
sides. 

Another major estimates it could 
cut the cost $1,400 (from $2,400 to 
$1,000) by finishing its new stations 
in stucco and paint rather than with 
porcelain enamel. 


THE CASE FOR PORCELAIN 


Big justification for the extra cash 
outlay for porcelain enamel, major 
company engineers and marketers say, 
is increased customer acceptance and 
corresponding gains in gallonage. 

From an article in Shell Progress 
come some statistics to back this up: 

@ Five jobbers who used porcelain 
enamel to remodel five to 26 stations 
each showed gallonage increases after 
the improvement. The increases ranged 
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from 275,000 gal. to 1.5 million gal. 
over the previous year. 

e Gallonage at a new porcelain sta- 
tion in Tennessee rose from 14,000 to 
20,000 the first month after the open- 
ing. 

e Another station, in comoination 
with a grocery store, showed a gain 
from 3,000 to 10,000 gal. per month 
—more than 200% —after remodeling 
with P-E. 

e A remodeled station went in a 
year from 8,000’ to 20,000 gal. per 
month. ; 

A Shell engineer says almost all new 


PANELS go up on another in the growing 
ranks of new porcelain enamel stations 


stations built with Shell funds are cov- 
ered with porcelain enamel. Though 
the company has no records on units 
put up by jobbers, dealers or private 
investors, he adds, indications are that 
most of them also are going to P-E. 
Shell adopted it as its service station 
standard five years ago. 

Savings in maintenance costs are a 
big factor in some areas—notably near 
heavy industry concentrations or other 
high-grime locations and where cli- 
matic conditions are severe. Stations 
at some points in the East must be re- 
painted every year—and sometimes 
even more frequently—to keep them 
clean and attractive. Porcelain enamel, 
in those cases, could save its own cost 
over the life of the station, its advo- 
cates say, because it does not require 
painting. 

When porcelain enamel gets dirty, 
a once-over with soap and water, fol- 
lowed by a good hosing-down, will 
bring back the original luster. 

Maintenance Feature—Here are the 
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reasons P-E is easy to keep clean and 
maintain, according to the Porcelain 
Enamel Institute, national trade as- 
sociation of P-E Manufacturers: 

—lIt is a thin coating of high quality 
glass, fused to a metal base at a tem- 
perature of 1,500 deg. F. It forms a 
hard protective coating that is non- 
porous because it is a form of glass. 
Dirt, grease, mild acids and alkalis are 
not absorbed and can be washed off 
the surface. 

—Caulking compounds have been 
perfected that, if properly applied, will 
last for years. 

—Colors are fired into the inorganic 
finish and are fadeproof. Porcelain 
enamel is rustproof, stainproof and 
fireproof. 

When Rust Appears — Explaining 
the rustproof and stainproof factors, a 
spokesman for the Porcelain Enamel 
Institute says: 

“The streaks that you sometimes see 
on (porcelain enamel) service stations 
probably have not been caused by the 
porcelain enamel. They are more like- 
ly to be caused by a clip, nuts or bolts 
or some other attachment accessory 
which has started to corrode. 

“Today’s thinner coats (of porcelain 
enamel) form a better bond to the 
steel, thus there is less chance of chip- 
ping. In the cases of chipping due to 
impact, it is likely that the cover coat 
will chip off but the ground (coat) will 
adhere to the metal, thus protecting it 
from corrosion.” 

For a major company or a jobber 
who uses his own company design 
throughout his string of stations, the 
“color scheme” argument is a strong 
one. The color design is baked into 
the porcelain enamel panels (or 


“pans,” as they are called in the trade) 
by the manufacturer, so there is no 
need for a painting job. 

Since the panels do not need refin- 
ishing, the design is there to stay. 

And the trend to more attractive 
station finishes, including porcelain 
enamel, fits in with the general oil in- 
dustry campaign to enhance the status 
of the station dealer as a businessman 
and a member of his community. 


LIMITATIONS 


Porcelain enamel’s limitation for 
service station use stems directly from 
its two principal disadvantages—high 
initial cost and cost of replacing dam- 
aged panels. 

The high initial cost has kept porce- 
lain enamel out of some areas almost 
completely. In the western United 
States, for instance, a service station 
in porcelain enamel dress is a rare 
thing. 

Here is the reason given by an ex- 
ecutive of a major West Coast mar- 
keter: 

“Porcelain buildings in the western 
part of the United States cost approxi- 
mately 40% more than painted steel. 
This extra cost cannot be justified by a 
reduction in painting, as to do so ex- 
tends the payout period to somewhere 
around 30 years. (Most companies fig- 
ure average station life at 10 years 
because of style changes and other 
factors.) 

“Where climatic conditions are fa- 
vorable, station appearance can be 
maintained at a high level by a major 
paint job every four years, with minor 
intervening touch-up and washing.” 

But, he adds: 

“Where climatic conditions are so 


FIRE RESISTANCE of porcelain enamel is demonstrated by this Gulf station. When 
the building next door caught fire, the enamel-covered station was undamaged 
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severe as to require annual major 
painting, the additional cost of porce- 
lain may be justifiable.” 

How It’s Used—In most service 
station applications, porcelain enamel 
is attached to the front and one or two 
sides of the building, depending on 
how many sides the approaching mo- 
torist sees. 

Occasionally a station is covered on 
all four sides—if it is at an intersection 
or some other spot where all sides are 
visible to the motorist. 

Some porcelain enamel manufac- 
turers are offering a complete steel 
prefabricated building covered with 


PIONEER in the use of porcelain enamel 
was this Shell station, erected in 1928 


porcelain enamel both inside and out. 
Oil companies are putting up a few of 
these, but high cost makes it imprac- 
tical to erect them in large numbers. 

One major company engineer says 
his organization prefers a prefabricated 
building and likes the appearance of 
the steel-porcelain enamel units. But 
the company’s es can be ex- 
plained very simply—‘“We will build 
more of these stations when and if 
prices are reduced to the competitive 
level.” 

Even with the higher cost, the com- 
pany has put up more than 50 of the 
prefabricated units in the past three 
years. 

A few companies have tried cover- 
ing dispensing pumps with porcelain 
enamel panels, but the high mortality 
rate through chipping and collisions, 
with the expense and trouble of re- 
placing panels that went with it, vir- 
tually has eliminated the practice. 

Panel replacement has been simpli- 
fied since the use of P-E picked up 
after World War II. Most companies 
now make panels for _ individual 
mounting. 

A damaged panel can be taken out 
with less effort than when a row of 
panels had to be removed before one 
could be replaced. 
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HISTORY 


Use of porcelain enamel on service 
stations is not new. Records of its ap- 
plication go back to 1928, when a 
Pennsylvania contractor covered its 
first porcelain enamel station for Shell 
Oil Co 

Porcelain enamel picked up follow- 
ers in the oil marketing field and its 
use began to spread. The first real stir 
it caused in the oil business came in 
the early 1930s, when oil men began 
to take notice of increased customer 
acceptance, ease of maintenance and 
gallonage gains brought about by the 
new material. 

The advent of bigger, brighter, more 
modern stations after World War Il 
was a big factor in its acceptance. 
When steel became plentiful about 
five years ago, the P-E sales campaign 
gained momentum. The number of 
new and remodeled stations covered 
with the material has increased each 
year. 


CONSTRUCTION FACTS 


Except for steel prefab-porcelain 
enamel units, most stations employing 
P-E panels are of a conventional 
masonry or wood frame construction. 

The most common method of panel 
attachment, says the Porcelain Enamel 
Institute, is by the use of stainless steel 
clips attached to panel flanges and 
then mounted on creosote weod fur- 
ring or metal furring by means of 
screws. Open joints are caulked. 

To assure the best installation of 
porcelain enamel on a new construc- 
tion or remodeling job, here are some 
Institute pointers: 

e Be sure to specify acid-resisting 
porcelain enamel to assure a com- 
pletely weather-proof grade. 

e Insist on chemically rot-proofed 
wood furring or corrosion-protected 
metal furring if your building codes 
require metal. Furring attachment 
should be made with corrosion-resist- 
ing fasteners. 

e Specify stainless steel attachment 
clips on the porcelain enamel and at- 
tachment with brass or aluminum 
screws. 

e Be sure a porcelain enamel cop- 
ing is supplied with the building to 
assure protection at the roof line. 

e Have a porcelain enamel special- 
ist do the erection to assure a top- 
quality installation. 

The Porcelain Enamel Institute lists 
32 manufacturers of P-E for service 
station use. Names and addresses are 
available at the institute’s headquar- 
ters, at 1346 Connecticut Ave. N. W.., 
Washington 6, D. C, z 


NEWS 


MORE SERVICE STATIONS 
USE 


IRON TIREMAN 


THAN ALL OTHER 
BRANDS C OMBINED | 


only 


$199.50 


F.O.8 
Destination 


Slightly higher 
in the West 


Does more work faster, easier .. . yet costs 
up to $100 less. These are the reasons why the 
Coats Iron Tireman is the overwhelming first 
choice of more than 40,000 service stations. 
Gives you real, money-making savings im time, 
backbreaking labor that give you profits on 
roe tire service job. Makes you tire service 

adquarters to attract and hold customers for 
bigger petroleum product and TBA sales. Sim- 
pler, too . . . amyone can operate it. To build 
your all-‘round station profits, do as most 
service stations do . . . choose the Coats Iron 
Tireman, America’s number one tire changer. 


@ DOES MORE 
Handles all sizes, all plies of passenger cor 
tires including sofety tubes, tubeless tires. 
SIMPLER 
Easy foot pressure locks tire firmly in position. 
TWO-WAY BEAD BREAKER 
Easily, safely breaks top and bottom beods 
Powerful leverage frees toughest beads includ- 
ing special locking and frozen beads. 
EASIER ON TIRES 


Smooth rollers take tire off or put it on the 
rim in just 30 seconds without domage. A 
Coots exclusive 


BUILT FOR YEARS OF SERVICE 

Simplified design, quality materials, fine ~ork- 
manship mean long, trouble free performance 
COMPLETE LINE OF ACCESSORIES 


Everything you need to make the Iron Tiremon 
service passenger cor, truck, and tractor tires. 
GET ALL THE FACTS TODAY WRITE 


JACK HENNESSY SALES CO. 


“Tubeless Tire Specialists” 
12 DEPOT SQUARE 
ENGLEWOOD, N. J. 


COATS COMPANY 


FORT DODGE IOWA 





Joli Tel te) + SUPPLY.... 


© FAUCETS 





® LOADING 
ASSEMBLIES 





© INTERCHANGE © VALVES 


MANIFOLDS 


Wheaton 


-Warehouse Stocks 
in All Principal Cities 


Complete Wheaton service is always near at 
hand... wherever you are. The full line of experi- 
ence-engineered bulk handling equipment is 
available through authorized representatives in 
all principal cities. For a detailed description of 
Wheaton proven-for-quality products consult the 
new Catalog No. 61. If you have not yet received 
a copy, call or write the Wheaton sales office 
nearest you. Your copy will reach you promptly! 


WHEATON FACTORY REPRESENTATIVES ARE LOCATED 
STRATEGICALLY FOR PROMPT DEPENDABLE SERVICE 


H. G. ANDERSON EQUIPMENT CO 
177 Watervliet Ave 
Albany 5, N.Y 
H. O. LINK & SON 
14 So. Calverton Rd 
Baltimore 23,-Md. 


EQUIPMENT SALES CO., INC 
649 Ashby St., N. W 
Atlanta, Ga 


PHILIP S. CRUTCHER, JR 
106 North Fourth St 


Louisville 2, Ky 
THE WATTS CO 


Box 8188 


WORTHINGTON S.A. (MAQUINAS) 
Rua Santa Luzia, 685 
Rio de Janeiro, Brazil, S.A 


EMPIRE BRASS MFG. CO., LTD 
Relalelols Mm @lalicldl- Ma Gelalelele) 


WHEATON 
BRASS WORKS 


LUFKIN. -ENGINEERING & EQT. CO 


REPRESENTATIV! J. A. SAVAGE 
373 South St. 
Newark 5, N. J. 
BRISTAL METAL PRODUCTS CO. 
1611 Bessemer Building 
Pittsburgh 19, Penna 


368 Congress St 
Boston 10, Mass 
R. H. WISHMAN 
204 West Utica St 
Buffalo 9, N. Y 


es P. R. GIRARD 


" 327 So. LaSalle St 

* Room 939-940, Chicago 5, Ill 
WILLIAM A. KNAPP CO. 
714 Independence Ave. 

* Kansas City 6, Mo 


* 
* 


a | 
455 £ 


FENNELLY CO 
ore Blvd 
» 24, Calif 


CURRIER CO iJ. C 
Jnion St 485 Bays! 
(@rei th: Sfeliaaela 


ENRIQUE A. TESSADA 
1510 Paseo de la Reforma 
Mexico D.F., Mexico 


EMCO BRASS MFG. CO., LTD 
Westwood Industrial Estate 
i Tolutieloli-M <ololo MMs atolaeloi- MG -lulemm tule lio late! 


PROVEN FOR QUALITY 
* SINCE. 1892 
UNION + NEW JERSEY 
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HOWARD UPTON 


This is a partial text of his speech at 
the National Assn. of Oil Equipment Job- 
bers annual convention, held in Chicago 


equipment Cy — 
Solving the Station Labor| PROBLEM | 











For the established oil marketer, whether major or independent, 
the big problem centers around personnel. According to the 
annual service station issue of NATIONAL PETROLEUM NEws, 
there is an annual labor turnover in the nation’s service stations of something 
like 334%%. Contrast that with the labor turnover in the refining branch of the 
petroleum industry, which is less than 3%. 

Over the country as a whole, the labor turnover in our industrial plants is 
less than 5% a year on the average. But in the service stations all over the 
country, one-third of the labor force is changed every year. 

In many companies the picture is much worse than that. My brother is 
district manager for the largest independent gasoline marketing company in the 
United States. His firm operates close to 300 service stations. 

He tells me that their monthly turnover in personnel is 334%. In other words, 
every month they lose one-third of their employes—employes who have to be 
replaced. This personnel problem far overshadows all other problems connected 
with the marketing of gasoline and oil. 

It is not, of course, only the turnover—the inability to hold on to service station 
workers—that troubles oil marketers. Even where they are able to get adequate 
help, and hold it, they find that it is their largest single item of overhead. |! 
believe I am correct in saying that, over the nation as a whole, the average 
weekly wage of service station employes is about $60. 

For the station, then, that tries to keep three men on the driveway at all times 
during a 12-hour day, the average weekly payroll for attendants—including over- 
time and extra help—comes close to $300. To put it another way, week in and 
week out the personnel cost in a service station far exceeds the cost of equipment. 


PROBLEM 











Equipment Jobbers’ Secretary Gives This Answer: 





SOLUTION 











We are not keeping pace with the 
needs of our customers in the petrole- 
um industry. I believe that, from a 
technological standpoint, we have not 
been providing the equipment the 
petroleum industry needs. 

Necessity is going to compel some 
revolutionary thinking in the design of 
oil marketing equipment. 

What it all comes down to is that if 
we perfect a piece of equipment that 
would allow oil marketers to take even 
one man off the driveway, there would 
be a ready market for it—even at a 
price of $15,000 or more. 

In every industry the unmistakable 
trend is to automatic equipment. 

What have we done in this connec- 
tion? There certainly have been some 
improvements in oil marketing equip- 
ment during the past 25 or 30 years. 
Or perhaps “refinements” is a better 
word. 

That is to say, the methods of 
operating a service station today are 
essentially the same as they were a 


generation ago. There have been 
architectural changes, to be sure, and 
the basic equipment has been subject 
to technological refinements and 
streamlining. The computing pump, 
vastly improved lube equipment, more 
efficient compressors, better hose, etc., 
are examples of this. 

Be that as it may, the manual func- 
tions that must be performed on the 
service station driveways are much the 
same today as they were 30 years ago. 
The personnel problem has not been 
solved. 

Marketers Are Hunting — The oil 
companies are groping for a solution. 
Socony-Vacuum, for example, is build- 
ing an elaborate new training station 
on Long Island—a station at which it 
hopes to train key service station per- 
sonnel for its entire marketing set-up. 

Likewise, state oil jobber groups all 
over the country are holding training 
“clinics” for service station personnel. 
There has been an attempt to shift the 
mechanical functions to the customer 
himself through the use of self-service 
stations. 

But these are stop-gap measures. 
They do not strike at the heart of the 
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problem, which is that with the 
marketing of gasoline as competitive 
as it is, the compelling need is for 
automatic equipment that will allow a 
marketer to perform the same func- 
tions as now, but with fewer men. 

Whether we are jobbers or manu- 
facturers, our job is to develop equip- 
ment that will bring gasoline and other 
petroleum products from the refinery 
to the consumer’s automobile or home 
storage tank as efficiently, as auto- 
matically and as quickly as possible. 

Why should it be necessary for a 
service station attendant to wipe the 
windshield of a customer’s car if this 
function can be performed by a ma- 
chine? 

Why should we have the conven- 
tional curb pumps in the driveway? 
Why couldn’t we keep the hose re- 
cessed in manholes located all over 
the driveway, with a metering device 
right in the nozzle? Or suspended 
from overhead reels? Or why couldn't 
we use loading arms? 

I believe the revolution is overdue. 

Just a couple of weeks ago, I 
watched a transport driver deliver a 
load of gasoline to a major oil com- 
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pany station in my neighborhood—an 
eperation that took 37 minutes to com- 
plete. 

During this time, the station drive- 
way was blocked and the driver’s wages 
were going right on, even though he 
was doing nothing more productive 
than drinking a Coke. 

If manufacturers can provide oil 
marketers with the equipment to per- 
form this operation in a third of the 
time and our jobbers show them how 
to use it—and how to save money in 
the process—we won't have to worry 
about the equipment market. 


BE W. A FR O } 2 XJ equipment 


EQUIPMENT JOBBER’S ROLE 


If the trend is going to be to more 
complex equipment—and there is no 
other direction for it to go—there must 
be an increasing reliance on (equip- 
ment) jobber distribution. 

In the days when oil marketing 
equipment consisted of a coal oil can 
with a potato stuck in its snout, it 
didn’t make much difference where a 
user purchased it. 

But as the equipment becomes more 

In handling petroleum products, you can’t be too complex, the emphasis is going to be 
careful. Less than 2 parts of gasoline vapor in 100 on the local distributor who -has the 
parts of air, for example, is highly explosive. A tiny engineering Know-how to take care of 
spark or arc from a switch or other electrical con- “ Se ; : 

: The emphasis is being shifted from 

nection and WHAM! “selling” to “merchandising.” In 

/ selling you satisfy the customer’s 

The National Electrical Code has defined certain areas demand for a particular product by 

/ around bulk storage plants as hazardous locations . . . places pointing out to him that your product 

where the use of explosion-proof electrical apparatus and | is superior to your competitor's and 
wiring is mandatory for safe performance. | that your price is right. 


But in merchandising you don’t 
Crouse-Hinds has prepared an 82-page booklet which con- merely satisfy a demand for your 
tains the new Articles 500 and 510 of the NEC (revised 1953) product—you create the demand. I 
— explosive characteristics of various vapors, gases and dusts believe we’re going to have to do more 
used in business and industry — pictures and installation | of this. 
diagrams of Crouse-Hinds’ explosion-proof Condulets and | I believe that rising costs and other 
electrical equipment for hazardous locations. | factors will force some consolidations 
| among jobbers in the middle group 
=, (sales of about $300,000 to $500,000 
estesten Sl A free copy of this valuable reference is yours for annually) in the years just ahead. 
Sy rook ‘ef the asking . . . merely mail the coupon. Crouse-Hinds I am not thinking of outright 
fea wes, Company, Syracuse 1, N. Y. Sales offices in principal | mergers, but of stock exchange deals 
Saceueoe » industrial centers. | Of some sort—where a number of 
1 jobbers in a certain area will form, let 








Ris) > us say, a holding company. 
C’ 4 by Ss yd - ff NV D .¥ C ’ Oo A solely owned jobbing house is not 
“ f . a particularly good investment when it 
3 ‘ i 10 oney out. 
Crouse-Hinds Company —s getting — eid - 
Dept. NPN1, Syracuse 1, N. Y. | | There are many men here who have 
Please send free booklet on electrical equipment for pt their lives into building up their 
hazardous locations (Bull. 2655). own equipment house. But unless they 
have a son coming along, they cannot 
hope to get out of it what they have put 

into it. 

Firm Name ben re Sal Because this is a specialized busi- 
dd ness, it is almost impossible to find a 
Address. : buyer who has both the capital and 
- eee ‘ Zone State fs the know-how to take over a going 


eeeeveeveeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee concern. 
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Package for Tubeless Tires 


Bishman Mfg. Co. has wrapped up its tubeless tire serv- 
ice equipment in a four-piece package for oil marketers 
preparing for the influx of tubeless tires on 1955 cars. 

Most important item in the line is the electric tire 
changer. Bishman officials say the unit will mount and 
demount tubeless tires with no damage to air seals. 

A tubeless tire bead expander that can be used with the 
tire changer compresses the crown of the tire to spread the 
beads and seat the air seals on the rim. Uniform pressure 
around the tire is made possible by a double-action screw 
that pulls both ends of the band equally. 

A bead breaker has an extra-wide, circle shoe to “roll the 
bead off the rim instead of pushing it off.” The wide shoe 
is designed not to touch the air seals or mar the tire 
sidewalls. The bead breaker has a 30-in. steel tube lever, a 
special carrying handle and an automatic stop to keep the 
wheel rim from slipping out of position. 

The tubeless tire tester that rounds out the line of service 
equipment is an adaptation of the company’s regular tube 
tester. When the tank is used for tubeless, the tube-testing 
reel swings out of the way and a special wheel-support unit 
goes into place across the tank. The wheel and tire go on 
this unit and rotate in the tank to reveal leaks in the tire 
or in air seals, valves or wheel rivets. 

Bishman says its tubeless equipment line has been ap- 
proved by major tire manufacturers. Bishman Mfg. Co., 


BEAD BREAKER 





Osseo, Minn. 


TUBELESS TESTER 


Circle No. I on Reply Coupon 








Speaker for Two-Ways 
An inverted-cone speaker designed 
to improve clarity of two-way radio 
messages is listed as a standard acces- 
sory with Motorola mobile radio units. 
The company says the speaker gives 
more uniform reproduction of the en- 
tire voice range transmitted and should 
be particularly effective in fringe-re- 
ception areas. Motorola Communica- 
tions & Electronics, Inc., 4501 W. 

Augusta Blvd., Chicago 51, Ill. 
Circle No. 2 on Reply Coupon 


Quick Belt Remover 


Service station dealers are being of- 
fered a new tool designed to remove 
fan belts in less than a minute. A pair 
of adjustable jaws at the end of a han- 
dle grip the generator so it can be 
moved, allowing the fan belt to be 
slipped off. The handle makes close 
work unnecessary, the manufacturer 
says. Dayton Rubber Co., 2342 River- 
view Ave., Dayton 1, Ohio. 


Circle No. 3 on Reply Coupon 


Parts-Cleaning Solvent 


Rust-Master is marketing a new 
solvent for cleaning parts such as 
those handled by the station dealer 
doing light repair work. The solvent is 


intended for use in the pail in which 
it is delivered and special dunking 
baskets are available with the 3 and 
5-gal. pail sizes. Each pail has a float- 
ing seal to cut down evaporation and 
loss of chemical power. The solution 
also can be used as a paint remover. 
Rust Master Chemical Co., 56 Creigh- 
ton St., Cambridge, Mass. 


Circle No. 4 on Reply Coupon 


More Impact Wrenches 


Two new models have been added 
io the line of “Impactool” power im- 
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pact wrenches. One is a small, air- 
powered model (shown) designed as a 
universal unit for removing nuts from 
wheels and for other jobs around the 
service station. Small size adapts it for 
use in tight places. The other, operated 
by electric power, is said to provide 
25% more power than standard units 
in handling heavy jobs on new-model 
cars and trucks. /ngersoll-Rand Co., 
11 Broadway, New York 4, N. Y. 


Circle No. 5 on Reply Coupon 


New Charger Line 


Seven battery chargers and testers 
for service stations and truck fleet op- 
erators make up the new Marquette 
line. Capacities range from slow and 
trickle chargers to a 100-amp., 6-volt 
model and a 60-amp., 12-volt charger. 
Models feature a grease-resistant trim 
and carry a one-year guarantee. Mar- 
quette Manufacturing Co., Inc., 307 
E. Hennepin Ave., Minneapolis /4, 
Minn. 


Circle No. 6 on Reply Coupon 
Antifreeze Tester 


Service station dealers and fleet op- 
erators are being offered an antifreeze 
tester with a built-in thermometer. The 
instrument gives a reading based on 
temperature of the solution being 
tested. A chart lists freezing points of 
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ILLINOIS 








INDIANA 





Everything in Bulk Plant 
and 
Service Station Equipment 


INDIANA OIL EQUIPMENT CO. 


, 417 no ow Ave., 














NEBRASKA 


IHERE A Gasboy PUMP 


FOR EVERY SIZE CONSUMER ACCOUNT 


THE KELLY SUPPLY CO. 
1004 W. Oklahoma Ave., Grand Island, Nebraska 





NEW JERSEY 





EQUIPMENT 
for the 


OIL INDUSTRY 


Rebuilt 
PUMPS—METERS—REGISTERS 
» 
PARTS FOR MOST PUMPS 
7 
TEN HOEVE BROTHERS 
359 Mclean Bivd., Paterson, 3, N. J. 











NEW YORK 





RENICK & MAHONEY, INC. 


380 Second Avenue 
10, N. Y. 


NEW YORK 
Bulk Plant—Truck Tank and 
Service Station Equipment 


Member of National Association 
Of Oil Equipment Jobbers 











EDWARD JOY COMPANY 


905 Canal St., Syracuse, N. Y. 


STOCKS FOR IMMEDIATE DELIVERY 
National Hose, Buckeye Valves, Hannay Hose 
Reels, Pipe & Fittings, Brunner Air Com- 
pressor, Granberg Meters G Pumps, Phil- 
lips Lights, Adamson Oil Storage Tanks, 
ECO Tireflators, Ever-Tite Couplers, 
Rectorseal Pipe Dope, Tokheim G Bennett 
Farm Pumps 


VERN CLAPP 
(big-shot Of) 
GASOLINE & OIL EQUIPMENT DIVISION 


‘ 
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the most popular radiator solutions. 
The tester is 22 in. long and parts are 
interchangeable and replaceable. Price 
is $3.30. General Scientific Equipment 
Co., 2700 W. Huntingdon St., Phila- 
delphia 32, Pa. 


Circle No. 7 on Reply Coupon 


A, 





* (mass r) 


High Pressure Lube 


A special pressure-control device 
and a 70-to-1 ratio pump are designed 
to qualify a new lubrication unit for 
the high-pressure requirements of 
modern cars and _ multi-purpose 


greases. The manufacturer says the 
pump and pressure control provide 
pressure range at the control valve of 
6,000 to 7,000 Ib. and cut lubricating 
time on a car by one-third, compared 
with lower-pressure units, by eliminat- 
ing “time lag” in the return of pres- 
sure between shots. Cabinets will hold 
either 100-Ib. or 120-lb. drums. 
Alemite Division, Stewart-Warner 
Corp., 1826 Diversey Pkwy., Chicago 
14, Ill. 


Circle No. 8 on Reply Coupon 


Sj}L I TERAT ORES 


Valve, Fitting Catalog 


Now in catalog form is the complete 
line of Milvaco valves and fittings for 
the oil industry. Included are pictures 
and descriptions of the various prod- 
ucts, a section on roughing-in dimen: 
sions, and price lists. Milwaukee 
Valve, which was purchased by A-P 
Controls Corp., now operates as a sub- 
sidiary of A-P Controls. Milwaukee 
Valve Co., 2375 So. Burrell, Milwau- 
kee, Wis. 

Circle No. 9 on Reply Coupon 


Aluminum Transports 


Complete specifications for the Heil 
line of aluminum semi-trailer tank 
units are given in a new four-page bul- 
letin, along with information on spe- 
cial construction features. Heil claims 
increased payload of up to 440 gal. of 
gasoline per trip for the 7,600-gal. 
model, compared with a lightweight 
steel tank, because of aluminum’s 
lighter weight. The Heil Co., Milwau- 
kee 1, Wis. 

Circle No. 10 on Reply Coupon 
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Equipment Jobbers in 4th Convention 


Almost 300 oil marketing equipment jobbers and manufacturers met in Chicago 
when the young National Assn. of Oil Equipment Jobbers held its fourth annual 
convention this fall. Here are some scenes during the three-day round of meetings 
and impromptu conferences. 


Fark Kelleher Crowder Schramm ~ Schiesiuger 


NEW PRESIDENT of the National Assn. of Oil Equipment Jobbers is August Schramm, 
president of Renick & Mahoney, Inc., New York City. Pictured are Ed Fark, Oil 
Appliances Co., Indianapolis, and Morris W. Kelleher, Kelleher Equipment Co., Tulsa, 
board members; William E. Crowder, United Pump Supply Co., Dallas, retiring pres:- 
dent; Schramm, and Melvin Schlesinger, Tri-State Equipment Co., Kansas City, vice 
president. Board Member Warren B. Cruzen, Cruzen Oil Equipment C>s., Memphis, 
Tenn., is not shown 


Corrigan Underland 
CHATTING between sessions are R. F. 
Corrigan, George D. Roper Corp., and 


Morris Prugh 
BUCKEYE STORY is told to Warren Cruzen 
by J. J. Morris and R. B. Prugh of Buck- 


OHIO 








TULLER CORPORATION 
947 W. Goodale Bivd. Columbus 8, Ohio 
SALES — SERVICE — ENGINEERING 
Tokheim, Marlow, Blackmer Pumps: 
Ever-tite G OPW Fittings: Neptune 
Meters: Heil Tronsports: Service 
Truck Tanks: Goodrich Hose: Reels: 

Air Comp. Farm G Bulk Storage Tanks. 
Designers G Builders 
Bulk Plants and Service Stations 





PENNSYLVANIA 





RUTLEDGE EQUIPMENT CO. 


334 Bivd. of Allies Pittsburgh 22, Pa 
Rutledge Service Station Flood Lights 
GGB Equipment—Buckeye Valves G 
Fittings 
Granco Pumps G Meters—Air 
Compressors 











E. O. HABHEGGER CO. 


Fairmount Ave. at 24th St. 
PHILADELPHIA, 30 


HABHEGGER 


For The Petroleum Industry 
BULK PLANTS 
TRUCKS—SERVICE STATIONS 





TEXAS 








UNITED PUMP SUPPLY, INC. 
1701 S. LAMAR, DALLAS, TEXAS 
AIRPORT, BULK PLANT, TERMINAL 
AND SERVICE STATION EQUIPMENT 
NAOEJ MEMBER 





WEST VIRGINIA 





W. E. Underland, Baltimore equi 


jobber 
ad 


eye Iron and Brass Works, Dayton 


P 


Balko Bergen 


Dohrmann Henley 


REPRESENTATIVES of R. V. Seaman Co., Saginaw, Mich., got together to make the 
rounds of manufacturers’ booths. Listening to H. A. Dohrmann, president of Midland 
Specialties Co., Chicago, are Walter Balko, district manager, Grand Rapids; Jack 
Bergen, district manager, Saginaw; V. B. Seaman, vice president, Grand Rapids, and 
Bill Henley, district manager, Detroit 


December, 1954 * NATIONAL PETROLEUM NEWS 





SMITH METERS 
H. H. TRUITT 


1403 8th Ave. 
Huntington 1, W. Va 


Westinghouse Air Compressors 
Service Station or Bulk Plant Equip 











Oil Marketing 
Equipment Jobbers 
This Is Your Market Place! 


Write today for Advertising 
Space Rates. 


NATIONAL PETROLEUM NEWS 
330 West 42nd Street 
New York 36, N. Y. 




















paper ( O 


Makes Cop 


National has important news for business 
everywhere! 


Ihe duplicate copies you see 
above were made without carbon paper! This 
is made possible by use of a special paper 
developed by the research laboratories of 
The National Cash Register Company. It is 
called ““NCR Paper” (No Carbon Required). 


NCR Paper puts an end to irksome handling 
of carbon paper — inserting, removing, 
storing. 

Saves Time, Avoids Smudges. Faster. 
Can’t smudge copies or fingers 


Making multiple records is now as easy as 
g 

picking up 3, 4, (or more) forms from a stack 
and inserting them in a typewriter or 


arbon equired ) 


ies without Carbon! 


business machine. And NCR Paper provides 
exactly the same advantages when making 
copies by hand (receipts, sales slips, guest 
checks, etc.). 


Better Copies. When forms are placed to- 
gether and written on — by typewriter, busi- 
ness machine, or by hand — clear, clean 
copies are made without carbon paper. 


Ends Carbon Paper Disposal. With 
NCR Paper, troublesome removal and dis- 
posal of used carbon sheets are avoided. 


Try the new NCR Paper and be amazed at 
the new ease, simplicity, cleanliness and 
time-saving it brings to multiple copying. 


THE NATIONAL CASH REGISTER COMPANY, Dagton 9, Ohio 


949 OFFICES IN 94 COUNTRIES 
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Contact your local business 
forms printer for NCR Paper 
— or your nearby National 
representative — or write to 
The National Cash Register 
Company, Dayton 9, Ohio. 


“TRADE MARK REG. U.S. PAT. OFF. 
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$ A Cities Service dealer in La Crosse, 
Wis., is building business in the new 
10-30 oils with this display. Simulated 
cracks in the glass lead to one of the 
new motor oil cartons at the center of 
the apparent break 


$ 


The hotter the weather the faster 
the self-discharge rate on batteries in 
the inventory. So when Richfield Oil 
Co. of Los Angeles introduced Good- 
year Dry-Charge batteries recently, 
Les Cox, commission agent at Coach- 
ella, in the California desert area, be- 
came the first of Richfield’s TBA dis- 
tributors to stock dry-charge batteries 
100%. He says his dealers like them 
because they can forget about booster- 
charging of batteries held in stock. 


$ Purchase of time on a radio disc 
jockey program pulled new business for 
Texaco dealer C. W. Howard of Bakers- 
field, Calif., to speed the normally slow 
process of building volume in a new 
location 


eee age 


~ Money Making Ideas | 


A Standard of Indiana dealer up in 
northern Michigan makes a definite 
mileage guarantee to tire customers. 
It’s 1,000 miles per dollar of purchase 
price. For example, an $8 tire gets an 
8,000 mile guarantee. 


A contest is being staged by Tide 
Water Associated’s Eastern Division in 
which winners get a $100 camera. 
Separate prizes are awarded to the top 
salesman in each district, and to the 
top area supervisor, zone supervisor 
and TBA supervisor. The contest is 
confined to two products: Motor 
Rythm and Whiz Zorbit. 


Some station operators keep a clean 
station by establishing a schedule of 
clean-up tasks, then rotating the jobs 
among station men on a daily or 
hourly basis. But a Shell dealer in 
Cincinnati, C. R. Fite, thinks that isn’t 
enough. In addition, every Wednesday 
is general housecleaning day at his 
station. $ 


To counteract the tendency of some 
dealers to snub the owners of old cars, 
Shell Oil of Canada points out that 
15% of Canadian cars are 1937 mod- 
els or older, and that 39% are 3 to 11 
years old. All of these cars are better 
prospects for everything the station 
sells than is the brand new car, says 
Shell. 


There’s profit at the rate of $1 per 
battery check, says General Petrole- 
um, for dealers who want to take the 
trouble to test the batteries on cars 
coming into their stations. GP says the 
testing routine will turn up enough 
recharges and new battery sales to hit 
the $1 payoff average. 


Another brake warning is being cir- 
culated for the benefit of the growing 
number of stations where brakes are 
relined. Du Pont says it’s important to 
do a clean job. A greasy fingerprint on 
the brake lining can cause slippage. 


$ 


The average windshield wiper blade 
is good only for a year, according to 
the message British American Oil Co. 
is circulating to its dealers. Too many 
cars three and four years old are driv- 
ing around with the original blades, 
says B-A. If a blade feels spongy, ask 
the owner if it smeared the last time 
it rained. 
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$ In Florida, where tourists abound, Joe 
Guidry, Standard Oil Co. (Kentucky), 
dealer at Fort Walton Beach, enclosed 
@ gravel area with low, white picket 
fences and put up this sign. It brings him 
profitable customers, with and without 
profitable trade, with and without dogs 


$ 


Christmas presents for six lucky 
dealers in the form of a one-week, all- 
expense vacation for two, will be 
awarded on Christmas Eve by Electric 
Auto-Lite Co. Winners will be picked 
at random from names of dealers who 
register with the company between 
Oct. 1 and Dec. 15. Both Canadian 
and U. S. dealers are eligible, and 
dealers may elect to spend their vaca- 
tion anywhere within either country. 


$ Service Station Supply of Los Angeles 
is helping dealers get more battery busi- 
ness from customers with dead batteries. 
Rolls of 300 “Sello-Tape” gummed 
labels for pasting on door jambs or 
glove compartment lids are imprinted 
with dealer's name and phone number 
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Gasoline Supply Tightens in Midwest 


As so often happens with pe- 
troleum products, the unex- 
pected occurred last month when 
the position of gasoline in the 
area served by the Great Lakes 
Pipe Line system, suddenly 
shifted from long to short. 

Nationwide, too, the gasoline supply 
picture was much brighter than a quick 
glance at American Petroleum Institute 
stocks figures would indicate. Gasoline 
stocks fell rapidly in November and 
were only 3.5% over a year ago. In- 
stead of a demoralized winter for gaso- 
line as had been predicted by many 
observers right after Labor Day, there 
were indications that some refiners 
may start looking around in December 
for auxiliary spring supplies. 

While this is in contrast to Decem- 
ber a year ago, it is only part of the 
picture. A normal winter will take a 
further bite out of gasoline stocks if 
distillate yields are maximized and re- 
finers hold crude runs down. 


PRODUCTS 


All in all, products, supported by re- 
duced refinery runs, held their own in 
November. Mild weather failed to un- 
dermine light fuel prices. Heavy fuels 


still were on the much-wanted list in 
the Midwest states. 


Gasoline 

Countrywide inventories of gasoline 
were off almost 2 million bbl. in the 
first half of November with 1.5 million 
bbl. of that amount falling in the six- 
states area of Indiana, Illinois, Ken- 
tucky, Oklahoma, Kansas and Mis- 
souri. This is especially significant 
when the total cut in gasoline stocks 
east of California for the same period 
was 1.8 million bbl. 


Distillate Fuels 


Kerosine and distillate fuel inven- 
tories were down 2,349,000 bbl. in first 
half of November, from total of 175,- 
283,000 bbl. to 172,934,000 bbl. 


Heavy Fuels 


Inventories of heavy fuels east of 
California were off approximately 1 
million bbl. in the first half of Novem- 
ber, while nationwide stocks dipped 
only 324,000 bbl. in this period. 


REGIONS 
Gulf Coast 


Gasoline was idle and refiners were 
searching out buyers. Up-river buyers 
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continued to show interest in No. 2 
fuel for shipment in December 
through February. Heavy fuels were 
firm under added pressure of increased 
demand from northern river terminal 
operators. 

A major development was Uru- 
guay’s entry in market for nine cargoes 
of 45 cetane gas oil for delivery De- 
cember, 1954, to June, 1955, some of 
which is expected to be furnished by 
Gulf Coast refiners since foreign sup- 
plies are not large. 


Midwestern 


Spot unbranded gasoline still was 
available at discounts of as much as 
1¢ off delivered cost prices at Great 
Lakes Pipe Line terminals at mid- 
November, but a sharp drop in inven- 
tories in Kansas and northward began 
to change rapidly the easiness in gaso- 
line that has lasted more than a year. 

This swift change in the product’s 
status was brought about by high farm 
consumption due to open weather, re- 
duced refinery runs, some refinery 
shutdowns for cleaning, and a drop in 
pipe line tenders of gasoline because 
shippers were building outlying winter 
distillate stocks. Some refiners were in 
market as heavy borrowers of gasoline 
in undisclosed, but reportedly substan- 
tial amounts. One, however, sought 
165,000 bbl. on a pay-back-later basis, 
or in trade for distillates. 


Chicago District 


Prices for low-sulfur No. 6 fuel 
ranged from 6.6¢ to 6.7¢, up 0.1¢ to 
0.15¢, when terminal operators 
boosted quotations on basis of higher 
replacement costs and scarcity of prod- 
uct in open market. 

Despite general improvement in 
gasoline supply in other parts of the 
Midwest, low offerings at river termi- 
nals kept prices unsettled in Chicago 
District. But suppliers said they were 
resisting customer pressure to meet a 
“new low” price for full specification 
regular-grade gasoline of 11.25¢ net 
(11.5¢ less 0.25¢ advertising allow- 
ance). 


Atlantic Coast 


Against a background of consider- 
able activity in New York harbor No. 
6 fuel market, where several cargo-lot 
transactions were being negotiated, 
rack prices fell below wholesale prices. 
In Brooklyn, rack prices for No. 6 oil 
were off 5¢ bbl. to net $2.20, com- 
pared with $2.25 for spot barges. Rack 
prices for No. 6 in Westchester county 


dipped to $2.25 net when suppliers 
added another 5¢ to their “voluntary 
allowances” for total of 10¢ off $2.35 
posting. 

Sun Oil Co., meanwhile, boosted its 
max. 1% sulfur heavy fuel prices at 
Philadelphia by 5¢ bbl. to $2.35 for 
tank car lots, $2.32 for barge lots. 
Change widens Sun’s previous differ- 
ential between ordinary heavy fuel 
and 1% sulfur material from 5¢ to 
10¢. 

Elsewhere along the Atlantic Coast 
there were reports at mid-month that 
spot No. 2 fuel was being discounted 
by 0.1¢ at the barge level. Suppliers 
blamed cutting on the mild weather. 


Mid-Continent 


Kansas was declared “dry” of gaso- 
line and there were reports that re- 
finers there had bought sizable quanti- 
ties at prices 0.125¢ to 0.75¢ “off 
published lows,” FOB Kansas refinery 
basis. 

Oklahoma refiners said that al- 
though gasoline marketing had some 
unfavorable aspects — surplus stocks, 
unstable prices, etc. — weather was 
supporting unusually good demand for 
late fall. They also said burning oils 
and residual fuels were moving well 
against contracts. 


Central Michigan 


Deer hunting season gave gasoline 
and heater oil sales their annual late- 
fall boost. This year, however, mild 
weather retarded the demand for fuel 
for portable heaters somewhat. 

Indications pointing to an increase 
in heavy fuel prices in Detroit, thereby 
strengthening these grades at other 
points in the state, failed to mate- 
rialize. Although Detroit market was 
described as strong, some refiners be- 
lieved increased prices would not come 
about until Jan. 1 when certain large 
contracts expire. Some had “looked 
for” this increase on Nov. 1, still 
others said Dec. 1 was a “likely time.” 


Western Penna. 


Bright stock prices in Western 
Penna. were firmer than a month ago. 
This was the report of one refiner who 
was in market for “5 or 6 cars,” but 
who, at same time, anticipated no diffi- 
culty in covering his order. But it was 
typical of reports generally. 

Crude scale wax and petrolatums re- 
mained the strongest products. Gaso- 
line and fuel oils were quiet. 
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Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel) —9 refinery 
markets and 8 crude producing areas, including California. 





prices 


MOTOR GASOLINE 


Nov. 19 
-. (3)12-13.75 
«e+ (2)11.5-13 
. (2)11-11.25 
(2)10.5-12 
by 25(2) 
9. 875-10 .25 
. (2)9.75-10 


Nov. 12 
(3)12-13.75 
(2)11.5-13 
(2)11-11.25 
(2)10.5-12 

10-10. 25(2) 
9.875-10.25 
(2)9.75-10 


9.5-9.75(2) 9.5-9.75(2) 


Albany, N. Y. 
92 oct prem..... 
86 oct reg 


Baltimore, Md. 
92 oct prem... 
86 oct reg.... 
Boston, Mass. 
92 oct prem 

86 oct reg. . 


Buffalo, N. Y. 
92 oct prem 

86 oct reg.... 
Charleston, S. C. 
92 oct prem ‘ 14.3-15.45(2) 
86 oct reg 12.8-12.95(2) 


Chicago, Ill. 
92 oct prem 
84 oct reg 


Corpus Christi, Tex. 


17.3(3) 
14.8(4) 


17.3(3) 
14.8(4) 


if.2 
12.8-13.5 


(2)14. 8-16 9/2) 
13.3-14.4(3) 


15 5(2) 


86 oct reg... 
Houston, Tex. 

92 oct prem..... 
86 oct reg 
Jacksonville, Fla. 
92 oct prem...... 
86 oct reg 

Miami, Fia. 

92 oct prem..... 
86 oct reg..... ‘ 
Mobile, Ala. 

92 oct prem 


6-14. 9(5) 
3.1-13.4(7) 


6-14.9(5) 
1-13.4(7) 


New Haven, Conn. 
92 oct prem 
86 oct reg 
New Orleans, La. 
92 oct prem...... 
86 oct reg 
New York Harbor 
92 oct prem 

do barges.... . 
86 oct reg 

do barges. . 
Norfolk, Va. 
92 oct prem...... 
86 oct reg....... 
Pensacola, Fla. 
92 oct prem. . 
86 oct reg 
Philadelphia, Pa. 
92 oct prem..... 
86 oct reg... 
Pt. Everglades, Fla. 
92 oct prem..... 
86 oct reg. . 
Portland, Me. 
92 oct prem 
86 oct reg. . 
Providence, R. 1. 
92 oct prem 
86 oct reg. . 
Savannah, Ga. 
92 oct prem...... (2) 9(° 9(3) 
86 oct reg. ... (2) 13 : 2)13 3.4(5) 
Tampa, Fla. 
92 oct prem..... ‘ 4) 2 &(4) 

2.8-13.3(5) 2.8-13.3(5) 

Wilmington, N. C. 
92 oct prem ae 
86 oct reg 


3.9-15.35(2) 


2.35-12.85(2 35-12.85(2 


Refinery and terminal prices herewith are reproduced from Platt’s Oil- 


3.9-15.35(2) 


Nov. 5 
(3)12-13.75 


Oct. 29 


(3)12-13.75 
(2)11.5-13 
(2)11-11.25 
2)10.5-12 
10-10. 25(2) 
9.875-10.25 
(2)9.75-10 


9.5-9.75(2) 


9.875-10.25 
(2)9.75-10 


9.5-9.75(2) 


17. 3(3) 
14. 8(4) 


17 .3(3) 
14.8(4) 


16.2 16.2 

12.8-13.5 12.8-13.5 

(2)14.8-16.9(2) (2)14.8-16.9(2) 
133-14. 4(3) 13.3-14. 4(3) 


18(2) 18(2) 
15. 5(2) 15. 5(2) 


14.3-15.45(2) 


5.45(2) 
2.95(2) 12.8-12.95(2) 


14.3-1 
12.8-13 


2)12.5-14.! (2)12.5-14 5 
(2)11.5-13 (2)11.5-13 
13 .5(2) 
11.5-12.5 


13 .5(2) 
11.5-12.5 


13. 25-14.25 
12.25(3) 


1325-14. 25 
12. 25(3) 


14.6-14.9(5) 
13. 1-13. 4(7) 


14.6-14.9(5) 
13. 1-13. 4(7) 


14.9 4 
13.4 13.4 


14.6(3) 14.6(3) 
13. 1(3) 13. 1(3) 


16. 8(3) 16. 8(3) 
14.3(3) 14.3(3) 


14.5-16.3 
13-13.7 


14.7(2) 
13 .2(2) 


14.9(3) 


13.4(5) 13.4(5) 


17(3) 17(3) 
14.5(3) 3 


16.9(3) 
14.4(4) 


(2)14.6- 
1 


4.9(3) 
(2)13 3 


1 
13. 4(5) 


14.3-14.8(4) 
12 3.3(5) 
13.9-15.35(2 
12.35-12.85(2) 


gram Price Service, a daily publication associated with NationaL Petro 
Leum News. 

Prices shown in refinery and terminal tables are sales prices, or quota- 
tions, or general offers, or posted prices, reported by refiners, by product 
pipe line terminal operators, by river terminal operators, and by tanker 
terminal operators, tor current sales and shipments, except as otherwise 
specified. 

Following types of prices are not for “open spot” transactions and 
therefore are not included in price tables: Prices arrived at by discounts 
off a specified price; “‘market-date-of-shipment”’ prices; prices named in 
contracts; prices arrived at in accordance with arrangements made prior 
to date of sale. Prices made to brokers, and prices in inter-refinery trans- 
actions, also are not considered in the ‘tables except as noted below. 

Prices shown are for quantities in bulk such as tank car lots, or truck 
transport lots or barge lots. Prices applying only to barge lots, or cargo 
lots, or truck transport lots, are so designated. Prices are in cents r 
gallon, except wax and petrolatums in cents per pound, and, where dollar 
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REFINERY AND TERMINAL 


MOTOR GASOLINE 


Nov. 19 Nov. 12 Nov. 5 Oct. 29 
Okla. (Okla. 
i 12.5(2) oo s- 5(2) jt e-. 5(2) (3)12-12 ) 


1-11.25 (6) 11-11. 25 (6)11-11.25 (6)11-11.25 
60 po M & below (4)10. 25-10. 375(2)(4)10. 8 10.375(2)(4)10. 98. 10 375(2)(4) 10.25-10.375(2) 


See, Cop 8 Chee shpt.) 
oct prem 3 5-12.75 11.5-12.75 
bbe 0.5-11.125 10.5-11 125 
60 oct M & below aoe 25 (2)10-10.25 


Midwestern (Group 3 basis 


11.5-12.75 11.5-12.75 
10.5-11.125(2) a + we 
(2)10-10.25 (2)10-1 


11.5-12.75 11.5-12.75 11.5-12.75 
0.5-11 10.5-11 10.5-11 10.5-11 
60 a M & below (210-10. 25 (2)10-10.25 (2)10-10.25 (2)10-10.25 
. = (Tex. & New Mex. shpt.) 
oct prem 12 625-14.55 


- 625-142 
1.5=13.7 
60 oct Me & below 10 75-11.8 


W. Tex. (Tex. & New Sg “er 
ss 5-13.8 13. 25-13.8 
2 ra 13 12.5-13 
(2)11.5-12.25 (2)11.5-12.25 
60 oct M& below = 10. 75-11.5 10.75-11.5 


E. Tex. (Truck transport lots) 
13 


12.625-14.55 12.625-14.55 12.625-14.55 

12.625-14.2 12.625-14.2 . 625-14 .2 

11.5-12.7 11.5-12.7 1.5-12.7 
(2)10.75-11.8 (2)10.75-11.8 (2)10 75-11.8 


13. 25-13.8 13. 25-13.8 
12.5-13 12.5-13 
(2)11.5-12.25 (2)11.5-12.25 

10.75-11.5 10.75-11.5 


4 5-13.75 


iL. 5-12.25 
(2)11-11. 125 


- 5-13.75 13.5-13.75 
13 
84 oct reg....... 11.5-12.25 it 5-12.25 11.5-12.25 
60 oct M & below (2)11-11.125 (2)11-11. 125 (2)11-11. 125 
Cent. W. Tex. (Truck Some lots) 
13.5 13.5 13 
13 13 13 
12 12 12 


Ark. (For shpt. to Ark. Ota) 
92 oct prem...... 12 12 x12 
84 oct reg 10.2 75 10.75 10.75 «10.75 


Kansas (For Kans. destinations only) 
(3)12-12.5 (3)12-12 5 
75-11.25 


(3)12-12.5 (3)12-12.5 
10 
25-10.5 


10.75-11.25 10.75-11.25 10.75-11.25 
(2)10.25-10.5 (2)10.25-105 (2)10.25-10.5 


4 75 14.75 
13.5-13.9 13.5-13.9 


13. 75-15 
12. §-13.5 


13.75-15 
12.5-13.5 


15.2 15.2 15.2 2 
13.45 13.45 3.48 3 45 
Ohio—Quotation of 8.0. Ohio for delivery to Ohio pointe: 
13.5 13.5 13.5 3.5 
Central Michigan 
. (4)14.5-14.75(2)  (4)14.5-14.75(2) (4) 14.5-14.75(2) (4) 14.5-14.75(2) 
13 .25-13.75 13.25-13.75 13.25-13.75 13 .25-13.75 


ct: 
(2)13 .85-18.1 
‘ 11-15.6(2) 
San Francisco District: 
17. 85-18 .6 
15.85-16.1 


(2)13.85-18.1 (2)13.85-18.1 (2)13. 85-18. 1 
11-15. 6(2) 11-15. 6(2) 11-15 .6(2) 


17 .85-18.6 17.85-18.6 
15. 85-16.1 15. 85-16.1 


17.85-18.6 


80 oct reg. . 15. 85-16.1 


DISTILLATES & FUELS 

Gulf Coast, 

Cargoes Nov. 19 Nov. 12 
41-43 w.w. kero.. (2)9-9 75(2) (2)9-9 .75(2) (2.9-9 .75(2) ( 
No. 2 fuel. . (4)8.5-8.75(4) (4)8.5-8.75(4 (4)8.5-8.75(4) (4)8.E 
43-47 d.i. gas oil 8.5(3) 8. 5(3) 8 _5(3) 8.5(3 
48-52 d.i. gas oil. (3)8.625-8.875 (3)8.625-8.875 (3)8.625-8.875 (3)8 
53-57 d.i. gas oil. 8.75(3) 8.75(3) 8.75(3) 
No. 5fuel,0-10p.t. $2. 60(2) $2. 60(2) $2. 60(2) 
Bunker C fuel.... (7)$1.85-2.00 (7)$1.85-2.00 (7)$1.85-2.00 


Albany, N. Y. 

Kerosine/No. 1.. 10. 65(9) 10.65(9) 10. 65(9) 10 65(9) 
No. 2 fi 9.9(10) 9 9(10) 9.9(10) 9.9(10 
Gas house gas oil. 10.3 10.3 10.3 10.3 
Diesel oil, shore 


Nov. 5 


$2. 60(2) 
(7)$1. 85-200 


plants 10.3(5) 10.3(5) 
No. 4 fue! $3.78 $3.78 $3.78 
No. 6 fuel, no sulf 

Ee $2 $2.40 $2.40 2.40 


10. 3(5) 
$3.78 


sign ($) is shown, in dollars per barrel of 42 U. 
not include taxes or inspection fees. 
Prices are for crude oil and —— lawfully produced and trans 


S. gallons. Prices do 


age reported as received by Oilgram and Nationa. Petroteum News 
t not guaranteed; for por bP te private use only and not for resale 
or distribution or publication. 

Gulf Coast cargo prices are by refiners selling or quoting to other 
refiners, export agents or to large tanker terminal operators. 

Gasoline octane ratings are by ASTM Research Method and are mini 
mum ratings, except where letter “M” is used to indicate that octane 
rating is by ASTM Motor Method. 

Parenthetical figures indicate number of companies quoting when two 
- more companies quoted the price shown. Letter ““X’’ indicates price 
change. 

For complete price service delivered daily from nearest Oilgram pub- 
lishing office—New York, Chicago, and Houston-—address Platt’s Oilgram 
Price Service 330 W. 42nd St., New York 36, N. Y. Annual subscrip- 
tion rate in U. S.: $150 per year, payable in advance. 
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REFINERY AND TERMINAL 


DISTILLATES & FUELS 


Nov. 19 


10. 35(9) 
10. 1(6) 
9.6(11) 
9.35(4) 
9.7 


10(5) 


no sulf. 
$2. 25(6) 
$2. 25(5) 


$2.43 
$2.40 


do 
No. t f 


0 
Light Diesel, 
mkers..... $4.05(4) 
Heavy Diesel, 
bunkers 
Bunker C, bunkers 


Baton , La. 

Kerosine/No. 1... 

No. 2 fuel. ..... 

Diesel oil, shore 
eT 

No.8 uel 

— 6 foe no sulf. 


$3. 80(2) 
$2. 25(4) 


~~ $1.98 
fo | ee jee $1.95 
Light Diesel, 
bunkers 
Heavy Diesel, 
bunkers. ... 
Bunker C, bunkers 


Boston, Mass. 
Kerosine/No. 1. 
No. 2 fuel. . 
Diesel oil, 
plants... . 
No. 5 fuel 
No. 6 fuel, no sulf. 
quar. 
do barges. . 
Light Diesel, 
bunkers 
Bunker C, bunkers 


Buffalo, N. Y. 
Kerosine 

Deisel oil... .... 
No. 2 fuel....... 
No. 6 fuel 
Charleston, S. C. 
Kerosine/No. 1 
No. 2 fuel... 
Diesel oil, shore 


$3. 86(2) 


$3.61 
$1.95(2 


10. 45015 
9.7(16) 
shore 

10.1(7) 
$3 .09(5) 


$2.32(6 
$2. 29(5) 


$4.09(3) 
$2.29(5) 


11.65(5) 
11.3(3) 
10.9(5) 
8.85(2) 


10. 45(6) 
9. 8(6) 


plants...... 9.9(2) 
No. 6 fuel, no sulf. 

2. 23(2) 
$2.20(3) 


$4.01(2 
Busta. bunkers $2. 20(3) 
Chicago, Il. 
Range oil 
No. 2 fuel 
No. 5 fuel, 


(5)10.75-11.3 
(4)9.75-10.25(2 
low 
sulfur 7.3-7.6 
No. 5 fuel, high 
sulfur 2)7 . 25-7 .4(3 
No. 6 fuel, low 
sulfur (4)6. 6-6. 7x 
No. 6 fuel, high 
sulfur . (46 


Cleveland, Ohio 
No. 5 ~ : 


25-6. 4(3) 


ae EP Gieveland. 


Corpus Christi, Tex. 
No. 6 fuel, no sulf. 


do barges... $1.95 
Bunker C, bunker (4)$1.95-2.10 


$1.98 


11.85 
11.75-12.05 
(2)11.75-11.9(2) 
(2)10.75-10.9(2) 

7.6(3) 


No. 6 fuel... . 6. 85(3) 


Houston, Tex. 

Kerosine/No. 1. 10. 25(2) 

9. 25(2) 

9. 125-9 25 
jo ‘ (2)8.5-8.75 

— oil, shore 


lants. 
No. 6 fuel, no sulf. 
fo barges. 
Diesel, 


9(2) 


(4)$1.98-2.00 
$1.95(6) 


$3 .86(6) 


k $3.61(4) 
BunkerC, bunkers $1.95(12) 


Nov. 12 


10 35(9) 
10. 1(6) 
9.6(11) 
9.354) 
9.7 


10(5) 
$3.34(2) 
$3.28 
$2.91 
$2.85 


$2 
$2 
$2 
$2 


25(6) 
25(5) 


43 
40 


05(4) 


$3. 80(2) 


25(4) 
10.: 
9.3 
qu 
$2 


$1.98 
$1.95 


$3. 86(2) 
$3.61 
$1.95(2) 
10. 45(15) 
9.7(16) 


10.1(7 
$3 .09(5) 


$2.32(6) 
$2. 29(5) 


£4_09(3) 
$2. 29(5) 
11. 65(5) 
11.3(3) 


10. 9(5) 
8.85(2) 


10. 45(6) 
9.8(6) 


9.9(2) 


$2.23(2) 
$2. 20(3) 


$4.01(2) 
2. 20/3) 


(3)10.75-11.3 
(4)9.75-10 25(2) 


7.3-7.6 

2)7. 25-7. 4x 
45-6 6(2) 
5. 25-6 4x 


5a 
85a 


$1.98 
$1.95 
(4)$1.95-2.10 


11.85 

11.75-12.05 
(2)11.75-11.9(2) 
(2)10.75- 10.9(2) 

7.6(3) 


6 85(3) 


10. 25(2) 

9. 25(2) 

9. 125-9 .25 
(2)8.5-8.75 


9(2) 


(4)$1.98-2.00 
$1.95(6) 


$3 .86(6) 


$3 .61(4) 
$1.95(12) 


Nov. 5 


10.35(9) 
10. 1(6) 
9.6(11) 
9.35(4) 
9.7 


10(5) 
$3.34(2) 
$3.28 
$2.91 
$2.85 


$2.25(6) 
$2.25(5) 


$2.43 
$2.40 


$4.05(4) 


$3.80(2) 
$2.25(4) 


0.2 
9.3 
4 


7 
$2.42 
$1.98 
$1.95 
$3. 86(2) 
$3.61 
$1. 95(2) 

10. 45(15) 
9.7(16) 


10. 1(7) 
$3 .09(5) 


$2.32(6) 
$2. 29(5) 


$4.09(3) 
$2. 29(5) 


11.65(5) 
11.303) 
10. 9(5) 
8.85(2) 


10. 45(6) 
9.8(6) 


9.9(2) 


$2.23(2) 
$2. 20(3) 


$4.01(2) 
$2.20(3) 


(3)10.75-11.3 
(4)9.75-10.25(2) 


x7 .3-7.6x 
«(3)7.25-7.35(4) 
x6 45-6. 6(2)x 


x(5)6. 25-6. 35(4)x 


8.5a 
7.85a 


$1.98 
$1.95 
(4)$1.95-2.10 


11.85 
11.75-12.05 
(2)11.75-11.9(2) 
(2)10.75-10.9(2) 
7.6(3) 
6.85(3) 


10. 25(2) 
9. 25(2) 


(2)8.5-8.75 
9(2) 


(4)$1.98-2.00 
$1.95(6) 


$3. 86(6) 


$3.61(4) 
$1.95(12) 


DISTILLATES & FUELS 


Oct. 29 


10.35(9) 
10. 1(6) 
9.6(11) 
9.35(4) 
9.7 


10(5) 
$3. 34(2) 
$3.28 
$2.91 
$2.85 


$2.25(6) 
$2. 25(5) 


$2 
$2 


$4 


$3 
$2 


Nov. 19 


11.8011) 
10.3(8) 


10.3(5) 


$2.21(6) 
$2. 18(6) 


$4. 326(5) 


kers 
BunkerC, bunkers $2. 18(6) 


Miami, Fla. 


Kerosine/No. 1.. 
Diesel oil, shore 
ts 


No. 6 fuel, no sulf. 


11.8 


43 10_5(2) 


40 
$2.18 

$2. 15/3) 
$4 _326(3) 
$2. 15(3) 


05(4) 


80(2) 
25(4) 


11, 1(4) 
10. 2(2) 


$2.03 
$2.00 


$4.116(2 
$2.00 


10.2 
9.3 


9.7 


$2.42 


$1.98 
$1.95 


$3 


$3.61 
$1.95(2) 


Bunker C, bunkers 


New Haven, Conn. 
Kerosine/No. 1. 
No. 2 fuel 

shore 


86(2) 


10. 35(9) 

9 .6(11) 

Diesel oil, 
vi 

No. 4f 

No. fee ol 
guar. 


10(4) 

10. 45(15) $3.30 

9.7(16) 

$2. 30(3) 
27 


10. 1(7) $2 
$2.27 


do bar 
$3 .00(5) Bunker bunkers 
New Orleans, La. 
Kerosine/No. 1.. 


$2. 32(6) 
$2. 29(5) 


$4 09(3) 
$2. 29(5) 


11.65(5) 
11.3(3) 
10. 9(5) 
8. 85(2) ga(2) 
95(2) 
10. 45(6) 


9 8(6) 86(3) 


$3.61(2) 


9.9(2) $1.95(4) 


$2. 23(2) 
$2. 20(3) 


$4.01(2) 
$2. 20(3) 


Bunker C. ‘buchen 


New York Harbor 
10. 35(20) 
10. 1(19) 
9.6(18) 
lo 9. 35(19) 
Gas house gas oil. 9.7 


(3)10.75-11.3 Diese! oil, shore 


(4)9.75-10.25(2) 10(7) 
- oe ee C11)$3. 16-3.72 
do barges . .(11)83. 13-3. 62 
No. 5 fuel. ..... 73 
d $2.70 


7. 15-7 .35(2) 


AG ay No. 6 fuel, no suif 

+ No. 6 fuel, no sulf. 

6.3-6.45 guar. 
$2.25(15 

_ (2)$2.35-2.43 

(2)$2. 35-2. 40 


(4)6. 1-6. 25(4) 
.5a 
85a 


B $3. 80(4) 
$1.98 unker C, 4 $2.25(11) 


$1.95 
(4)$1.95-2.10 10.35(7) 
11.85 
11.75-12.05 
(2)11.75-11.9(2) 
(2)10.75-10.9(2) 
7.6(3) 
6. 85(3) 


10. 25(2) 

9. 25°2) 

9. 125-9. 25 
(2)8.5-8.7 

9(2) 


(4)$1.98-2.00 
$1.95(6) 


$3. 86(6) 


$3.61(4) 
$1.95(12) 


11. 1(2) 


r. bg 
Bunker, bunkers $2. 30-2.35 
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Nov. 12 Nov. 5 


11.8(11) 
10.3(8) 


11. 8(11) 
10.3(8) 


10.3(5) 


$2 21(6) 
$2. 18(6) 


$4.326(5) 
$2. 18(6) 


10.3(5) 


$2.21(6) 
$2. 18(6) 


$4.326(5) 
$2. 18(6) 


11.8 11.8 
10.5(2) 10. 5(2) 


$2.18 $2.18 
$2. 15(3) $2. 15(3) 


$4. 326(3) 
$2. 15(3) 


$4.326(3) 
$2. 15(3) 


11.1(4) 
10. 2(2) 


11. 1(4) 
10. 2(2) 


$2.03 
$2.00 


$2.03 
$2.00 


$4. 116(2) 


$4. 116(2) 
$2.00 $2.00 


10. 35(9) 
9.6(11) 


10. 35(9) 
9.6(11) 


10(4) 
$3.30 


10(4) 
$3.30 


$2 _30(3) $2. 30(3) 


10. 2(4) 
9.125 


9.3(3) 
8.85 


9.7(3) 
$2.42 


$1.98(2) 
$1.95(2) 


$3. 86(3) 


$3.61(2) 
$1.95(4) 


$1.98(2) 
$1 .95(2) 


$3. 86(3) 


$3.61(2) 
$1.95(4) 


10. 35(20 
10. 1(19) 
9.6(18) 
9. 35(19) 
9.7 


10. 35(20) 
10. 1(19) 
9. 6(18) 
9. 35(19) 
9.7 


10(7) 

(11)$3. 16-3.72 

(11)83. 13-3. 62 
$2.73 
$2.70 


10(7) 
(11)$3. 16-3 
(11)$3. 13-3 

$2.73 
$2 70 


oe eX an (3)$2.25-2.28(11) (3)$2.26-2.28(11 


$2.25(15) 


(2)$2.35-2.43 
(2)$2.35-2. 40 


$4.05(4) 


$3 .80(4) 
$2.25(11) 


$2. 25(15) 


(2)$2. 35-2. 43 
(2)$2.35-2. 40 


$4.05(4) 


$3. 80(4) 
$2.25(11) 


10.35(7) 
9.6(6) 
9.7 


10. 35(7) 
9.6(6) 
9.7 


10(4) 
$2.75 


$2. 26(3) 
$2. 23(4) 


$4.05(3) 


$3. 80(3) 
$2.23(5) 


10(4) 
$2.75 


$2. 26(3) 
$2.23(4) 


$4.05(3) 
$3. 80(3) 
$2.23(5) 
11. 1(2) 
10.2(5) 
10. 2(2) 


$2.38-2.41 
$2.30-2.35 


11. 1(2) 
10.2(5) 


10. 2(2) 


$2.38-2.41 
$2.30-2.35 


Oct. 29 


11. 8(11) 
10.3(8) 


10.3(5) 


$2.21(6) 
$2. 18(6) 


$4. 326(5) 
$2. 18(6) 


11.8 
10. 5(2) 


$2.18 
$2. 15(3) 


$4 


v4 


326(3 


$2.00 


x$4_116(2) 
$2.00 


10. 35/9) 
9.6(11) 


10(4) 
$3.30 


$2. 30(3) 
2.27 


$2.27 


10.2(4) 
9.125 
9.3(3) 
8 85 


9.7(3) 
$2.42 

$1. 98(2) 
$1.95(2) 
$3. 86(3) 


$3. 61(2 
$1. 054) 


10. 35(20 
10. 1(19) 
9. 6(18 
9 35(19) 
9.7 


10(7) 


(11983. 16-3.72 
(11)$3. 13-3. 62 


$2.73 
$2.70 


(3)$2.25-2.28(11) 


$2. 25(15) 
(2)$2. 35-2 


43 


(2)$2.35-2 40 


$4.05(4) 


$3. 80(4) 
$2. 25(11) 


10. 35(7) 
9. 6(6) 
9.7 


10(4) 
$2.75 


$2 
$2 


$4 


$3 
$2 


26(3) 
23(4) 


05(3) 


80(3) 
23(5) 


11. 1(2) 
10. 2(5) 


10. 2(2) 


$2.38-2.41 
$2.30-2.35 
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fj prices 


DISTILLATES & FUELS 


Philadelphia, Pa. 
Kerosine/No. 1... 


Gas house gas oil. 
Diesel oil, shore 


Light Diesel, 
unkers. . 
Heavy Diesel, 


unkers 
Sube C, bunkers 


Pt. ee Fla. 


Kerosine/No. 1. 
No. 2 fuel. . 
Diese! = shore 


plan 
No. 6 ‘tool no sulf. 


Light Diesel, 
bunkers... 
Bunker C, bunkers 


Portland, Me. 
ng y =a A. 
2 


plan 
No. ~ foe no suif, 


do' ah aa 
Bunker C, bunkers 


Providence, R. |. 

Kerosine/No. 1... 

No. 2 fuel. . 

Gas house gas oil 

Diesel oil, shore 
plants 

No. 5 fuel. . 

No. 6 fuel, no sulf. 
quar. ; 

do barges 


No. 6 fuel, max. 


Light Diesel, 
bunkers... . 
Bunker C, bunkers 


Savannah, Ga. 
Kerosine/No. 1... 
No. 2 fuel. . 
Diesel = | 
plants. . 
No. 5 fuel. . 
No. 6 fuel, no sulf. 
ee 
do barges 
Light Diesel, 
bunkers 
Bunker C, bunkers 


Tampa, Fla. 
Kerosine/No. 1. 
No, 2 fuel. . 
Diesel oil, 
plants 
No. 6 fuel, no sulf. 
 ndevece 
do barges..... 
Light Diesel, 
bunkers 
Bunker C, bunkers 


shore 


shore 





Nov. 19 


10.35(10) 


2 99(6) 


2. 25(7) 
2. 22(6 


2.30(4) 
27(3) 


05(4) 
$3.80(4) 
2.22(8) 
11. 8(5) 
10.3(4) 
10.3(4) 


$2. 18(2) 
$2. 15(2) 
$4. 326(5) 
$2. 15(3) 


10. 55(9) 
9.8(9) 

10.2(4) 
$2.32(2) 


$2.29 
$2.29 


10. 45(9 
9.7(9) 
10.1 


10. 1(4) 
$3.09(3) 


$2. 29(5) 
$2. 26(4) 


$2.44-2.54 
$2.41 


$4.09 

$2. 26(3) 
11.8(7) 
10.3(7) 


10.3(5) 
2.80 


$2. 23(5) 
$2. 20(4) 


$4.326(5 
$2. 20(5) 
11.7(8) 
10. 2(6) 
10. 2(6) 


$2. 15(4) 
$2. 13(4) 


$4. 284(5) 
$2. 13(5) 


REFINERY AND TERMINAL 


Nov. 12 Nov. 5 


10.35(10) 
10.1(7) 


Oct. 29 


10. 35(10) 
10. 1(7) , 
9.6(10) 9.6(10) 
9. 35(6) 9.35(6) 
9.7 9.7 


10(7) 10(7) 
$3. 23(3) $3 .23(3) 
$2.99(6) $2.99(6) 


$2.25(7) $2.25(7) 
$2.22(6) $2.22(6) 


$2.30(4) $2.30(4) 
$2.27(3) $2.27(3) 


$4.05(4) $4.05(4) 


$3. 80(4) $3 .80(4) 
$2.22(8) $2. 22(8) 


10.35(10) 
10.1(7) 
9.6(10) 
9.35(6) 
9.7 


10(7) 
$3.23(3) 
$2.99(6) 


$2. 25(7) 
$2. 22(6) 


$2.30(4) 
$2.27(3) 


$4.05(4) 


$3.80(4) 
$2.22(8) 


No. 6 fuel....... 


Wilmington, N. C. 
Kerosine/No. 1... 


Gas house gas oil. 
Diesel oil, shore 
ts 


Light Diesel, 
bunkers 


Okla. (Okla. shpt.) 
42-44 w.w. kero. . 


11.8(5) 
10.3(4) 
10.3(4) 


$2. 18(2) 
$2. 15(2) 


$4. 326(5) 
$2. 15(3) 


11.8(5) 
10.3(4) 


10.3(4) 


$2. 18(2) 
$2. 15(2) 


$4. 326(5) 
$2. 15(3) 


11.8(5) 
10.3(4) 


10.3(4) 


$2. 18(2) 
$2. 15(2) 


$4.326(5) 
$2.15(3) 


42-44 w.w. kero.. 

Range oil..... 

58 & abv. di. 
Diesel... . 

No. 1 fuel... 

No, 2 fuel....... 


10. 55(9) No. 6 fuel. .... 


9.8(9) 


10.55(9) 
9.8(9) 


10. 2(4) 


10. 55(9) 
9.8(9) 


10.2(4) 10. 2/4) 


$2.32(2) $2.32(2) 
$2.29 ¢ 
$2.29 


$2.32(2) 42-44 a kero. . 
$2.29 ; 


$2.29 
10. 45(9) 


9.7(9) 
10.1 


10. 45(9) 
9.7(9) 
10.1 


10. 45/9) 
9.7(9) 
10.1 
42-44 w.w. kero 
10. 1(4) 10.1(4) 10. 1(4) 58 & abv. d 
$3.09(3) $3 .09(3) $3 .09(3) - 
No. 6 fuel 


$2.29(5) $2. 29(5) $2 
$2. 26(4) $2.26(4) $2 
$2. 44-2.54 $2.44-2.54 $2.44-2.54 
¢ 9 WA 

0.61 3.4 3.41 No. 2 fuel..... 
09 $4.09 No. 6 fuel. ... 
.26(3) $2. 26(3) 


29(5) 
26(4) 


42-44 w.w. kero 


4.09 $4 
26(3) $2 


1 


10 


1 


DISTILLATES & FUELS 


Nov. 19 


1.7 
85 
1.45(2) 


10. 45(2) 


7. 25-7 .5(2) 
6.75-7(2) 


10. 45(7) 
9.8(7) 


9 
9 
4 


8 
9(2) 
.01(3) 


8. 625-9 


| (2)8.875-9.375 
(2)8. 25-8. 5(4) 
(3)$1.35-1.50 


Midwestern (Group 3 basis) 


(4)9.25-9.625x x(4)9 
| (2)8.875-9.25 
(5)9-9. 125 
(4)8.375-8.5(2) 
$1.35(4) 


9.2-10 


» (2)9-9.75 
$1.35-1.60 


9-9.5 


$1.65-1.90 


E. Tex. (Truck transport lots) 


11.8(7) 
10.3(7) 


10. 3(5) 
$2.80 


11.8(7) 
10.3(7) 


11.8(7) 


42-44 w.w. kero 
10.3(7 ai 


58 & abv. 
Diesel... .. 


10.3(5) No. 6 fuel 


10.3(5) 
$2.80 $2.80 


8.75-9.75 
(2)$1. 50-1. 60(2) 


(2)9.5-9.75(2) 
i. 


Nov. 12 Nov. 5 Oct. 29 
11.7 

10.85 

11. 45(2) 
10. 45(2) 
7.25-7 .5(2) 
6.75-7(2) 


11.7 

10.85 
11.45(2) 
10. 45(2) 

7. 25-7 .5(2) 
6.75-7(2) 


11.7 

10.85 
11.45(2) 
10. 45(2) 

7. 25-7 .5(2) 
6.75-7(2) 


10. 45(7) 
9.8(7) 
9.8 
9.9(2) 


$4.01(3) 


10. 45(7) 10. 45(7) 
9.8(7) 9.8(7) 
9.8 9.8 


9.9(2) 9.9(2) 
$4.01(3) $4.01(3) 


9. 25-9. 875 
9.25-9.375 


x9. 25-9 .875x 9 
x9. 25-9 375 9 


125-9.7 
125-9 


(3)8. 875-9 .875x (4)8.875-9 
8.875-9.375(2) (2)8.875-9.375 
8.25-9.125  (2)8.25-9. 125 

$1.30-1.35(3) (2)$1.30-1.35 


875 (3)8.875-9.875 
x9-9 375(2 
125 x8. 375-9. 125 
40 x(3)$1.35-1. 40x 


Okla. Group 3 (Northern shpt.) 
(2)9.125-9.625(2) (2)9.125-9.625(2 
9-9 .25 9-9.25 


) (3)9.125-9.625x 


(5)9 . 125-9 .5/2) 
x9-9.25 8.87 


75-9. 25 
625 8.625-9. 625x 


25-9 .5 
(4)8.875-9 375x (6 5- 
( 


6 

875-9,25 
25-8 .5(2) 
30-1.45 


625-9 8 
28 875-9 )8 
os 25-8.& (4)8.25-8.5(3) (7)8 
(3)1.35-1 $1.30-1.50x 2)$1 


25-9. 625x 9.125-9.5m  (4)9,125-9.375(2) 
(3)8. 875-9. 125 
8. 875(6) 
” Bx 8. 25(6) 
x$1 30-1.35(3)x (2)$1.25-1.30 


(2)8 875-9 .25 2) 5-9 25x 
x(5)9-9. 125x r f x 
x(4)8.375-8.5(2 

x$1.35(4) 


N. Tex. (Tex. & New Mex. shpt.) 


9.2-10 9.2-10 9.2-10 
(2)9-9.75 
$1.35-1.60 


(2)9-9.75 
$1.35-1.60 


(2)9-9.75 
$1.35-1.60 


W. Tex. (Tex. & New Mex. shpt.) 


9.25-10.75 
9.25-10.25 


9.25-10.75 
9.25-10.25 


9.25-10.75 9.25-10.75 
9.25-10.25 9. 25-10. 25 
9-9.5 9-9 5 


9-9.5 
$1.65-1.90 $1.65-1.90 $1.65-1.90 


(2)9.5-9.75(2)  (2)9.5-9.75(2) (2)9.5-9.75(2 
8.75-9.75 
x(2)$1. 50-1. 60(2) 


8.75-9.75 8.75-9.75 
$1. 40-1. 60(2 $1.40-1 60(2 


Cent. W. Tex. (Truck transport lots) 
9.5 


$2. 23(5) 
$2. 20(4) 


$2.23(5) 
$2. 20(4) 


$4.326(5) 
$2.20(5) 


$2. 23(5) 
$2.20(4) 


$4.326(5) 
$2.20(5) 


42-44 w.w. kero... 
58 & abv. di. 
iesel. . 

No. 2 fuel. .. 
No. 5 fuel... 
No. 6 fuel. . 


$4.326(5) 
2. 20(5) 


11.7(8) 
10. 2(6) 


11.7(8) 

10.2(6) 

42-44 w.w. kero. . 

52 & bel. d.i. Diesel 

58 &#abv. di. 
Diesel. . 

No. 1 fuel. . 

No. 2 fuel... 

No. 5 fuel 

No. 6 fuel 


10. 2(6) 10.2(6) 


$2. 15(4) $2. 
2. 13(4) $2. 


$4. 284(5) $4. 
$2. 13(5) $2. 


15(4) 
13(4) 


284(5) 
$2. 13(5) 


284(5) 
13(5) 


9,25 


(2)9 
9.1 


375-8 


$1. 85-2. 25 
$1. 45-1. 60(2) 


25-9.5 
25-9.375(2) 


9.5 


9.25 
8.5 
$2.52 
$1.65 


Kans. (For Kans. destinations only) 
9375-9 625 


9375-9 625 375 
x9.25 9.125 


9.625x (3)9.375-9.5 


9-9. 125 


x(3)9.25-9.5 
9.125-9.375 
x8 .375-8 .75(2) 
$1 85-2.25 
$1. 45-160 


x9. 125-9.5 
(3)9.125-9.375(2) 
8. 25-8.75(2 
x$1. 85-2. 25x 
x$1.45-1. 60x 


9-9 5 

(3)9. 125-9 375 
8.25-8.75 
$1. 80-1. 85 
$1.40-1.55 


75(2) 





CARGOES & TANKERS 
at Texas City Refinery 


TRANSPORTS & TANKCARS 
at Terminals in the South 


ATLANTA, GA. 
1401 PEACHTREE STREET 


PITTSBURGH, PA. 
BENEDUM-TREES BUILDING 


TEXAS CITY, TEXAS 
REFINERY 
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DISTILLATES & FUELS DISTILLATES & FUELS 


Nov. 19 Nov. 12 Nov. 5 Nov. 19 Nov. 12 Nov. 5 Oct. 29 
Ark. (For shpt. to Ark. & La.) ” $4.41(4) $4.41(4) $4.41(4) $4. 41(4) 
O-tws.! kero. . 9.025 9. 625 Bunker C—PS400 $1.85(4) $1.85(4) $1 .85(4) $1.85(4) 
10 10 
53 & bel. di. Dicoel 9.125 9.125 ; 9 Seattle, Wash. ' 82(4 
di. Diesel—PS 200... $4.62(4) $4.62(4) $4. 62(4) $4.62(4) 
9.5 x9.5 9.37 Bunker C—P8400 $2. 10(4) $2.10(4) 2. 10(4) $2.10(4 
75 8.75 7 
. : 7 Port Ore. 
= -g~ Dieesl PS 200... $4.62(4) $4.62(4) 62(4 $4:62(4) 
5 Gace ¢ g 7 3 ‘ (4) ( 2. 10( 
oy om i 75 $1.75 -- BunkerC—PS400 $2.10(4) $2.10(4 10(4 $ 


Mexico 
Western Penna. Ships’ bunkers, U. S. dollars per bbl. of 159 liters. 
Bradford-Warren: Guaymes 


Kerosine.. . : ) 11.25(4) 11. 25(4) 11. 25(4) Diesel — $5.65 $5.65 
55 cetane Diesel. . 7 (2 10.75(2) 10.75(2 10.75(2) Bunker C.... $2.60 $2.60 
No. 2 fuel 10. 5(4) 10. 5(4) 10. 5(4) 
36-40 gravity fuel 10 25(2 10. 25(2) 10. 25(2) 10. 25(2) 
i aside $4.75 $4.75 

Oil City: Bunker C.. . $2.60 $2.60 
Kerosine..... 11.35-11.5 11.35-11.5 oy ~_— 5x 11.25-11.35 
50 cetane Diesel. 10.4 10.4 10.4 oe $3.96 $3.¢ 
No. 1 fuel. ae 10.5-10.75(2) 10.5-10.75(2) 10. $ 10.75(2) (2)10.5-10.75 Bunker C $1 $1.9 
No. 2 fuel 10.25-10.5(2 10.25-10.5(2) 10. 25-10. 5(2) (2)10.25-10.15 pe, 
36-40 gravity fuel 10.25 10.25 10.25 10.25 ' $4.7 47 
ae Bunker C $2 $2 
Kerosi (2)11. 15-12 (2)11. 15-12 (2)11, 15-12 (2)11.15.12 Tampico 
S catens Diesel. . 10.4-10.8 10.4-10.8 10.4-10.8 10.4-10.8 Diesel 3.9 $3.6 

11-11.85 11-11.85 11-11.85 11-11.85 Bunker C..... r $1.9 
No. 2 fuel........ (3)10.4-11.1 (3)10.4-11.1 (3)10.4-11.1 (3)10.4-11.1 
36-40 gravity fuel 10. 1-11 10.1-11 10.1-11 10.1-11 Veracruz 


Bunker C Qf $1.9 

Central Michigan 
46-49 w.w. kero. . 75-13 12.75-13.1 12.75-13.1 

2 y 12.5-12.8 12.5-12.8 

12.3-12.8 12.3-12.8 NATURAL GASOLINE 
as Tete saat ag —_ Prices are to blenders on freight basis shown; shipments may originate in any Mid-Con- 
7. 25-8 25(2) 7. 25-8. 25(2) : ) tinent manufacturing district. 
(2)7-7.5(3) (2)7-7 .5(3) ) 
Nov. 19 Nov. 12 Nov. 5 Oct. 29 


Ohio—Quotations of 8. O. Ohio for delivery to Ohio points. FOB Group 3 J 
Kerosine..... ; 11.9 Grade 26-70..... 5.5 (Sale) 5.5 (Quotations) 5.5 (sales) 5 (sales 


o. 1 fuel 11.7 1.7 
~ 7 FOB Breckenridge, T>x. 
No. 3 fusl.... 0.1 8.5 Grade 26-70 on 5 (Quotations) 5 (Quotations 5 (sales) 5 (sales) 
California 


Los Angeles District: 
40-43 w.w. kero.. (2)13.8-14.3 (2)13.8-14.3 (2)13.8-14.3 (2)13.8-14.3 LP-GAS 
7 9.25-14.7 25-14.7 25-14.7 Producers’ contract prices, tank cars. 


3.2 8.25-13.2 25-13.2 25-13.2 Nov. 19 Nov. 12 


Propane: 
New York Harbor 

yhia, Pa. 75H(3 
$1.70-2.10 $1.70-2.10 $1. 70-2. 10 $1. 70-2. 10 acer wag ~m 7 

‘ex, 3-4 
San Francisco District: oe = os 
40-43 w.w. kero. . 14.3-14.8 14.3-14.8 14.3-14.8 14.3-14.8 (Group 3). 3)3.5-4(3)x : 
Stove dist.— Baton Rouge, La : 125- 4.125(2)x % 
PS 100..... 13.7-14.8 13.7-14.8 13.7-14.8 13.7-14.8 Shreveport, La. x4(2 
— fuel— New Orleans, La. 3 as 4.125(2 
12.2-13.3 12.2-13.3 12.2-13.3 12.2-13.3 


Light fu a 
B : nil $2.35(2) $2.35(2) $2.35(2) $2.35(2) 
eavy fuel— BRICATING OILS 
PS 400 2.05-2.15 $2.05-2.15 $2.05-2.15 $2.05-2.1 ww cA 
Nov. 19 Nov. 12 
Western Penna. 


Ships’ bunkers, or deep tank lots, Viscous Neutrals—No. 3 col. Vis at 70° F. 
San Pedro, Calif. ys ~ (180 at 100°) ~— fi. 


Diesel—PS 200... $4.20(5) $4. 20(5) $4. 20(5) $4. 20(5) 
BunkerC—PS400 $1.80(5) $1. 80(5) $1.80(5) $1.8Q(5) 


$2.00-2.30(3) 2 00-2. 30(3 00-2.30(3)  $2.00-2.30(3) 





Paragon 
LUBE OILS 


40 St., N.¥.C. EV 8-4100 Paterson 4, New Jersey 








PATENT CHEMICALS 





PETROLEUM CORPORATION 


Te) td 2) 
MARKETERS 








Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION 


New York Boston NEW YORK 20,N.Y 


Maine to South Carolina 
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{J prices REFINERY AND TERMINAL 


LUBRICATING OILS LUBRICATING OILS 
Western Penna, Nov. 19 Nov. 12 b 3 Nov. 19 Nov. 12 Nov. 5 
150 vis. (143 at 100°) 400-405 fi. Guin 
7%. ; 15.5 15 5 Vis, at 100° F FOB 8. Tex. refineries for domestic and/or export shipment. 
14(6) ( ( 
12.25(6) 12.25(6) 12.25(6) 2.25(6) 
17 17 17 col. 13.75(6) 13.75(6) 3.75(6) 3.75(6) 


16 16 16 P : ; 
(ois 5-15 (6)14.5-15 (6)14.5-15 (6)14.5-15 col 14. 25(6) 14. 25(6) 25 (6) 25(6 


Cylinder Stocks 14.75(6) 14.75(6) 75(6 75(6 
600 s.r. filterable (2)10-11 (2)10-11 (2)10-11 (2)10-11 ¥ > 7 
Wee cece (2)11-12 (2)11-12 (2)11-12 (2)11-12 . ae 15(6) 15(6) f 15(6 
(2)12.6-13.5 (2)12.5-13.5 (2)12.5-13.5 (2)12.5-13.5 ' ° - 
14(3) 14(3) 14(3) 14(3) col 15.5(6) 15.5(6) § 15 5(6 
i b> > 16(6) 16(6) 
Mid-Continent 
FOB by basis, for domestic shipment only, bright stock, vis. at 210° neutrals, vis 

at 100° 0-10 p.p. 

Bright Stock—Conventional 1... . 25(5) 12.25(5) 2.25(5) 2.25(6) 

0-35 pp. 20 col. ° .75(6) 13.75(6) 3.75(6) 3.75(6 


0-10 oe A 18-19 ately 25(6) 14. 25(6) 25(6) 25(6) 
17.5 


120 vis. D, ' ; aay oP Gl .75(6) 14.75(6) 14. 75(6 75(6) 
0-10 p. D.. ‘ 17 

Bright Stock—Sol 

160-160 — . crac... SO 15.5(6) 15.5(6) 15.5(6) 
0-10 p.p., 95 v.i. 20-22 


Neutral Olle—Conventional—Pale Oils 


15(6) 15(6) 15(6) 15(6) 


16(6) 16(6) 16(6) 16(6) 


AVIATION GASOLINE 
(MIL-F-5572) 
75 . 

. H = 1 1 1 SS y Nov. 12 ; Oct. 28 
. 3 col, 25 a = wes 72 /0\ 

rade 115/145... 19.75 19.75 75( 19.75(2) 
3 col 5 Grete O/i30... 18. 25(2) § 18 25(3) 
"3 col Grade 91/96 17.25 17.25 7.25(2 17.25(2 

Neutral Oils—Solvent—95 v.I. Baltimore, Md. 


170-180 vis...... 15. 5-16. 5(3) 15. 5-16. 5(3) 15.5-16.5(3) 15.5-16.5(3) Grade 100/180. ye \ 19 
200-210 vis 15.75-16.75(3) 15.75-16.75(3) — 15.75-16.75(3) 15.75-16.75(3) Grade _: 17.6 
300 vis. 16.25-17.25(2)  16.25-17.25(2)  16.25-17.25(2) 16.25-17.25(2) Grade 80 : 17 


Cylinder Stocks 
600 a.r., Boston, Mass. 


olive green... 15.5 15.5 15.5 15.5 Grade 100/130. . 


Gulf Coast—Solvent Refined Oils from Mid-Continent grade crude; FOB ship at Gulf 
f or export. 


Bright Stock vis. at 210° Grade 100/130. . 
150-160 vis.; Grade 91/96 

0-10 p.t., 95 v.i. x(3)19-20 18.20 18.20x 18-19(4) ee 
Neutral Olls—Vis. at 100°; 96 v.l.; 0-10 p.t.: 
100 vis.......... 14-16 1 14-16x 14-15(3) Houston, Tex. 


200 vis. 14.5-16.75 § 7 14.5-16.75x 14.5-15.75(3) Grade 100/130... 
300 vis. 15-17 .25 15-17. 25x 15-16 . 25(3) 
500 vis 16-18.5 16-18.5 16-18. 5x 16-17.5 


This Is Your 
Market Place! 
—~ 
Write today for Advertising 
> PP 


a e. Space Rates. 
~OMPETITIO = 

COMPETITION GETS NATIONAL PETROLEUM NEWS 
TOUGH ... that’s when United's policy of pro- 330 West 42nd St., 


tection really means something to the New York 36, N. Y. 

















Jobber and Marketer. That's when it means 
something to have built your brand on the 
lihmlidiabsnis ‘ sf =D’s 100% Pure OFFERS THESE 
unsurpassed quality of UNITED’s 106 Pure FINISHED PRODUCTS 
Pennsylvania Lubricants. Why wait... find 


out today how UNITED can help YOU 


Write, Wire or Phone for Information 


Base Stocks for making 
these Multi-Grade Lubricants 


DEEP wane OIL CORPORATION 
UNITED REFINING COMPANY, WARREN, PA. Jaci: Paprcictint 


TULSA, OKLA 
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AVIATION GASOLINE 
(MIL-F-5572) 
Nov. 19 


Nov. 12 Nov. 5 


18 18 
16.5 16.5 
16.25 16.25 


Goad 100/130. 
me. . 
= 80.. 


Norfolk, Va. 

Grade 100/130... ¢ 19.1 
Grade 91/96... .. 6 17.6 
Grade 80........ 17.35 


19.1(2 
17.6(2) 
17 .35(2 


19. 1(2) 
17.6(2) 
17 .35(2) 


Toledo, Ohio 
Grade 100/130. . 
Grade 91/96... . 


JET FUEL 
(MIL-F-5624) 


Nov. 12 
9.25-9.75 


Nov. 19 
9.25-9.75 


Nov. 5 
9.25-9.75 


NAPHTHAS & SOLVENTS 


Nov. 19 Nov. 12 Nov. 5 
Baltimore, Md. 


Mineral spirits. . . 


Boston, Mass. 


Vv. M. & P. 
naphtha... .. 
Mineral spirits. - 


New York Harbor 
V. M. & P. 


16.5(4) 16 .5(4) 16.5(4) 


18.5(4) 
17 .5(5) 


18.5(4) 
17 .5(5) 


18.5(4) 
17.5(5) 


PARAFFIN WAX 
Atlantic Seapoard 
Melting points are AMP, 3° h 
FOB refinery; scale in or bbis. 
bags or bbls.; fully refi in bags or cartons. 


Oct. 29 igher than EMP. 


18 
16.5 
16.25 


Nov. 19 Nov. 12 


New York Domestic 
124-6 white crude 


19. 1(2) uals 

17 6(2) 123-5 fully refined 

17 35( 125-7 fully refined 

7. 35(2) 

refined........ 

133-65 fully refined 

19 } 135-7 fully refined 

17 

17.35 refined 

1-81 fay 


19.15 
17.65 
17.65 
124-6 white crude 
scale. 


(4) 
123-6 fully refined 


6 75 (ae t 6.75 

8- 8.25 
138-0 fully refined (2)8- 

2)8 


6 
25 

45 ae 8.45 
4 


5 (2)8-8.45 


45 ( 


45 (2)8-8 

Oct. 29 133-5 om refi 55 ‘ (2)8-8.55 

4 8.55( 8..25-8. 55(2) 
9.25-9.75 al 

-8.55(2) 8 

Ss 8 


8 55(2) 
55(2) » 


25 
25-8 .55(2) 


ata PETROLATUMS 


16 .5(4) 


Nov. 19 Nov. 12 


Western Penna. 
Bbls., carloads; tank cars, 1-1.5¢ less 
(2)7 . 125-7.75 (2)7 . 125-7 .75 
(2)6.75-7.375(2) (2)6.75-7 .375(2) 
(2)6.625-7 .25 (2)6. 625-7 . 25 


18. 5(4) 
17.5(5) 


(4) - 


(2 


(2)8- 


Nov. 5 


7.1(2) 
7.95-8.45 
45(3) 


45(3) 
55(3) 
55(3) 


8.5513 
8.55(2) 


10.55 


6.75 
.25 

45 
45 


6.6 
8-8 
8-8 
)8-8 
2)8-8.45 
8-8.55 
8.25-8.55(2) 
8 
8 


25-8 .55(2) 
25-8 .55(2) 


(2)7. 125-7. 75 


(2)6 . 75-7 .375(2) 
(2)6. 625-7 .25 


naphtha....... 
Mineral spirits. . . 
Philadelphia, Pa. 
Vv. M. & P. 

naphtha 
Mineral spirits . . 
Providence, R. 1. 


17.5(4) 
16.5(5) 


17.5(4) 
16. 5(5) 


17.5(4) 
16. 5(5) 


19.5 19.5 


19.5 19.5 
17.5(5) 17.5(5) 17.5(5) 17.5(5) 


12. 375(4) 
12. 875(3) 


12.375(4) 
12. 875(3) 


12.375(4) 
12.875(3) 


12.875(4) 12.875(4) 
11.875(4) 11.875(4) 11.875(4) 11. 875(4) 
Rubber solvent... 12.875(3) 12. 875(3) 12.875(3) 12.875(3) 
Lecquer diluent. - (2)13.125-13.375 (2)13.125-13.375 (2)13.125-13.375 (2)13.125-13.375 
Bensol diluent... (2)14.125-14.625 (2)14.125-14.625 (2)14.125-14.625 (2)14.125-14.625 


Western Penna. 
Oil City: 


12.375(4) 
12.875(3) 


12.875(4) 12. 875(4) 


Mineral spirits. . . 


Stoddard solvent . 16 16 16 


Staddard solvent e 


Ohie— Quotations of 
Vv. M, & P. 


16(3) 16(3) 16(3) 


8. O. Ohio for delivery to Ohio points, 
18 18 
17 17 


17 17 
Rubber solvent.. . 15.875 15.875 


E. Tex. (Truck transport lots) 
Stoddard solvent. 12.25 


Cent. W. Tex. (Truck transport lots) 
Stoddard solvent. 11.5 


Kansas (For Kansas destinations only) 
Stoddard solvent . 12.5 


15.875 


12.25 12.25 


11.5 11.5 


12.5 12.5 


PARAFFIN WAX 


Nov. 19 

Western Penna. (tc. in bulk) 
124-6 AMP white 
crude scale.... (2)5.25-5.65 


Nov. 12 


(2)5.25-5.65 (2)5. 25-5. 65 (2)5. 25-5. 65 
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Soft yellow 
Light amber 


6. 125-6. 75(2) 
(2)5.25-5.75 
(2)5.25-5.75 


4.75-5.375 


6. 125-6 .75(2) 
(2)5.25-5.75 
(2)5.25-5.75 
(2)5-5.5 

4.75-5.375 


6. 125-6. 75(2) 
(2)5.25-5.75 
(2)5.25-6.75 
(2)5-5.5 

4.75-5.375 


Prices for carload lots. Vomestic prices 
; fully refined, slabs loose. Export prices FAS; scale in 


Oct. 29 


(2)8-8. 45 


(2)8-8. 45 
(2)8-8. 55 
8.25-8.55(2) 


25-8. 55(2) 
25-8 . 55(2) 


~ 

ast 
Fawn 
re) to 


w 
“a 
a 





National Petroleum News 

















le 


WY! 











“And this is the 
areas where traffic is heavy.” 


anit 





nd for congested 





—fe] prices TANK WAGON 


_ Prices for gasoline do not include taxes; they do, however, include Inspection fees per eal., included in both gasoline and kerosine prices 
inspection fees as shown in next column. Gasoline taxes, shown in separate unless otherwise specified, are as follows: 

column, include 2¢ federal and state taxes; also city and county taxes Ala. 1/40c on gasoline; Ark. 1/20c; Fla. 1/8c; Ill. 3/100c; Ind. 2/25¢; 
as indicated in footnotes. Kerosine tank wagon prices also do not include Kans. 1/100c; La. 1/32c; Minn. 5/200c; Mo. 1/25c; Neb. 2/100c; Nev. 
taxes; kerosine taxes where levied are indicated in footnotes. Discounts, 1/20c; N. C. 1/4c; N. D. 1/20c; Okla. 2/25c; S. C. 1/8¢; S. D. 1/40c; 
if any, are shown in footnotes. These prices in effect November 15, 1954, Tenn. 2/5c; and Wisc. 3/100c. 


as posted by principal marketing companies at their headquarters’ offices, Kerosine inspection fees only: Ala. 1/2c; Iowa 1/50c; Mich. 1/5c. 
but subject to later correction 


Socony Vacuum 


Mobilgas Aircraft 
Grade Grade Grade Mobilgas (Regular Grade) Mobilfuel Mobilheat 
Gasoline 80 91 100 «Cons. Dir. fons. Dir. Mobil Kerosine Diesel (No. 2 Fuel) 
Stow Yer Cit vars te. Tee tu TH. TH. FW ~~. tik Tas TW. FH. we. TK. Voss T.W. 
ew Yor ty: 


oso 


10.65 


Richmond. .. 
Albany, N. Y.. 
Binghamton... 
Buffalo........ 
Jamestown... . 
Mt. Vernon.... 
Plattsburg.... 
Rochester 
Syracuse 
Bridgeport, Conn 

anbury... 


>: NOR RS: AAA NAOROA ~a 

: © BP y- 
AO AnRCHOAHEHO WO: 
weer ere yy ler a ors 


Manchester........ 
Portsmouth....... 

Providence, R. I... cae: 
Burlington, Vt... . .95 
Rutland .385 


AVATAR -3 3-32-21 DDRARAARAAAARAAAAAA 


G2 ooo oOo 0S 9009999995959 
DO Os 1 00-2] OOM or & WON 09 00 0 OO OO 
PCOHAR WOOHOO Dw Wm O WON WW WH 0 0 


> : 
ONWIOAA WW ORND: OH WMH ISOMO WW WH 


AH POH ha ROM: 


Tank Wagon Prices Buffalo N. Y. City Rochester Syracuse Boston Hartford Providence 
Mineral Spirits... ‘ ar) 18.0 20.5 22.0 19.0 20.0 19.5 
V. M. & P. Naphtha....... ere « 19.5 22.5 23.5 20.5 21.5 21.5 


Taxes: N.Y.C. prices are ex 3% city sales tax. Syracuse prices ex 2% city sales tax, applicable to price of gasoline (ex tax). 

Discounts : Mobile Kerosine—New York City (all boroughs) and Mt. Vernon, tank wagon less 0.5c for deliveries of 300 gals. or more. 
Mobilfuel Diesel—aAll points, tank wagon less 0.5¢ for deliveries of 800 gals. or more. 

. Mobilheat New York City (all boroughs) and Mt. Vernon, tank wagon less 0.5¢ for deliveries of 300 gals. or more. 

Notes: Premium-grade gasoline t.w. prices 2.5¢ above regular. Jamestown t.c. prices are delivered prices, all other t.c. prices are FOB bulk terminals. 
Effective dates: xOct. 15; ®Oct. 20: tOct. 26: “Nov. 2; *Nov. 4. 


Ohio Standard 


Sohio X-Tane Gasoline 
Aviation Gas.-Cons. T.W. (Reguler Grade) Naphtha & Solvents—Cons. T.W. 
Sohio Sohio Sohio Con- Re- S.R. D.C. V.M.&P. Sohio 
Gasoline Avia. Avia. Avi sumer = sell- Sol- Naph- Naph- Varno- Sol- 
Taxes 00 T.We ers tha tha lene vent 


D 
D 


Akron.... 
Canton 
Cincinnati. 
Cleveland 
Columbus 
Dayton 
Lima. 
Mansfield . 
Marion 
Portsmouth 
‘oledo..... 
Yourgstown 
Zanesville. 


22. 


22. 
22 
22 
22. 
22 

. 22 
.75 22. 


Taxes: pager operators can purchase aviation gasoline less 4c per gal. State Road Tax by supporting purchase with State Tax Exemption Form A-10 
to supplier. 


ecooscooossooo oe 


9 
4 
1 
1 
1 
9.1 
1 
1 
1 
1 
4 
1 
1 


pnennnanaane>d 
eGabassosesee 
Annan anaananan 
30s00000000ee 
3000 00000e8ee 
BRRERREREBNEE 
ecoscoosooooo°o 
ccoooosoooooo 
waa aa aa aaa 
wa AAA Aaa as 
veaua-ox07001004 7428-02 


Discounts: Sohio Aviation—on contract to hangar operators and resellers, 2c off consumer t.w. 


Notes: Kerosine, Nos. 1 and 2 Fuels—Prices are for 100 gals. or more, 50 to 99 gals. add 1c per gal., 1-49 gals., add 2c per gal. 
re and Solvents—T.W. and drum prices are for deliveries of 500 gals. or more. For other deliveries: 150-499 gals. add 2c; for less than 150 
grais., a oc. 
Premium-grade gasoline t.w. prices 2c above regular; third-grade prices same as regular unless otherwise noted; s.s. prices are at company operated 
stations. 


Effective dates: xOct. 19; *Nov. 3. 


Indiana Standard Fuel Oile—T.W —Chicago, Me ie 


Tank wagon prices listed below were obtained by NPN correspondents who visited Standard Heater oil Furnace oi 
of Indiana bulk plants where the company’s prices are publicly posted. 1-99 gals.. 16.3 15.3 


Red Crewn Oe 100-149 gals... .. 15.3 
(Reg. Grade) Gaso- Kero- 100 100- 100- 175- 350 850 150 gals. & over... 14.8 ‘ 
D 1-99 gals. 175 349 849 gals. gals. 100-399 gals......... 14 . 
over gals. gals. gals. & over & over 400 gals. & over. . . 13. 





Chicago, Ill......... 
South Bend, Ind... 
Detroit, Mich. . 
Mpls.-St. Paul... . 
Des Moines, Ia... .. 
St. Louis, Mo....... 
Wichita, Kans..... 
Omaha, Nebr... 
Fargo, N. D....... 


coos ose coos eees eves eese Stanolex Stanolex 

14.8 ‘ wanted oe + Fuel A Fuel C 

14.4 sank a , Tr 1-749 ®9 65 2 5 
13.3* 12.8* 750 ga 3.9 87.75 

13. ; mS ae er. Taxes: St. Louis, Mo.. gasoline tax includes 1c 

13 city tax. Des Moines, Ia., kerosine and furnace 
° oe oeee oil prices do not include 6c state tax. State 

11. vet sales, occupation, consumer and use taxes to be 

13. , “ Ae added, where applicable. 

1 Note: Premium-grade gasoline t.w. prices gen- 

4. nas = habs Ree erally 2c above regular. 

14. ee ° . see eoes *“Temporary” price. 

; Seer Effective dates: "Nov. 2; xNov. 10. 


Momo wrawuo: 


© tom tom ww Oo 

AAABWAMRAARAA 

coos coeooouseo 
on 


SCmMISSOYOwWHIE 


Milwaukee, Wisc... . 


° 
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TANK WAGON 


Standard of 2. CH ar) A a0 /8t e Imperial (Prices = per —— ee » Fase Gasoline taxes are provincial taxes. 
ar ¥. 7aso- arrive at price per . S. gal, otes: 
California ‘Er pA. — Oil subtract 1/6th.) Premium-grade gasoline t.w. prices 3c above 
A axes Esso Gasoli regular. 
Neeular Grade) Kero- * Price is for premium grade. 


aler Gasoline sin 
T.W. r.W. Humble Humble 
Oil Regular 
T.W. Retail Taxes Wagon 
Dallas, Tex... 14.8 : , 13.3 
Ft. Worth.. 14.8* , J 13.3 
Houston..... 14.7 13.3 
San Antonio.. 15.0 ¥ 13.3 


Notes: 

T.W. prices are to all classes of dealers and 
consumers. 

Premium-grade gasoline t.w. prices 2c above 
regular. 

* Price of 13.9¢ in effect to contract dealers 
only. 


o as 
Charlottetown, P. E. I. 
Montreal, Sen. 
Toronto, ‘Ont... 


it 
Honolulu, T. H.. 
Fairbanks, Alaska 


me 

WOW OAADAAAWNIAH 
wo tn -2 to CO Co 
dm dm 00 ~3 00 00 00 00 00 =3 «3 00 GO GO 
conucoonammonocooo 


Edmonton, Alta....._: 
Standard Standard Vancouver, B. ee 
Diesel Standard Stove 
Kerosine Fuel Furnace Oil 
T.T. Oi T.T. T-.T. 
(400 gals. &over) (ex all taxes) 


6 


Se Ea ot a 
socoocoooososo 
io ae @enanreseeoteietese ® 


*24 
21 
1 
23 
1 

- 2 
21 
24 
21 
24 
20 
19 
21 








MAKE OIL 
SALES GROW 





On on bo 68 =3.G9 09 oT ODO AD 


Honolulu... . 
n 
Juneau.... 


WRANAAEARWORM 


Taxes: 


Boise—8c gas tax applies to motor fuel only; 
avgas taxes are 2c federal, 2.5c state. 

Salt Lake—T7c gas tax applies to motor fuel 
only; avgas taxes are 2c federal, 4c state. 

Honolulu—8.5c gas tax applies to motor fuel 
only; avgas taxes are 2c federal, 3.5c terri- 
torial. Standard Diesel/furnace oil price is ex 
le territorial] liquid fuels tax. All T.T. prices 
are ex Hawaiian gross income tax of 1% to 
reseller, 2.56% to consumers. 





Notes: 


Gasoli F th deliveri f Ch : : : 
(Regular) and Chevron pte rag 80/87, add to Supply your customers with our finest-quality 100% Pure Pennsyl- 
400-gals.-and-over price 1.0c for 40-199 gals. ; vania oils and watch your sales grow .. . . LIKE MAGIC! 
0.5¢ for 200-399 gals., except for deliveries to 
year Ss —z 1 yo Chevron 
iati 0 be di i i <n ; . 
te 40-299 oo a,  ~4 yay y- 7 “100% Pure Pennsylvania” is magic to the public, because of 
a - wt ge digg gy La a the volume of advertising that has been used to promote the fact that 
an gais a e r e ess ’ . * . ‘ “ 
than 100 gals. to Shoreside trade. Prices for “Today's BEST Oils Begin With Nature’s BEST Crude.”’ Our products 
ply to all. quantities in. teal aol are right. Demand is there. Distribute our oils, meeting all new AP! 
rices for evron Supreme (Premium) are specifications, and watch your sales grow! 
2.2c gal. higher, except at Boise and Salt Lake, oy ' v ti. 
— ny 2.0¢ gal. ——— Chevron (Reg- 
tit i a . . . . . . . 
ook ddieolion. 4 ae ret EE We ship quickly, in bulk, in drums, in cans or fill your containers 
oo, poten. we as iy ont B.te =. at several convenient points in the country, saving you time, freight, 
or less an gals. arine) an ess an . ‘ . . 
100 gal. (Shoreside). Add to Chevron Aviation labor, double handling and high inventory costs. We protect you, in 
iat uate ab tes ane writing, against sudden market fluctuations. Our refinery capacity is 


Kerosine—T.T. prices apply to deliveries of large, our storage facilities adequate and our prices most competitive! 
400 gals. and over. For other deliveries: less 
than 40 gals., add llc; 200-399 gals., add 3c; 


oo gals., add 6c; tank car/truck trailer, Begin enjoying the magic of Greater Sales and Larger Profits by 
u oc. 


pe a a writing, wiring, or phoning us your requirements for 1955, NOW. We'll 
Stove Oil—T.T. prices are for deliveries of 400 get samples, prices and profit details back to you (without obligation) 
gals. or more. For other deliveries: 40-199 gals., 

add 1c; 200-399 gals., add 0.5c; less than 40 at once! 
gals., add 5c. 


* Standard No. 2 Burner Oil. 


. 
Texas Fire-Chief Gasoline Motor Oils 
(Regular Grade) Kerosine 
Dealer Gasoline Dealer 


ae Bright Stocks 
Cylinder Oils 


REFINING COMPANY 


Neutrals Charleston 24, W. Va. 
Refiners of Highest Quality Pennsylvania Grade 
; Waxes Petroleum P.G.C.0.A. Permit No. 25 
Notes: Dealer t.w. prices apply also to all 


classes of consumers with minimum delivery FOUNDED 1913 
of 50 gals. 

Premium-grade gasoline t.w. prices 2c above 
regular. 


~onscwoonmoocone 4 
AAAAAAAAAAH 
ecoooooocooeooceso 
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—C| prices 


Atlantic Qeeaste 


Kero. & 
Refining ag Grade) No.1 §No. 2 


Dir. Fuel 
x v. T.W. Taxes T.W. 


0 


Allentown, 
15. 
11 
16 
13. 
15 
*13. 
“13. 
=13 
“1. 
15 


15 


t 


Greensburg. . 
Harrisburg 
Philadelphia. 
ee. - 
Readi 

Wilkes Sarre*13 
Williamsport 15 
Weeenescn, 


ecococeoooo 


#12 
15. 


t12. 
*13 


a 
Ke YN ROANKeANNOA 
Me 4 neeoorenes 


New Haven. 
Boston, 
M 


Springteld. . 
Prov. 

ae hy) N. J. 
Newar 
Albany,N.Y. 
Binghamton. 


Rochester. . 

Syracuse. 
atertown.. oe 

Baltimore, 


Hm wnwwnnneoo 
AACHARH Hae. 


Md 
Richmond, 


bp nh Nanwnwnwnoovce 
So © © Seseceoscessceo 


Charlotte, 
N.C 


16. 
xli. 


CS FD DB ASAAAAGSAAARAAN AHR A AVIAAIII3I949 


co nt Om em 
ss 


Mineral Spirits V.M.&P. 
T.W T.W 


Philadelphia, Pa...... 3 
Pittsburgh 22.0 


Fuel Oils—T.W. 
o. 

Philadelphia, Pa. ; 6.36 
Notes: 

Premium-grade gasoline t.w. prices 2.5¢ 
above regular, except Georgia and Florida 2c. 

Kerosine—Thru Pa. & Del., add ic per gal. 
for t.w. deliveries of less than 100 gals. at one 
time. Camden-—Add 1c for deliveries of 100-299 
gals., 2c for less than 100 gals. 

Minera! Spirits prices also apply to Stoddard 
Solvent. 


Effective dates: +Oct. 15; 4Oct. 20; =Oct. 21; 
*Oct. 28; *Oct. 29; [Nov. 4; xNov. 5; *Nov. 6; 


®Nov. 9 


TANK WAGON 


Kentucky 
Standard 


Simiegian, Ala... 


—— 


Montgomery 
Atl Se 


Savan 


~ 
SOSOCHHBBHHOOSCO OC COS 


COH HH IwADwORomoNor 
coooooscoseseoooooo 


Gasoline tax column includes these city & 
county taxes; Mobile, 2c city; Birmingham, 1c 
county; Montgomery, lc city & le county; 
Pensacola, le city. Other taxes not included in 
prices: Georgia, kerosine, lc; Montgomery, 
kerosine, lc; Mississippi, kerosine 0.5c. 


Notes: 


Premium-grade gasoline t.w. prices 2c above 
regular. 
Cons. t.w. prices same as net dealer prices. 


Cont’] (XN. B. Prices are Continental’s tank- 
wagon prices. Current selling price 
oil may vary from those shown because 
of local conditions). 
Conoco Demand 
N-tame (3rd Gaso- Kero- 
(regular)Grade) line i 
Wagon Taxes 
Denver, Colo... 
Grand Junc. 
Pueblo. . on 
Casper, Wyo. ie 
Cheyenne. .. 
— Mont.. 


Great Falls 
Helena. 

Salt Lake, U.. 
Twin Falls, Ida. 
Albuquer., N. M. 
Roswell... .. 
Santa Fe. 
Muskogee, Okla. 
Oklahoma C ray 


CHORHARONWOCAIANO pe 


DODOWDWODINDMDODBDmOOnDD 


NANOMMOSCOCSOSOOSOSS 
crm Dro CN SO MDOOwWMNORED 


©: 





on household fuel tanks. 


Universally Approved by 
Leading Fire and Safety 
Authorities 


Cc Ai Li 





* T.M. Reg. U.S. Pat. Off. 





VENTALARM* the Original and 


Dependable WHISTLING TANK FILL SIGNAL 


Over 4,000,000 VENTALARM 
Signals have been installed 


Underwriter’s Laboratories Listed 


FULL PATENT PROTECTION 


Full variety of models to satisfy every tank condition, new or old. 


SCULLY SIGNAL COMPANY 
174 Green Street, Melrose 76, Mass. 


EMPIRE BRASS MFG. CO., LTD., London, Ontario 


© 1954 Scully Signal Company 








Taxes: 

Gasoline tax column includes these city 
taxes: Albuquerque & Roswell, 0.5c; Santa 
Fe, 1c; Cheyenne, 1c; Casper, lc. 


Discounts : 

Salt Lake City and Twin Falls gasoline and 
kerosine prices apply for deliveries of less than 
200 gals.; 200-399 gals., deduct 0.5c; 400 gals. 
and over, deduct Ic 


Notes: 
T. W. prices are to consumers and dealers. 
Premium-grade gasoline t.w. prices 2.3c 
above regular. 


Esso Gasoline 
(Regular Grade) 
Gasoline 

Cons. Dir. 
T. T.W. Taxes 


Esso 
Standard 


~ 
on 


Atlantic City, N. J.. 15. 
Newark 1 
Baltimore, Md. 
Cumberland 1 
Washington, D.C... 
Danville, Va...... 1 


eo: 
a 


> Drom DWOSWOMME AD: 


Charleston, 8. C..... 
—— 


Knoxville, Tenn. 
Memphis 
Chattanooga. . 
Nashville 

Little Rock, “Ark... 


noe rSwe AH NOADHDAINISCHONMAHODNoAmAE f 
or OO =9S be Ge HI 00S AID HMO NAMNWIOCGCHNAMHOMOGHARAD 
mnosooooocooooooooooeoooooSooSSOSoSSOSO 


im cobom aaconomcccr - 


Naphthas T.W. & Steel Bbis. 

Newark, N. J. Min. Spirits V.M. & P. 

3600 gals. & over... . 18.0 19.5 

Steel bbis. 24.0 25.5 
Baltimore, Md. 

3,600 gals. & over... 16.7 

Steel bbls. 25.5 
Washington, D. 

3,600 gals. & over... 17.2 


FUEL OILS—T.W. 
No.1 No.2 No.4 No.6 
Atlantic Gu, B.: J. 13. 8.1 a sr 
Newark.. 13.85 -1 $3.684 $2.836 
Baltimore, Ma... ddsay. -15 4.07 2.85 
Washington, D. C.. 2.75 
Petersburg spy 


MAS WI RH DOH DORR 


Taxes: Louisiana kerosine prices do not in- 

clude lc state tax. 

Notes: Kerosine No. 1—Atlantic City prices 

are for deliveries of 300 gals. or more; add ic 

for 100-299 gals., 2c for less than 100 gals. 
Premium-grade gasoline t.w. prices 2.5c¢ 

above regular. 


Effective dates: "Sept. 28; xOct. 6; “Oct. 8 
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CRUDE OIL Domestic—in $ per bbl. of 42 U. S. gals. at the well 
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Prices in fields east of California were ef- 
fective as of 7 a.m., June 15, 1953, except as 
noted. Prices are shown by states and by gen- 
eral areas in most states. Details of — 
where each company posts and exceptions to 
gravity schedules as shown above will be fur- 

nished on request to NPN. Scattered fields on 
gravity schedule as well as fields for which 
flat prices are posted are shown in the Flat 
Price Section. 


GRAVITY SCHEDULES 
ARKANSAS—Sweet Crude 


pee A: Arkansas Fuel, Esso, Gulf, Mag- 
nolia. 


ARKANSAS—Sour & Other Crudes 
Schedule M: Ark. Fuel, Esso, Ohio Oil. 


COLORADO—Sweet Crude 
Schedule A: Continental, Phillips, Pure, Sin- 
clair, Texaco. 


KANSAS—AII fields 

Schedule A: Carter, Cities 
nental, Gulf, Phillips, 
Stanolind, Texaco. 


Service, 
Pure, Shell, 


Conti- 
Sinclair, 


LOUISIANA—Central 
Catahoula Lake & Other Fields: 
Schedule N: Esso 


Hemphill & Other Fields: 
Schedule O: Esso, Gulf, Stanolind. 
Olla & Other Fields: 
Sched: 


lale P: Ark. Fuel, Esso. 


LOUISIAN A—Coastal 
ae & Other Fields: 
edule F: Gulf. 
Eunice & Other Fields: 
Schedule E (24-29 gravity): 


Cities Service, 
Sun. 


LOUISIANA—East 
Delhi & Other Fields: 

Schedule N: Esso, Stanolind, Sun. 
Fairview & Other F’ ields : 

Schedule “yh 


LOUISIAN A—North 
Athens-Pettit & Other Fields: 
Schedule M: Esso, Gulf. 
Caddo, Homer & Other Fi 
Schedule At Ark. Poel | = Gulf, Magnolia, 
Stanolind. 


LOUISIAN A—South 
Schedule P: Cities Service, Continental, Esso, 
Gait, Magnolia, Pure, Shell, Stanolind, Sun, 
‘exaco. 


a ey “4 Other Fields 
Schedule Q: Esso, Gulf. 


MISSISSIPPI—Fayette & Other Fields 
Schedule O: Esso, Pure. 


MISSISSIPPI—Overton & Other Fields 
Schedule N: Esso. 


MONTAN A—Sweet Crude 
Schedule A: Carter, Phiilips, Ohio Oil, Stano- 
lind, Texaco. 


MONTANA—Sour Crude 

Schedule R: Carter, Continental, Ohio Oil, 
Stanolind. 
NEBRASKA—AII fields 

Schedule A: Pure, Sinclair. 


NEW MEXICO—Intermediate Crude 
Ly ~ D: Atlantic, Cities Service, Conti- 
Gulf, Humble, Magnolia, Phillips, Pure, 
Shell Meineke Stanolind, Texaco. 


NEW MEXICO—Sour Crude 

Schedule C: Atlantic, Cities Service, Conti- 
nental, Gulf, Humble, Magnolia, Shell, Sinclair, 
Stanolind, Texaco. 


NORTH DAKOTA—AIl fields 
Schedule M, less 30¢: Stanolind (10-15-54). 


OKLAHOMA—AIll fields, ex as noted below 

re +; A: Carter, Cities yee, Continen- 
tal, Magnolia, Phillips, Pure, Shell, Sin- 
Ky phe Sun, Texaco. 


OKLAHOMA—Carter, Comanche, Cotton, Gar- 
vin, Jefferson, Marshall & Stephens Counties 
(8-1-54 except as noted) 
Schedule AA: Carter, Cities 
nolia (7-28-54), Pure, Shell, 
54), Texaco ((8-5-54). 


TEXAS—East Texas Field 

$2.90 Flat Price: Ark. Fuel, Atlantic, Cities 
Service, Gulf, Humble, Magnolia, Ohio Oil, Pan 
American, Phillips, Shell, Sinclair, Stanolind, 
Sun, Texaco. 


TEXAS—East Central 
Schedule B: Humble, Sinclair. 


TEXAS—Gulf Coast 
Aldine & Other Fields: 
ene P: Pan American, Phillips, Stano- 


_~- & Other Fields: 

Schedule F: Cities Service, Gulf, Mamie, 
Magnolia, Pan American, Phillips, Pure, Re- 
public, Shell, Sinclair, Sun, Texaco. 


Arcola & Other Fields: 

* Schedule J: Atlantic, Phillips, Pure, Sinclair, 
‘exaco. 

Goose Creek & Other Low Cold Test Fields: 
Schedule E (24-30 Gravity): Humble, Pan 

American, y= y ory Texaco. 


Hastings & Oth 
Atlantic, Gulf, 


Service, Mag- 
Sinclair (7-24- 


ds: 
le E (24-40 Gravity): 
Humble, Pan American, Stanolind. 
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TEXAS—-North, North Central 
Schedule A: Continental, Gulf, Magnolia, 

Sinclair, Stanolind, Texaco. 

TEXAS—Northeast 

(Asphalt Crudes) 

Ca a & Other Fields: 

hedule K: Pan American. 

Taleo & Other Fields: 

Schedule L: Humble, Texaco. 


TEX AS—Panhandle 
Schedule A: Gulf, Humble, Magnolia, 
lips, Texaco. 


TEXAS—Southwest 
Bianconia & Other Fields: 
Schedule I: Cities Service, Continental, 
ble, Pure, Stanolind, Sun. 
Kelsey & Other Fields : 
xetkedale H: Humble, Sun. 
Mirando & Other Crudes 
Schedule G (24-29 Gravity): 
nolia, Sinclair, Sun, Texaco. 
Ref. & Other 


Crudes 
Schedule G (20-40 Gravity) : 
Servies, Humble, 
un. 


Humble, Mag- 


Atlantic, 


Cities 
Phillips, Republic, 


Sinclair, 


TEXAS—West Central 
Schedule A: Humble, Magnolia, 


Stanolind, 
Texaco. 


TEXAS—West Texas Sweet 

Schedule A: Atlantic, Cities Service, Gulf, 
Humble, Magnolia, Phillips, Pure, Shell, Sin- 
clair, Stanolind, Texaco. 


TEXAS—West Texas Intermediate 

Schedule D: Atlantic, Cities Service, 
Humble, Magnolia, Phillips, Pure, Shell, 
clair, Stanolind, Texaco. 


Gulf, 
Sin- 


TEXAS—West Texas Sour 

Schedule C: Atlantic, Cities Service, Gulf, 
Humble, Magnolia, Ohio Oil, Phillips, Pure, 
Shell, Sinclair, Stanolind, Texaco. 


OMING—Sweet Crude 
Wiceedule A: Carter, Continental, Ohio Oil, 
Pure, Sinclair, Stanolind. 
WYOMING—Sour Cru 
Schedule R: Carter, w catinental, Ohio Oil, 
Pure, Sinclair, Stanolind. 


FLAT PRICES 
(Listings also include some fields on gravity 
schedul 


ules) 
ARKANSAS 
Limestone Condensate (Esso) 


Sandstone Condensate (Esso) 
Smackover (Ark. Fuel, Gulf) 





—feJ prices 


ILLINOIS 

Eastern Ill. (Ohio Oil, 10-23-54) Schedule P 

Ill. Basin (Ashland, 7-9-54 ; Gulf, 10-16-54) $2.90 

Ill. Basin (Magnolia, 11-20-54 ; Ohio Oil, 

10-23-54; Pure, 10-28-54; Texaco, 

11-19- 54) 2.95 
Basin (Cities Service, Shell) 3.02 
(Sohio, 10-1-54) except fields below 2:90 
(Sohio, 10-1-54) Dudley field 2.59 
(Sohio, 10-1-54) Elbridge & Stoy 

fields Schedule O 

Loudon & Mattoon ‘pools (Carter, 11-1-54) 2.95 

Plymouth (Ohio Oil, 10-23-54) 2.62 


INDIANA 
All fields & Pools (Sohio, 
Western Ind. (Ohio Oil, 


KENTUCKY 
Butler Co. 
7-12-54) 
Owensboro Area (Ashland, 7-9-54) 
Ragland Grade (Ashlend, 7 -9-54) 
Somerset Grade (Ashland, 7 7-9-5 4) 
Western Ky., all fields & pools, 

(10-1-54) > 


LOUISIANA 

Bayou Pigeon (Republic) 

Bear (Continental) .. 

Bivens (Atlantic) 

Creole (Pure) 

Haynesville-Smackover Lime: 
Condensate Ark. Fuel, Gulf) . 
Crude (Ark. Fuel, Gulf) ; 

Neale (Atlantic) 

North Louisiana ee 
Cotton Valley (Es 
Gloyd (Esso) 

South Louisiana senate ) ep 

Sweet Lake (Pure) .. ‘ 

Urania (Ark. Fuel) 

Ville Platte (Continental) 


lll. 
Til. 
Til. 
Ill. 


10-1-54) 2.90 
10-23-54) Schedule P 


Area (Owensboro-Ashland, 


-90 
2.90 
2.37 


Sohio 





MICHIGAN 


Only lowest and highest postings of each com- 
pany are shown below; other postings may be 
obtained on request to NPN. 
Bay Pipe Line (10-16-54): 
Elmwood 
Lake George, Stony Lake 
Leonard Pipe Line (6-1-54) : 
Clare City : . 
Fork & other fields 
Pure: 
Adams & Deep River (6-1-54) 
Coldwater (10-28-54) 
Simrall : 
Grant (5-29-54) 
Barryton-Sun Denslow (10-16-54) 
Sohio: 
Coldwater (10-1-54) 


MISSISSIPPI 


Baxterville: 

Condensate (Gulf) 
Crude (Gulf) 

Central Miss. Condensate: 
Fayette (Esso) ‘ 
Gwinville (Esso) 

Pickens crude (Carter) 


MISSOURI 
St. Charles (Sohio, 


MONTANA 


Cat Creek (Continental) 
Darling (Carter) 7 
Pondera (Phillips) - 
OHIO 

Cleveland & other fields (Sohio, 11-1-f4) 
Corning (Ashland, 11-1-54) 

Corning (Seep, 11-1-54) 

Lima (8.0. Ohio) 


2.75 
1.50 


, 3.10 
3.00 
Schedule D 


10-1-54) 2.90 


2.90 
2.60 
Schedule M 





CRUDE OIL Domestic—in $ per bbl. of 42 U.S. gals. at the well 


PENNSYLVANIA—Penn. Grade 
Alleghany, N. Y. (Sinclair, 5-20-54) .... 
Bradford, Soa (Tide yew - 17-54) .. 
Bradford, Pa. (Seep, 9-1-5. vs. 
Eureka, Ww. Va. (Seep, 91-64). aie 
Middle Penn. (Seep, 9- “* 

Southwest Penn. fe Shy 20-54) 
Zanesville, Ohio (Ashland, 5-20-54) 


TEXAS 


Agua Dulce (Republic) 
Atlee (Repabtic) 





Cayuga Be nee (Pan American) ... 
Chapel Hill: 

Condensate (Sinclair) 

Crude (Sinclair) . 
Charlotte (Humble) 5¢ above ... 
Clay Creek (Sun) ‘ 
Conroe (Humble, Sun, Texaco) 
Darst eee (Humble, Magnolia, 
Texaco) --. 
— (Humble) 5¢ below Schedule a 
uitman-Paluxy (Pan American) 

‘omball (Humble, Magnolia, “Stanolind) $13 
Van (Humble, Pure) 2.73 
Willamar (Pan American) 


WYOMING 
Beaver Creek (Stanolind) ait S. 
Big Sand Draw Condensate (Sinclair) .. 
Byron (Ohio Oil, Stanolind) 
Garland (Ohio Oil, pets) 
Hidden Dome (Ohio Oil) .... . 
North Sand Draw (Sinclair) "Schedule D 
Oregon Basin (Ohio Oil, Stanolind, Tex. 
aco) . 
Riverton Dome (Stanolind) 
Wertz (Sinclair) 


1.65 
Schedule D 
Schedule C 





CALIFORNIA 


S. O. California prices effective Sept. 1, 1954. All gravities above those quoted take highest price offered for the field specified. 
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CRUDE OIL Foreign—in $ per bbl. of 42 U. S. gals., except as noted. 


Venezuelan Crude Prices 


Prices are of Creole Petroleum Corp. for sale and/or purchase of cargo-lot quantities FOB deepwater terminals at ports named, and are subject 
to crude availability and company’s requirements; 2c per bbl. differential per degree of gravity applies for gravities below and above those shown, 
except for Lagunillas Heavy for which price shown applies regardless of gravity. Price applicable for each cargo is that in effect at time vessel ten- 
ders for loading. For purchases made in fields, prices shown are basis for such purchases with deductions being made for terminaling and pipe line 


services in accordance with published tariffs. Purchases by Creole not subject to contracts with Venezuelan government are made at prices estab- 
lished by schedule shown below less 1c per bbl. 


Crude 


Bachaquero ... 

Tia Juana Heavy 
Lagunillas Heavy 
Tia Juana Medium 
Tia Juana 102 L.P. 
Tia Juana Light 
Mara oe 
Cumarebo 

San Joaquin .. 
Oficina 
Mulata 
Josepin 
Quiriquire 
Temblador 
Pedernales 


14-14.9 
19.9 


20-20.9 
Middle East Crude Prices 


Gravity API 


pe porororen coco! 
& be bo bo & bo 


SSRSSSR 


Price (Bbl.) 


FOB 
La Piedras or Amuay 
Amuay 
Las Piedras or Amuay 
Amuay 
Amuay 
Amuay 
Las Piedras or Amuay 
Tucupido 
Puerto La Cruz 
Puerto La Cruz 
Puerto La Cruz 


Effective Date 
6-23-53 
6-23-53 
1- 1-54 
6-23-53 
6-23-53 


ito 
Capure (Pedernales) 


Prices are per bbl. of 42 U.S. gals., exclusive of local port or other governmental charges, sales 
taxes, etc., if any; FOB loading port indicated, for gravities shown; 2c per bbl. differentials per 
degree of gravity applies for gravities below and above those shown. 

Persian Gulf 
Gravity 
36-36.9 $1.97 

9 1.93 


Crude 
Arabian 
Arabian 
Arabian 
Basrah 
Iranian 
Iranian 
Iranian 
Iranian 
Iranian 
Iranian 
Iranian 
Iranian 
Iranian* 
Iranian 
Iranian 
Iranian 
Iranian 
Iranian* 
Iranina 
Iraq 
Iraq 
Iraq 
Kuwait 
Kuwait 
Qatar 
Qatar 
Qatar 
Qatar 


Company 
Esso Export 

M. E. Crude Sales 
Soc.-Vac. Overseas Supply 
Esso Export 
Anglo-Iranian 

Compagnie Francaise 

isso Export 

Gulf International 

Iran California Oil 
Shell Petroleum 
Soc.-Vac. Overseas Supply 
The Texas Co. (Iran) 
Anglo-Iranian 

Esso Export 

Gulf International 

Shell Petroleum 

The Texas Co. (Iran) 
Anglo-Iranian 

Shell Petroleum 
Anglo-Iranian 

Shell Petroleum 

Soc.-Vac. Overseas Supply 
Anglo-Iranian 

Gulf Exploration 
Anglo-Iranian 

Esso Export 

Shell Petroleum 
Soc.-Vac. Overseas Supply 


Arabian 
Arabian 
Arabian 
Iraq 
Iraq 


Esso Export 

M. E. Crude Sales 

Soc.-Vac. Overseas Supply 

Anglo-Iranian 

Esso Export 

Iraq Shell Petroleum 

Iraq Soc.-Vac. Overseas Supply 
*Not normally available for export. 


34-34. 
36-36. 
36-36. 


OOS SOOO SSO HO OOOOOSOOOOOOOS 


Price 


ll el ol el el el 


Loading Port 

Ras Tanura, Saudi Arabia 
Ras Tanura, Saudi Arabia 
Ras Tanura, Saudi Arabia 
Fao, Iraq 

Bandar Masbur, Iran 
Bandar Mashur, Iran 
Bandar Mashur, Iran 
Bandar Mashur, Iran 
Bandar Mashur, Iran 
Bandar Mashur, Iran 
Bandar Mashur, Iran 
Bandar Mashur, Iran 
Abadan, Iran* 

Abadan, Iran 

Abadan, Iran 

Abadan, Iran 

Abadan, Iran 

Abadan, Iran* 

Abadan, Iran 

Fao, Iraq 

Fao, Iraq 

Fao, Iraq 
Mina-al-Ahmadi, Kuwait 
Mina-al-Ahmadi, Kuwait 
Umm Said, Qatar 

Umm Said, Qatar 

Umm Said, Qatar 

Umm Said, Qatar 


Effective Date 


Eastern Mediterranean 


Sidon, Lebanon 
Sidon, Lebanon 
Sidon, Lebanon 
Tripoli, Lebanon /Banias, Syria 
Tripoli, Lebanon /Banias, Syria 
Tripoli, Lebanon /Banias, Syria 
Tripoli, Lebanon /Banias, Syria 





Canadian Fields 


(Postings of Imperial Oil Ltd. Prices are in 
Canadian dollars per bbl. of 35 Imp. gals. 
effective Oct. 15, 1954, except as noted) 
Acheson/Stony Plain D-2, D-3 
Acheson/Stony Plain L.C. 

Armisie L.C. 

Big Valley D-2, D-3 

Bothwell (5-1-52) 

Daly area—Mississippian 

Duhamel D-2, D-3 

Excelsior D-2 

Fenn D-2, D-3 

Glenco (5-1-52) 

Golden Spike D-2, D-3 

Joarcam-North 

Joarcam-South 

Leduc-Woodbend D-2, D-3 

Malmo D-3, L.C. 
Malmo D-3 

New Norway D-2 
New Norway D-3 
North Big Valley D-2, 
Oil Springs (5-1-52) 
Petrolia (5-1-52) 
Redwater D-3 ‘ 
Virden area—Mississippian (11-1-54) 


$2.605 
2.485 
2.605 
2.28 
8.205 
2.61 
2.50 


rw vo 
oo 
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te 0 po tS oo 


n> Pe oe 


Se = 


D-3 


to no co co tS PS 


ao 


Turner Valley Crude: Prices FOB producers 
tankage, begin with 33-33.9 gravity at $2.735 
with 2¢ differential per degree of gravity to 
64 & over at $3.355. 


Far East Crude Prices 


Prices are in U. S. dollars per bbl. of 42 
U. S. gals., ex local port or other government 
charges, for crude within gravity range stated, 
loaded in full cargo lots, FOB port indicated. 
Crude 
Company 
Gravity API 
Price 
FOB 
Effective Date 


os Seria Light 
Sarawak Oilfields Ltd 
37-38 

. -$2.60 

..Lutong, Sarawak 
4-1-54 





Gasoline Prices for 50 U.S. Cities 


Averages of prices for regular-grade gasoline on Nov. 1 as reported 
by The Texas Co. to American Petroleum Institute. Figures in ¢ per 
gal.; (i) and (d) indicate increase or decrease as compared with Oct. 1. 


Dealer 
t/w price 
(ex tax) 
d-16.08 
15.70 
16.50 
16.90 
d-12.90 
13.90 
d-10.90 
16.50 
15.80 
15.50 
15.30 
15.70 
15.40 
15.90 
16.30 
15.10 
16.20 
15.10 
16.60 
16.10 
16.40 
16.00 


Average U.S. 
Portland, Me. 
Manchester, N.H. 
Burlington, Vt. 
Boston 
Providence 
Hartford, Conn. 
Buffalo 

New York 
Newark, N.J. 
Philadelphia 
Dover, Del. 
Baltimore 
Washington, D.C. 
Charleston, W.Va. 
Norfolk, Va. 
Charlotte, N.C. 
Charleston, S.C. 
Atlanta 
Jacksonville, Fla. 
Birmingham, Ala. 
Vicksburg, Miss. 


Service 
Station 
(ex tax) 
d-21.28 
20.90 
20.90 
22.70 
d-16.90 
i-18.90 
d-14.90 
d-23.20 
i-23.90 


Tax 
(incl. 2¢ 
federal) 

7.50 

8.00 

7.00 

7.00 

7.00 

6.00 

6.00 

6.00 

6.00 

6.00 

7.00 

7.00 

8.00 

8.00 

7.00 

8.00 

9.00 

9.00 

8.00 

9.00 

9.00 

9.00 


Memphis, Tenn. 
Lexington, Ky. 
Youngstown, Ohio 
South Bend, Ind. 
Chicago 

Detroit 
Milwaukee 


Service 
Station 
(incl. tax) 
d-28.78 

28.90 
27.90 
29.70 
d-23.90 
i-24.90 
d-20.90 
d-29.20 
i-29.90 
22.90 
d-25.90 
29.50 
29.80 
29.70 
d-30.80 
28.90 
d-24.90 
30.50 
30.80 
d-29.90 
*d-30.90 
31.90 


Fargo, N.D. 
Huron, S.D. 
Omaha, Neb. 

Des Moines, lowa 
St. Louis 
Wichita, Kan. 
Tulsa 

Little Rock, Ark. 
New Orleans 
Houston 


Denver 

Casper, Wyo. 
Butte, Mont. 
Boise, Idaho 
Salt Lake City 
Reno, Nev. 
Phoenix, Ariz. 
San Francisco 
Portland, Ore 
Spokane, Wash. 
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Twin Cities, Minn. 


Albuquerque, N.M. 


(*) Includes 1¢ city tax 


15.70 
16.40 
15.60 
-15.40 
16.30 
16.80 
17.30 
16.30 
16.70 
16.80 
16.00 
15.90 
15.70 
-14.10 
14.90 
16.50 
15.00 
14.70 
16.90 
15.80 
16.70 
19.20 
18.60 
16.90 
18.60 
18.80 
16.10 


20.70 
20.90 
19.90 
-20.40 
22.01 
22.73 
22.90 
21.90 
i-22.70 
22.20 
20.90 
21.40 
12.90 
i-18.90 
i-19.40 
-22.90 
20.80 
20.00 
22.50 
21.00 
24.00 
25.50 
24.50 
22.90 
24.60 
23.80 
21.70 
16.60 20.50 8.00 
18.80 24.80 8.50 


(**) Includes 0.5¢ city tax. 


9.00 
9.00 
7.00 
6.00 
7.00 
6.50 
6.00 
7.00 
7.00 
7.00 
8.00 
7.00 
6.00 
7.00 
8.50 
8.50 
9.00 
6.00 
8.50 
8.00 
8.00 
8.00 
8.00 
7.00 
7.50 
7.00 
8.00 


29.70 
29.90 
26.90 
26.40 
29.01 
29.23 
28.90 
28.90 
i-29.70 
29.20 
28.90 
28.40 
18.90 
25.00 
27.90 
31.40 
29.80 
26.00 
31.00 
29.00 
*32.00 
33.50 
32.50 
29.90 
32.10 
30.80 
29.70 
d-28.50 
33.30 





po you go all {Ne Wal 


with quality control? 


FTER so carefully maintaining the highest pos- 
sible standards of quality during the manu- 
facture of your products, it will pay you to pro- 
tect that product quality during shipping, too. 
USS scale-free, rust-inhibited Drums will keep 
your products clean and uncontaminated. There 
is no grease, dirt or scale in a USS Steel Drum 
to affect its contents. A surface absolutely clean— 
physically and chemically—is covered with a 
tightly adherent, truly effective rust-inhibiting 
coating. 

This means that USS Steel Drums are better 
for you . . . better for your customers. It means 
that you now have a dependable means of guard- 
ing the quality of your products after they leave 
your plant... that you can now take advantage 
of the great strength and durability of steel drums, 
and at the same time, be sure of contamination- 
free shipment and storage of products. 





United States Steel Products fabricates stainless, 
galvanized, tinned, painted and decorated drums 
and pails. Furnished in capacities from 21% to 110 
gallons, with a variety of fittings and openings to 
fit your particular requirements. 


WRITE FOR FREE BROCHURE 


For additional information on this quality steel 
drum write to us at New York for this full-color 
brochure, “USS Drums—100% Scale-free and 
Rust-inhibited.” 


— ae ae 
o-S°S DRUMS 





UNITED STATES STEEL PRODUCTS 
DIVISION 


UNITED STATES STEEL CORPORATION aie aise Ms 
30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. it's better te Ship in Steel 


Los Angeles and Alameda, Calif. - Port Arthur, Texas * Chicago, Ill. 
New Orleans, La. - Sharon, Pa. 


USS STEEL DRUMS 


we! =o > TAY &.S Ee me’ 
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statistics —fj 


Gasoline Consumption by States, August, 1954} 


(American Petroleuu Institute figures ) 

Tax Ratet ——————_ ——_ Month of —- -__-----——- —~ 8 Months Ending With - 
August July 1954 August 1954 August 1953 August 1954 August 1953 
Cents Gallons Gallons Gallons Gallons Gallons 

65 ,023 ,000 64 ,687 ,000 62 ,207 ,000 504 ,385 ,000 481 ,471 ,000 

214,635 ,000 213 ,227 ,000 

320 ,077 ,000 305 ,919 ,000 

,471 ,901 ,000 ,164 975 .000 

55,311,000 379 ,209 000 366 ,037 ,000 

55 ,273 ,000 416 908 ,000 400 ,906 ,000 

11,727 ,000 85 ,495 ,000 85 ,459 ,000 

17 ,015 ,000 133 ,257 ,000 136 ,458 ,000 

87 500 000 828 582 000 768 , 107 ,000 

84 015 ,000 679 ,661 ,000 648 083 ,000 

24,910 200 158 ,803 ,000 156 ,574 ,000 

, 744 , 687 000 ,685 984 000 

,002 ,479 ,000 

650, 342, 695 ,471 ,000 

86 ,290 ,000 ‘ , ’ d ‘ 601 ,177 ,000 
63 ,677 ,000 749, 480 ,204 ,000 453 ,905 ,000 
65 ,942 ,000 58 ,258 ,000 518 ,596 ,000 450 005 ,000 

80 ,277 ,000 i x 181 ,190 ,000 175 ,522 ,000 

61,152 ,000 466 ,229 ,000 450 ,637 ,000 

102 , 452 ,000 735 ,171 ,000 706 ,277 ,000 

,504 ,006 ,000 ,558 ,893 ,000 

, 724 ,580 ,000 "693 ,624 ,000 

48 ,646 ,000 996, 366 , 167 ,000 347 ,580 ,000 


Alabama. . 
Arizona. . 
Arkansas 
California 
Colorado. . 
Connecticut 
Delaware 
District of Columbia 
Florida. 
Georgia 
Idaho. . 
Illinois . 
Indiana. 


x 


Kentucky 
Louisiana 
Maine. 
Maryland 
Massachusetts. 
*Michigan. . 
Minnesota 
Mississippi . 
Missouri. . 
Montana. . 
Nebraska 
Nevada 

New Hampshire 
New Jersey 
New Mexico 
New York 
North Carolina 
a Dakota 


ya 


Oregon... . 
Pennsylvania 
Rhode Island 
South Carolina 
South Dakota 


x 


Prey yy (a) wed none 
30 ,899 ,000 32 ,143 ,000 : 183 ,019 ,000 178 ,019 ,000 
58 ,806 ,000 47 ,548 ,000 j 368 ,031 ,000 863 ,667 ,000 
11,710,000 ,T1T, 7 74,138 ,000 71 046 .000 
609 000 107 ,364 ,000 101 ,639 ,000 
° , 109 5438 ,000 ,055 , 807 ,000 
28 '726' 205 ,290 ,000 202 ,977 ,000 
292 ,152, , 163 , 775 ,000 064 ,090 ,000 
756 ,482 ,000 54 553 ,000 
199 ,918 ,000 98 612 ,000 
, 793 ,311 ,000 , 728 , 143 ,000 


ANAIWS APOAIA AVIS AAAAI ATH aI AAR sa AAAMAH 


NN 


71, ‘112; "000 ena 
56 ,827 ,000 57 ,078 ,000 5 385 ,158 ,000 3 359 000 
246 ,977 ,000 237 ,530 ,000 , 750 , 445 ,000 , 720 520 ,000 
20,799 ,000 20 ,037 ,000 18, 427: “000 140 ,952 ,000 32 ,384 ,000 
51,765 ,000 50 ,170 ,000 49 275 ,000 393 218 ,000 395 1738 ,000 
35 ,263 ,000 36 ,889.,000 36/501 |000 213 ,224 ,000 ,095 ,000 
70 ,962 ,000 79 410 ,000 604 ,608 ,000 , 745 ,000 
385 ,037 ,000 je , 964 ,475 ,000 ‘ 096 ,000 
26 ,082 ,000 ‘ 178 ,135 ,000 8 ,825 ,000 
12 ,473 ,000 76 ,317 ,000 , 287 ,000 
93 ,764 ,000 845 698 ,588 ,000 5 ,086 ,000 
78 ,140 ,000 , J 532 ,569 000 31,416 ,000 
40 ,627 ,000 37 ,650 ,000 285 ,606 ,000 ,512 ,000 
112 ,256 ,000 107 ,228 ,000 765 ,094 ,000 756 .518 ,000 
18 ,541 ,000 19 , 728 ,000 108 ,982 ,000 ,291 ,000 
Total 46 States and D. of C. — 4,467 ,545 ,000 4,371,110 ,000 4, 229, 511 000 32,337, 304, 000 ° , 580 ,000 
Daily Average... : 144,114,000 141 ,004 ,000 136 , 436 ,000 133 ,075 ,000 9 315 ,000 
Cc —rh from previous year: 
Total change. ; ; +96 , 435 ,000 : +913 ,724 ,000 
Percentage change in Daily Average ixigecs tlt ‘ +3.35% +2.91%, 


+In general, these figures include all gasoline sold or consumed within the confines of the state, regardless of whether it was for a tonalite « or nontaxable purpose. 

tThese are state tax rates per gallon. In addition there is the federal tax of 2¢ per gal. 

(a) Not available at time of publication. 

*Decrease attributable to exclusion of industrial and commercial naphthas and solvents from gasoline tax reports, beginning Oct. 1953 due to re-definition of 
term “gasoline.” 


Virginia. . . 
Washington 
West Virginia 
Wisconsin. . . 
Wyoming....... 


6 
5 
4 
7 
5 
7 
4 
5 
5 
6 
6% 
5 
4 
5 





BLS Crude-Products Index Down 0.1% Distillate 


fuels 117.2 
cancelling out increase of same amount to 109.4 in Residual 93.9 


September. Lubricating 
Index figures for kerosine, distillate fuels, and residual oils 69.7 
fuels were up, but their increases were offset by decline Natural 
in gasoline index. gasoline 71.6 71.6 93.5 
October indexes were slightly higher for kerosine and All commo- 
residual fuels as compared with same month in 1953; other dities 109.7 110.0 110.2 
products and crude oil were lower. (*) Preliminary 
Bureau’s All Commodities index for October was down 
0.3% from September, and down 0.5% from October 1953. 


BLS figures, with petroleum indexes based on Platt’s ° 
OILGRAM quotations, follow (1947-49 equals 100): NPN Gasoline Index 





Dealer T.W. Tank Car 


ts . 
: Change Change Nov. 15 —<— arte 
Oct.* Sept. Oct. Oct. vs. Oct. °54 Month Ago 15.98 12.13 
1954 1954 Sept. 1954 vs. Sept. °53 veer ae? pe “one na 2 
.’ wY oT aler index is an average of dealer tank wagon prices 
Crude 120.1 120.1 20.9 — 0.8 ex tax in 50 cities. 
Crude and Tank car index is weighted average of following whole 
products 109.3 109.4 i ==), ] == 7.3 sale markets for regular-grade gasoline, FOB refineries or 
Gasoline 111.9 113.6 ; pa i393 terminals: Okla.; Midwest; W. Penna.; Calif.; N. Y. Harbor; 


Kerosine 113.7 111.4 é 42.3 + 03 Philadelphia; Jacksonville; Boston and Gulf Coast. 
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you can't 
make a velvet purse 
from a sow’s ear! 


Almost 200 years ago, a wise Englishman 
named John Wolcot made this statement. 
Today it is as pertinent as ever, particu- 
larly when applied to motor oils and what 
additives can and cannot accomplish. 








If a motorist were to 
believe all he reads in 
today’s motor oil ads, 
he would be perfectly justified in concluding 
that just any crude oil could be made into 
a superior motor oil, simply by up-to-date 
refining and proper chemical additives. 


Nothing could be further from the truth. 


Any refiner must start with a really good 
crude oil if he expects to make a superior 
motor oil. It is impossible for anyone to 
“make a velvet purse from a sow’s ear.” 


Additives are important, of course. They 
do many important things to increase the 
lubricating efficiency of H. D. Motor Oils. 


But additives, in themselves, do not lubricate. 
They can be added to any oil. To very good 
oil. To very poor oil. 





THE QUALITY OF THE BASIC OIL DETERMINES 
THE KIND OF LUBRICATION A MOTOR GETS. 


That's why we are emphasizing this plain 
truth to millions of motorists in our 1954 
Association advertising: 


Today's BEST oils 
start with . 
Nature’s BEST crude 


Just like the headline of this ad, here is a 
statement that all motorists will quickly 
understand ... And here, indeed, is the 
single BEST reason 
for you to stock and 
promote the sale of 
a brand of Penn- 
sylvania Motor Oil. 


Br Pe! iSVLVan 
So varante iro 


“AF, 
Sa 





eens 


COrvingn) (922 65 A OY POMMST. Fame GRABt CRED On ASEOCE TOR 
‘TRADE MARE ERTS TERED 6S PATENT OFC 


We are telling the plaia truth about today’s motor oils to millions of motorists who read 
Saturday Evening Post, Collier's, Time, Newsweek, Holiday, Country Gentleman, Progressive Farmer and Successful Farming. 


PENNSYLVANIA GRADE CRUDE OIL ASSOCIATION - Oil City, Pennsylvania 
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With the Nebraska Oil Marketers 


Summers Hayden Gramlich Henpel Schroeder 


JOBBERS at the fall meeting of Nebraska Petroleum Marketers Assn. in Omaha include 
T. W. Summers, Omaha; Chester Hayden, Geneva; Leonard Gramlich, Gretna; E. M. 
Henpel, Alliance; and S. J. Schroeder, Garrison 


Kehlbeck V. Martin G. Martin Bender Brinkman 


EAVESDROPPING as Billy Kehibeck, Syracuse, Neb. jobber, receives telephone call are 
Virgil Martin and his father, Glenn, both of Falls City; Armin E. Bender, Exeter; and 
Roy Brinkman, Sheldon, lowa 


Johnson Gibson Mi Roush Smart 


SKELLY OIL CO. executives attending the Omaha convention of Nebraska Petroleum 
Marketers | includes Norman Johnson, assistant division manager, Omaha; Victor 
Gib lesale credit manager, Kansas City; Don H. Miller, manager, wholesale 
sales, Kansas City; Clark Roush, special representative, Kansas City; and E. Dale 
Smart, division manager, Omaha 
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about oil people —j\ 


E. Allan Morrow has been elected 
president of Roosevelt Oil & Refining 
Corp. Mt. Pleasant, Mich., to succeed 
John E. Boudler, who resigned. Other 
elected officers were Stanley Martin, 
vice president; Frank M. Horgan, sec- 
retary-treasurer; and T. J. Williams, 
assistant secretary and assistant treas- 
urer. The new president has been 
associated with Roosevelt as an em- 
ploye, officer and director since 1933 

7 

In recognition of his services to the 
business world, to his community and 
to Lehigh University, M. J. Rathbone, 
president of the Standard Oil Co. 
(New Jersey) recently received the 
L-in-Life award form the New York 
Lehigh Club. 

Rathbone, a graduate of Lehigh 
University and a mefnber of its board 
of trustees, was the 15th winner of 
the alumni club’s annual award—a 
large silver bowl inscribed with the 
names of previous winners, which is 
passed along to succeeding recipients 
of the L-in-Life award. 

In addition to his interest in edu- 
cation, Rathbone is active in the 
American youth development, serving 
on the National executive committtee 
of Junior Achievement, Inc. 

e 

Four Chicago oil company officials 
have been elected directors of the 
Burning Oil Distributors Association 
of Metropolitan Chicago to serve two- 
year terms. They are J. E. Anderson, 
president, Racine Fuel Co.; H. J. Cur- 
ran, president, Suburban Oil Co.; C. 
E. Lund, vice president, Lunoil Co.; 
and James Lupori, secretary-treasurer, 
Bell Oil Co. 

Other members of the board are 
Paul Anderson, treasurer, Petroleum 
Heat & Power Co.; J. E. Guilbault, 
president, South Side Petroleum Co.; 
and R. J. Thompson, president, Apex 
Motor Fuel Co. 

I. L. Schurman, president of Con- 
sumers Petroleum Co. is the new pres- 
ident of the association and R. F. 
Doepel, president of Braun Bros. Oil 
Co., of Winnetka, is vice president. 
Other officers are Paul Anderson, sec- 
retary; and Harry A. Baldwin, vice 
president and secretary of Arrow Pe- 
troleum Co., treasurer. 

. 

The new sales supervisor for Shell 
Oil Co’s Milwaukee area is F. G, 
Minor, according to an announce- 
ment by H. J. Underwood, division 
manager. Minor succeeds J. R. Tate, 
who has been transferred to the retail 
department at the company’s head 
office in New York. 

Minor, a graduate of Bradley Uni- 

(continued on page 183) 
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May this be your mertiest, 
most prosperous holiday season 


There’s a friendly smile on the frost-nipped face of America 
—the season of good cheer is with us once again! So we're taking this opportunity 
to extend greetings to you—the truck-users 
of the nation. Our wish for the New Year is that we may continue to serve you. 


Seasons. Greetings from 


DODGE sku. TRUCK 


A PRODUCT OF CHRYSLER CORPORATION 
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(continued from page 181) 


versity, joined Shell in July, 1947, as 
sales trainee in the Peoria, Ill., area, 
later becoming dealer salesman, mer- 
chandising representative, and real 
estate representative. It was the latter 
post he held when named to Mil- 
waukee. 

Tate, who is a graduate of Hobart 
College, began his Shell career in 
May, 1946, as a dealer salesman in 
Port Washington, N.Y. He became 
sales development representative in 
the New York division in June, 1950, 
and a year later was named public 
relations representative in the same 
division, a position he held until 
transferred to Milwaukee in Septem- 
ber, 1951. 


Twenty-nine-year-old Russell Wil- 
liams, Jr., is about the youngest man 
to be named president of a state oil 
jobber association. 

As president of Indiana Indepen- 
dent Petroleum Assn., young Russ 
brings to the post a background and 
oil merchandising experience which, 
at first glance, belies his youth. 

He is general sales manager for 
Gaseteria, Inc., and Hoosier Petro- 
leum Co.; a member of the board of 
both companies; treasurer of Gase- 
teria and vice president of Hoosier. 
In addition, young Russ is a member 
of National Oil Jobber Council’s Ac- 
counting Committee; a member of 
NOJC Liaison Jobber-Dealer Com- 
mittee; and member of the API Serv- 
ice Station Advisory Committee. 

Well over six feet tall, Russ displays 
many of the characteristics that make 
his father, Russel S. Williams, an out- 
standing figure among oil jobbers. 

He believes the independent oil 
jobber can improve his lot only by 
helping himself. He says jobber asso- 
ciations must become more aggressive 
in planning self-help programs for 
their members. 

Presiding at his first business ses- 
sion in Indianapolis, Russ told mem- 
bers who had just elected him that 
“this would be no rubber-stamp ad- 
ministration” that would sympathize 
with jobber problems and do nothing 
to alleviate them. 

Russ was born in Muncie, Ind., 
March 19, 1925, and attended public 
schools in Indianapolis. In high school 
he was a member of the football and 
track teams. 

From high school he went to Indi- 
ana University School of Business, 
majoring in marketing and business 
administration. He was a member of 
Kappa Sigma Fraternity and served 
a year as president of the Chapter. 


\ 


Schuster Williams 


about oil people —Jq 


Rogers 


RUSSELL WILLIAMS, JR., Gaseteria, Inc., Indianapolis, chuckles at a remark by Emmett 
Farmer, Capital Oil Co., Camby, Ind., who is beginning his 17th year as treasurer of 
indiana Independent Petroleum Assn. Shown here are Francis Schuster, Troy Oil Co., 
indianapolis, retiring president; Williams, newly elected president; Farmer; and R. J. 
Rogers, Guarantee Oil Co., Indianapolis, new vice president 


He played freshman football and was 
a member of Blue Key Honorary. In 
1948 he graduated with a bachelor’s 
degree. 

Russ served three years in the U.S. 
Air Force as radio technician on in- 
strument landing equipment. 

During his years in school, Russ 
began acquiring a knowledge of his 
father’s business by working summers 
in Gaseteria service stations. In 
March, 1948, he went full time on the 
Gaseteria payroll. Since then he has 
been associated with sales, transporta- 
tion and purchasing, finally moving 
up to the position he now holds. 

Russ is also active in civic affairs 
in Indianapolis, being a member of 
the Indianapolis Rotary Club and a 
32nd degree Mason. 


He is married and the father of 


three girls, aged three 
years and eight months. 

a 

Ralph L. Ullum has been elected 

sales manager of Douglas Oil Co. of 
California with offices at Douglas 
headquarters in Paramount, Calif. 
His former post as northern division 
manager in Bakersfield has been filled 
by Charles S. McAuley, who moved 
up from the southern division man- 
agership in Los Angeles. 

o 


years, two 


R. A. Aldinger is the new assistant 
manager of the organization and cost 
control division of Standard of Cali- 
fornia’s home office marketing organi- 
zation. Another Standard appointment 
is that of T. C. Wellman to the post 
of special assistant to the general sales 
manager-products. He is to specialize 








THE BOSWELL OIL COMPANY 


William P. Boswell 
President 


WHOLESALE PETROLEUM MARKETERS 


25th Floor, Union Central Bldg. 
Cincinnati 2, Ohio 
Tel. Garfield 1200 
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Tennessee Oil Men’‘s Assn. 


A. O. Jennings 


L. B. Jennings 


Connable 


TALKING over some of the business transacted at Tennessee Oil Men’s Assn. meeting 
are A. O. Jennings and L. B. Jennings, both of Highland Oil Co. and E. J. Connable, 


Moto-Pep Inc 


Ware Boarman 


Sims Bradshaw 


FOURSOME at Tennessee Oil Men’s Assn. meeting in Memphis are Frank Ware, Ashland 
Oil; Frank Boarman, Southern Tank & Manufacturing Co.; Bob Sims, Ashland Oil; 


and J. C. Bradshaw, Hartsville Oil Co 


in heavy fuels. In addition, L. A. 
Lewis becomes assistant manager- 
jobber sales in the home office product 
sales organization. 
© 
Robert J. Saville is the new assist- 
ant division manager for Continental 
Oil Co. at Salt Lake City. Saville, 
former division sales manager at 
Provo, Utah, succeeds Paul Ford. 
Ford has been transferred to Ft. 
Worth. 
a 
John F. Clark, owner of Clark Oil 
Co., Bristol, Va., reports that he has 
added new dealer accounts and is 
financing the building of several 
dealer-owned service stations. In ad- 


184 


dition, all other service stations have 
been repainted. 
& 

F. H. Ayden, U. S. manager of C. 
C. Wakefield & Co., Ltd., London, 
England, has been named president of 
Castrol Oils, Inc., the new name for 
Wakefield’s American subsidiary, the 
former W. D. Dick & Co. Inc. 
Wakefield plans to extend the mar- 
ket for its lube oils in the U. S. Ayden 
served as U. S. manager for 32 years. 

e 

Three employes of Canadian Oil 
Cos. Ltd., Toronto, have been elected 
to posts in civic and professional 
organizations. W. E. Wayland, man- 
ager of the eastern division, was ap- 


pointed vice president of St. Mary’s 
Hospital, Montreal, after serving as a 
member of the hospital's board of 
directors for many years. J. H. Me- 
Kenzie, automotive superintendent at 
the head office, was named president 
of the Motor Vehicle Safety Associa- 
tion of Toronto. J. R. McMurray, 
general purchasing agent at the head 
office, was elected a director of the 
Purchasing Agents’ Assn. of Toronto. 
o 

John K. Riley, Chicago, and M. T. 
Turner, Tulsa, have joined the Harry 
P. Dunn Co., Chicago, as sales rep- 
resentatives. The concern, marketing 
lube oils, base stocks, finished com- 
pounded oils and heavy fuels, was 
recently appointed sales agent for 
Champlin Refining Co.’s unbranded 
lube oils, petrolatums and waxes. 

e 

W. O. Hunter, of the Milwaukee 
sales division of Standard Oil Co. 
(Ind.), has become manager of the 
reseller sales promotion department 
in the Chicago general office, succeed- 
ing R. D. Sharp, who resigned. 

E. E. Leslie, assistant manager-re- 
seller at Huron, S. D., has been trans- 
ferred in the same position to suc- 
ceed Hunter at Milwaukee. W. M. 
Lloyd, assistant to the northwestern 
regional manager at Minneapolis, has 
been named to succeed Leslie at 
Huron. 

Hunter joined Standard in 1932 as 
a service station attendant in the 
Chicago sales division, and became 
service station supervisor at Green 
Bay, Wis., in 1934 and in Saginaw, 
Mich., in 1935. He was sales manager 
in Saginaw in 1948 when he was 
named sales manager in the general 
office sales promotion department at 
Chicago, and was promoted to assis- 
tant manager at Milwaukee in 1951. 

Leslie, associated with the company 
since 1937 when he became commis- 
sion agent in the Mankato, Minn., 
sales division, was named sales man- 
ager at Mankato in 1947, and pro- 
moted to assistant manager-reseller at 
Huron in 1952. 

Lloyd joined the company in 1940 
as salesman at Wichita, Kan. After 
advancements at Huron and Denver, 
he was named sales manager at Bil- 
lings, Mont., in 1951 and the Chi- 
cago general office in 1953. He was 
assistant merchandise manager-naph- 
tha and gasoline in the general office 
in 1954 when he was promoted as 
assistant to the northwestern regional 
manager at Minneapolis. 

i 

Arthur T. Proudfit resigned as 

president of the Creole Petroleum 
(continued on page 187) 
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Important oil man... 
H™: a member of a Texaco drill crew who 


never hoisted a pipe, or jockeyed a drill 
bit, or harnessed himself high up in a derrick. 
But the rest of the crew will tell you he’s the 
most important man they’ve got. Why? Because 
he can take a steak and make it a thing that 
fairly sings with flavor. Because he can dish out 
a batch of breakfast buns that'll make you glad 
you got up. Drilling for oil’s rugged work. To 
keep at it day after day, you need good food 
under your belt and plenty of it. That’s what 
makes this drill crew cook a mighty important 
oil man. 


The Texas Company 
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UNRESTRICTED FLOW 


PHILADELPHIA 


mean 
fast 
deliveries 


en 

Dave time at the delivery point, and 
you save money.” That is the con- 
sensus of tank truck operators every- 
where, and it is one of the many ad- 


vantages of Philadelphia Hose Reels. 





Self Aligning Ball Bearing Ball Bearings 








- Spokes for Drum 


SECTION THROUGH REEL 














Unrestricted passageway is clearly 
shown on the sectional view of the 
spindle and seal. Note the long radius 
curvature of the elbow, free from re- 
striction. A self-tightening Neoprene 
seal is used. It is tight at high or low 
pressures and will run for many years 
without any signs of wear or leakage. 
Note that the ball bearings for the 
spindle are outside the passageway 
and not in contact with the fluid. 
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The actual fact is this: when a re- 
stricted flow reel is replaced with a 
Philadelphia Hose Reel, the resulting 
full flow means faster delivery—without 


changing either the pump or the hose. 


Philadelphia Reels are light in weight 
and are built like a fine automobile. 
All parts are made of steel, malleable 
iron or bronze (no cast iron is used). 


All shafts and bearings are equipped 
with ball bearings with hardened and 
ground races. Seven ball bearings are 
used on each reel. This means the reel 


HOSE REELS 


will last many times longer than one 
equipped with plain bearings. 


Prices No Higher. Quantity produc- 
tion of standard parts, plus many 
years of experience, enables us to 
build these high-grade reels at prices 
competitive with and in many cases 
lower than other makes. Philadelphia 
Hose Reels are made in all sizes from 
1” to 3” with hand or power drives— 
Under- 


electric, air or hydraulic. 


writers’ approved explosionproof 
motors when required (any voltage). 


Send for Bulletin No. 171. 


PHILADELPHIA VALVE COMPANY 


2497 ONTARIO 


SeRRET, 


PHILADELPHIA 34, 


Manufacturers of Reels & Valves since 1922 


Pacific Coast Distributors: 
Oil Marketing Equipment Co., 325 Fremont Street, San Francisco 5, California 


Howard Supply Co., 5125 Santa Fe Avenue, Los Angeles 11, 


California 
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(continued from page 184) 

Corp., Jersey Standard affiliate in 
Venezuela, on Nov. 5 to become a 
director of the Standard Oil Co. (N. 
J.). A veteran of 35 years in the oil 
industry, Proudfit had been Creole 
president since 1945. H. W. Haight, 
executive vice president of Creole for 
the past four years, was named the 
new president of the affiliate. 

a 


L. B. McCam- 
mon, manager of 
the products dis- 
tribution depait- 
ment of The Ohio 
Oil Co., retired 

| Dec. 1 after 24 

years of service. 

He was succeeded 

by M. D. King, 
assistant manager 

E of the depart- 

L. B. McCammon ment, according 
to J. R. Donnell, vice president of 
supply and transportation. 

McCammon joined Ohio Oil in 
1930 when it acquired the properties 
of Transcontinental Oil Co. Em- 
ployed by Transcontinental in 1920, 
he was vice president and director of 
the company at the time of its sale. 
Before joining Transcontinental, Mc- 
Cammon was with the Benedum-Trees 
Oil Co. fom 1915 to 1920. 

His first assignment with Ohio Oil 
was vice president of the former 
Marathon Oil Co. In 1938, he was 
named manager of Ohio Oil’s market- 
ing Operations in Oklahoma and Kan- 
sas. When the company sold its mar- 


Robson Barrett 


Stalter 


keting facilities in that area in 1939, 
he was transferred to Robinson, IIl., 
to manage the newly organized re- 
fined products supply department. 
McCammon was transferred to the 
general office in Findlay, Ohio, in the 
same capacity in 1947. 

King, a native of Findlay, first 
worked for Ohio Oil as a messenger 
in the general office in 1926 between 
terms at Findlay College. He began 
his continuous employment in Febru- 
ary, 1931, as secretary in the refining 
and marketing department at Robin- 
son. In 1935, he was transferred to 
the general office, where he was given 
various assignments in refining and 
marketing accounting, and then in 
sales work. He was reassigned to 
Robinson in 1939, this time as assist- 
ant manager of the refined products 
supply department. During this period, 
he completed advanced studies in ac- 
counting through LaSalle University 
and Ohio State University. 

In 1945, King was recalled to the 
general office and advanced to assist- 
ant manager of the refining and mar- 
keting department. 

. 
Ray E. Miller Dies 

Ray E. Miller, 59, adviser to the 
petroleum chemicals division of Du 
Pont’s organic chemicals department 
and well-known throughout the oil in- 
dustry, died Nov. 17 in Doctors Hos- 
pital, New York City. 

Associated with Du Pont since 1946, 
Miller served as sales director for pe- 
troleum additives and later became 
sales director of the petroleum chemi- 


Lovejoy Morrison 


PRESIDENT of the Georgia Independent Oilmen’s Assn., M. J. Barrett, of Savannah, 
shows guest speakers B. H. Robson, Jacksonville, Fla., and Frank W. Lovejoy, New 
York, both of Socony-Vacuum Oil Co., the calendar of events for the group's recent 
semi-annual meeting at Radium Springs, Albany, Ga. Looking on are C. Wylie Stalter, 
of Savannah, secretary-treasurer; and J. S. Morrison, of Atlanta, ONC southeastern 


district chairman 
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ALUMINUM 
LADDER SECTIONS 


Safe—Strong—Durable—Light 
Rot Proof—Warp Proof—Fire Proof 
Long Lasting —Easily Handled! 


FOR FUEL 
OIL TRUCKS 


The ideal ladder for Use 
in Climbing up to outside 
fuel oil tanks! 


A'uminum Ladder Sections 
come in 4-ft. lengths which 
fit snugly together in a con 
tinuous length of from 7 ft. to 
25 ft. They fit nicely into the 
trunk of a car or on a small 
truck where it is not conven- 
ient to carry long ladders. 
Weight of a four foot section 
is 5 Ibs. 


Price: 


$10.00 per Section 
F.0.B. Hickory, N. C. 


E. L. HILTS & CO. 


Box 2384 Phone 4821 
HICKORY, N. C. 











PROVEN HELP 


FOR YOUR 


SALESMEN 


Sales executives agree that products 
information is of real help to salesmen, 
especially under competitive conditions 
This training enables salesmen to re- 
duce their customer mortality rate and 
increases their prospect - to - customer 
ratio. 
Hundreds of marketers use our sales 
training program in products informa- 
tion for their salesmen 

Check below and moil 

for detailed information 


HOME STUDY COURSE 
A basic training in Products Informa 
tion 


PE! JOURNAL 
New and changing developments in 
Products Information. 


REFERENCE LIBRARY 
Information in Products Information 
salesmen need in a hurry 


WHEN TO DRAIN 
Products Information for deolers 


PETROLEUM 
EDUCATIONAL INSTITUTE 
9020 Melrose Avenue 
Les Angeles 46, California 


C) FREE 


NAME 
TITLE 
COMPANY 
STREET 


copy 
PE! JOURNAL 


«««. STATE. 








—Jq about oil people 


cals division. Because of ill health, he Eight years later he was named ex- | 
resigned about 18 months ago, but ecutive secretary of the Natural Gaso- | 
continued with the company in an ad- line Assn. of America, and served as | 


visory capacity. president of the association for one | || LASSIFIED 
A native of Burlington, Iowa, Miller year. 


attended the University of Missouri. Miller joined Hanlon-Buchanan, | 
Miller started his career in 1920 when Inc., a Tulsa oil company, as vice | 
he became safety engineer for the president in 1934, and remained with | 
Marland Oil Co., now part of Conti- that company until 1946, when he was SALES MANAGER 
nental Oil Co., and later became per- elected vice president and director of OR 

sonnel manager for Marland. Warren Petroleum Corp. @ GENERAL MANAGER 











Top flight Petroleum Man with twenty years success 
ful merchandising background both major and inde- 
pendent, desires to seek a connection where his abili- 
ties will be more fully utilized and appreciated. The 
message is directed to an independent or major 
distributor who through age or other reasons desires 
to retire or just take life easier and release himself 
from operational headaches and problems, to a thor- 
oughly qualified mature responsible person. Refer- 
ences will prove this person's integrity and character. 
Your reply will be treated as strictly confidential. 


HEAVY DUT y > — F PW 4716 National Petroleum News 
£ ‘ ™ 330 W. 42 St., New York 36, N. Y. 
’ i REPLIES (Box No.): Address to office nearest you 
MODELS v » 24 NEW YORK: 330 W. 42nd St. (36) 
\ ’ CHICAGO: 520 N. Michigan Ave. (11) 


SAN FRANCISCO: 68 Post St. (4 


Ll 











 ewptovment 


= -Position Vacont ———————_— 


Position Open Aggressive young man (25-40) for 
operational work with large, independent service 
station chain in northeast coastal states. Good x 
tential for high calibre man. Send short resume, 
availability and present income. P-4514, National 
Petroleum News. 


| RQWPMENT-ased:surps | 


=o —For Sale = ~ = 








10 18 35 For Sale: Two-Twenty four th d gal. gasoli 
z etd or fuel oil tanks. 4% gauge, in excellent condition 
quae : As is $500.00 each, unconditional guaranteed 
50 90 150 ae ; $600.00 each. For further information contact Best 
Welding Co., 86 Lesbia St., Bridgeport, Conn 


~ Phone Edison 42512 
200 — 300 . inomentieramennd 

i 1947 Ford Truck—4 compt. streamline Tank 817 
G P M : vA : gals. Hose and meter. Mechanical condition good 
. . . . To sell quick $600.00. Borderline Oil Co., 1010 

6th St., Port Huron, Mich. Yu 2-1960 
For Sale 1—Tank Trailer Tank “8” compart- 
ments with total 1960 gallons capacity. Air brakes, 
two barrel racks and enclosed compartments for 
case oil. Excellent condition with good rubber 
price to move quickly $500. FrueHauf Trailer 
A. S. Turner, Jr., Distributor Gulf Oil, Chester 

T town, Md. P. O. Box 147, Phone 259 
HE Viking heavy-duty pump with mechanical seal is the answer Brownie Tank truck trailer. 1949 mod., 4000 


Gal. cap., 4 comp. (2-1200, 2-1800) First class 


for all types of petroleum handling under pressures up to 200 PSI. cond. & comp. overhauled & ‘painted. Asking price 
This type of leak-proof operation is particularly ideal when handling save Adal hon the nseiraameloaane 


hazardous liquids. Wi! | r ieee HH 
i en 


pump bearing requires external lubrication on this complete line of ame ete of seiiend ofl, fuel off, end iPe 


“1: dealers. Write: Oil Industry Mailing List Co 
Viking heavy-duty pumps. 405 Tuloma Bldg., Tulsa, Okla. 


eee arene, done near anaes. bat ive, diet | ER 


combination drive. ets 


_ > ’ Large Jobber - Distributorship, operating for 
For additional information, send for years in one of Florida best cities. Making money 

now but has chance for very advisable expansion 
folder SP-344R today. Could use partner if ef extra good character anc 
— ; could stand extra heavy investigation. Necessary 
be in financial position buy half interest and money 
for expansion Must be capable of taking over 


rrr 
most of management, within reasonable time. State 
all qualifications and amount money available first 
letter. Confidential both ways. Jobbership not for 
CEDAR FALLS, IOWA sale and can stand any investigation. BO-4705, 


National Petroleum News 
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CLASSIFIED 


UNDISPLAYED RATE DISPLAYED RATE 
$1.50 a line. Minimum 3 lines. To figure ad- INFORMATION: The advertising rate is $14.50 per inch for all 
vance payment count 5 average words as a BOX NUMBERS count one additional line in advertising appearing on other than a con- 
line. (see | on Box Numbers.) undisplayed ads. tract basis. Contract rates quoted on request 
POSITION WANTED. Undisplayed rate is one DISCOUNT OF 10% if full payment is made AN ADVERTISING INCH is meosured 7% inch 
half of above rate, payabie in advance. in advance for four consecutive insertions of vertically on one column, 3 columns—30 inches 
PROPOSALS, $1.50 cents a line an insertion. undisplayed ads (not including proposals). 





—to a page. 


Send NEW ADVERTISEMENTS to Classified Advertising Division, NATIONAL PETROLEUM News, 330 W. 42nd St., N. Y. 36, N. ¥ 
SECTION CLOSES December 15th for January issue. 


wigan | TANK TRAILER SALE 


Cleaned — Painted — Tested 

Heavier — Sater — Cheaper ALL UNITS GUARANTEED 
Other Tanks Too 

4000 ond 16.600 Gat Can” SINGLE AXLE UNITS TANDEM AXLE UNITS 


Your Inquiries Soli 5—2000 gal, 2 to 6 compt. DBH, air, clean, new 4—4700 gal, 6 compt Freuhauf, Tortion, meters in 


paint, 10 x 20 tires, bucket box. 2” bucket, box in rear, clean, 3” 
MARSHALL RAILWAY $750 to $1150.00 25000 ect, 3 . $ 42250 4 ag 0g 
1—3300 gal, 3 compt. DBH, air, clean, new paint, “an at, 3 compt. Freu, ote Steel, Reyco, Me 
EQUIPMENT CORPORATION 10 x 20 tires, side boxes, Quaker city, Meter, ters, § lines, air brakes, 10 x 20, clean. 
3". $1350.06 $2750 to $3250.00 
50 Church Street 1—5500 gal, 3 compt. Freu, 1951, Reyco, 3” lines, 
* COrtlandt 7-8090 2—3700 gal, 6 auee. DBH, air, clean, new ores side box, em. valves, new point, DBH. etc. 
New York 7, N. Y. 10 x 20 tires, bucket box, Davis, Meter, 3°’. 
$1250 to $1450.00 1—5800 gal 1951 Gramm, 3 compt. 
4—4000 gol, 3 compt, DBH, air, clean, new paint, manifold, legs, Striped model, new pe OD 
11 x 20 tires, side box, Fruehauf, ie ; ” 
4—6150 gal, 1952 Hiway, 3 compt DBH, 3” mani- 
FOR SALE $1150 to $1550.00 fold, legs, clean, 3” em. valves, etc. $3950.00 
2—4200 gal 1 compt, air, clean, new paint, 10 x 6—4750 to 5200 gal, Insulated Asphalt tanks, new 
20 tires, legs, TC. steam coils, internal valve. insulation, Reyco tandem, 10 x 20 tires, 5” 


$1350 to $1550.00 Internal val. $3750 to $4450.00 
GASOLINE STORAGE TANKS 4 compt, air, clean, 10 x 20 tires, 2—6100 gol, insulated Asphalt tank, clean, 10 x 


legs, “i side box, meters, (Two) clean $1750.06 22 tires, 5" internal valve, $3750 $4750.00 
1—250,000 GALLONS 2—2000 gal, 2 compt, truck tank, 16’ long, Fuel 2—2500 gallon, Insulated SULPHUR tanks, Steam 
5— 20,000 GALLONS oil primed, painted mounted on your truck. valve, new tires, 1953 tank, etc., like ne 

















1— 15,000 GALLONS $750.00 " $4250 to $4750.00 
3— 10,000 GALLONS Pictures & Data on Request 


4— 6,000 GALLONS 


4— 5,000 GALLONS BRUCE HACKETT CO. 


CAN Be Inspected At ° 
CLEVELAND IRON & METAL CO. 621 W. 58 — Hi 1385 


Prospect 1-5555 Kansas City, Mo. 
2432 West 3rd St., Cleveland, Ohio 











For Lease—TANK TRAILERS FRANCHISE FOR SALE 
Both single and tandem, for gasoline, Oil, Asphalt. Pista tmorane any taal ah yon oe 2500 Galion full skirted streamlined Butler trailer 
We will furnish TANK, or TRUCK AND TANK, or combustion thon, to  waniape. . Metaates smoke, | — box ; door cabinets a it on 
TRUCK, TANK and DRIVER. Let us know your noxious gases and fumes. © blend gasolines are under; Bowser meter; emergency valves; all goo 
needs, we will do our best to help you. Ay f'ts an te te mate tan, bee = condition 


TANK LEASING COMPANY, 621 West 58 St. iimited, W. C. WRIGHT 
Phone Jackson 3812, KANSAS CITY, MISSOURI OX’‘o-GAS CO., 120 £. 30, N. Y. C. 911 Harrison St., New Castle, Pa. 


BRITISH COLUMBIA | PAR-TEE REBUILDS, RENEWS, REFINISHES 


SERVICE STATION 
+ Sasdeatetion ... aa fraction of new equipement cost 


© Selling 
© Warehousing “epestaL “EMTiRe NEW PUMPS FOR OLD 
STYLING PEDESTAL 
@ Servicing One or more of the pump treatments listed 
Company in Vancouver at present engaged will renew your old, beaten-up pumps for 
on the construction and engineering another complete term of profitable service. 
throughout of service stations invites ideas Mail coupon or postal card for details. 
and suggestions for development from any “eas 
large concern in Canada or the U.S.A. Have 
own Plant of 10,000 square feet, with Offi- 
ces and sales/construction/engineering per- 
sonnel. Capital available if necessary. Ex- 
pert knowledge on selection of Service Sta- 
tion sites and conversions. PREFERENCE for 
large project but everything of any nature 
carefully examined and considered. 


HIGH LEVEL ABILITY GUARANTEED COMPUTER AND SASS 
PLEASE WRITE in confidence to 

Bo-4564, National Petroleum News 
68 Post St., San Francisco 4, Calif. 






























































ADO HOSE 
RETRIEVER 









































ADDRESS 











CITY. 
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Step up your 


pASE SALES 


FARM MARKET 2 ees 
eae G.P..F. \t gat 


E-Z-FILL 
GREASE GUN LOADER PAIL 


Designed so that grease gun can be filled directly 
from the container quickly, easily with no waste 
or mess. Cover of the pail is never removed. 

, Grease can’t get dirty. Air 
‘=~ pockets cannot be formed in 
gun. 


































@ Now E-Z-FILL Grease 
Gun Loader Pails are made 
stronger than ever. Heavy 
24-gauge steel body adds 
more protection for your 
product . .. enables the filled 
pail to be shipped without re- 
packing it in a corrugated 
carton! Leakproof, easier-to- 
use sockets are another new 
feature. Available in 25-and- 
35-pound sizes in solid colors 
or lithographed with your 
own design. 


GEUDER, PAESCHKE & FREY CO. 


425 NORTH 15TH STREET ° MILWAUKEE 1, WISCONSIN 
Telephone Division 4-3000 








“GASILE” Steel Pump Islands 
(Trade-mark registered and Patent Pending) 
Save installation costs—stays neat & attractive for years—write for information or prices 
W. B. GOODE COMPANY 
2915 W. Leigh St., Richmond 21, Virginia 













Fy meetings 


DECEMBER 


API Oil Industry Information Committee, 
Waldorf-Astoria, Dec. 8-10. 


JANUARY—1955 


Society of Automotive Engineers, golden anni- 
versary annual meeting, Sheraton-Cadillac 
and Statler Hotels, Detroit, Jan. 10-14. 


South Carolina Oil Jobbers Assn., annual 
meeting, Columbia Hotel, Columbia, Jan. 13 


Kansas Oil Men’s Assn., Baker Hotel, Hutchin- 
son, Jan. 17-18. 


Independent Oil Men’s Assn. of New England, 
Statler Hotel, Boston, Jan. 19. 


Kentucky Petroleum Marketers Assn., annual 
meeting, Brown Hotel, Louisville, Jan. 19-20 


Northwest Petroleum Assn., Radisson Hotel, 
Minneapolis, Jan. 27-28. 


Truck Trailer Manufacturers Assn., Inc. Boca 
Raton Hotel & Club, Boca Raton, Fla., Jan 


27-29. 


FEBRUARY 


Florida Petroleum Marketers Assn., George 
Washington Hotel, Jacksonville, Feb. 4. 


Missouri Petroleum Assn., Muehlebach Hotel, 
Kansas City, Feb. 7-9. 


American Society for Testing Materials, com- 
mittee D-2 on petroleum products and lubri- 
cants, Rice Hotel, Houston, Feb. 13-18. 


lowa Independent Oil Jobbers Assn., annuai 
convention, Fort Des Moines Hotel, Feb. 
15-16. 


Texas Oil Jobbers Assn., management institute, 
record keeping course, Driskill Hotel, Austin, 
Feb. 15-17. 


American Petroleum Institute, division of mar- 
keting, lubrication committee, Sheraton- 
Cadillac Hotel, Detroit, Feb. 16-17. 


California Petroleum Distributors Assn., an- 
nual meeting, Sacramento, Feb. 19-20. 


MARCH 


Wisconsin Petroleum Assn., Hotel Schroeder, 
Milwaukee, March 2-3. 


Illinois Petroleum Marketers Assn., annual 
meeting, Hotel Pere Marquette, Peoria, 
March 8-9. 


Ohio Petroleum Marketers Assn., spring con- 
vention and trade exposition, Deshler-Hilton 
Hotel, Columbus, March 15-17 


Texas Oil Jobbers Assn., annual convention 
and trade exposition, Gunter Hotel, San 
Antonio, March 17-19 


APRIL 


Natural Gasoline Assn. of America, annual 
convention, Baker and Adolphus Hotels, 
Dallas, April 13-15. 


Fuel Oil Distributors Assn. of New Jersey, an- 
nual convention, Berkeley-Carteret Hotel, 
Asbury Park, April 27-29. 


MAY 


Liquefied Petroleum Gas Assn., annual con- 
vention, Conrad Hilton Hotel, Chicago, May 
1-4. 


American Petroleum Institute, division of 
transportation, products pipe line confer- 
ence, Edgewater Beach Hotel, Chicago, May 
16-18. 


American Petroleum Institute, division of mar- 
keting, lubrication committee, The Green- 
brier, White Sulphur Springs, W. Va., May 
16-18. 


American Petroleum Institute, mid-year meet- 
ing of the division of marketing, The Chase 
and Park Plaza Hotels, St. Louis, May 23-25. 
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ADVERTISERS 


This index is published as a convenience 
to the readers. Every care is taken to 
make it accurate, but NATIONAL PETRO- 
LEUM NEws assumes no responsibility for 
errors or omission. 
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ats 
face it 


HAVE YOU A DISASTER PLAN FOR YOUR PLANT? 


BOMBS...OR FIRE...OR FLOOD...OR TORNADO 
++. you can handle them if you act now. 


Let’s face it... the threat of war and the atomic bomb 
has become a real part of our life—and will be with us 
for years. Fires, tornadoes and other disasters, too, can 
strike without warning. 

Whatever the emergency is, everybody’s going to 
want help at the same time. It may be hours before out- 
side help reaches you. The best chance of survival for 
you and your workers—and the fastest way to get back 
into production—is to know what to do and be ready to 
do it. Disaster may happen TOMORROW. Take these 
simple precautions FODAY: 

[|_| Call your local Civil Defense Director. He’ll help 
you set up a plan for your offices and plant—a plan 
that’s safer, because it’s integrated with community 
Civil Defense action. 

[|_| Check contents and locations of first-aid kits. Be 
sure they’re adequate and up to date. Here, again, your 


192 


CD Director can help. He’ll advise you on supplies 
needed for injuries due to blast, radiation, etc. 

[| Encourage personnel to attend Red Cross First-Aid 
Training Courses. They may save your life. 

[| Encourage your staff and your community to have 
their homes prepared. Run ads in your plant paper, in 
local newspapers, over T'V and radio, on bulletin boards. 
Your CD Director can show you ads and official CD 
films or literature that you can sponsor locally. Set the 
standard of preparedness in your plant city. There’s no 
better way of building prestige and good community 
relations—and no greater way of helping America. 


Act now . .. check off these four simple points... 
before it’s too late. 
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To our friends 
and associates in 
the petroleum industry 
around the world 


A Merry Christmas 


A Happy and Hosperous 
Tlew Year 


JOKHEIM 


TOKHEIM CORPORATION + FORT WAYNE, INDIANA 








GASOLINE ENGINE 
SERVICE 


MS 
MM 
ML 








SUN OFFERS YOU OILS TO MEET ALL 
NEW API SERVICE CLASSIFICATIONS 


DIESEL ENGINE 
SERVICE 


DG 
DS 


For marketers who do not have blending equipment, 
Sun can supply a complete line of finished oils, SAE 
5W-20 through 50, to satisfy every operating require- 
ment of gasoline and diesel engines. 


To compounders, base blending stocks are made avail- 
able for compounding their own motor oils to meet 
every API classification. 


Available only in drums and bulk 








Write for new booklet, “Sun Motor Oils for 
Wholesalers’. It gives information on service 
requirements and the Sun Oils available for use 
under each API classification. 











SUN OIL COMPANY PHILADELPHIA 3, PA. 


In Canada: Sun Oil Company Ltd., Toronto and Montreal 





